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SUMMARY
There has been a growing worldwide phenomenon that tourists visit a destination or 
country as a result of that place being featured or portrayed in popular cultural forms of 
the media (media of entertainment) such as film, television and literature, which are not 
directly concerned with tourism promotion or marketing. A growing number of media 
representations have increased travel to those places featured in the media as the result 
of tourism images fused with those of popular culture. This thesis integrates theories 
from social constructionism by suggesting that tourism, tourists including their 
motivation, and tourist destinations are all social and cultural constructions and 
attention should be paid to a range of culturally constructed attitudes and values and the 
culturally specific differences. This study adopts a case study of Japanese 
international tourism to the UK and investigates how and to what extent popular cultural 
forms of media, featuring the UK, have an effect on Japanese tourists. It considers 
what roles the popular cultural forms of media play in shaping Japanese tourists’ 
behaviour, in terms of their choice of the UK as a destination and of places to visit 
within the UK, drawing upon data obtained from a survey and personal interviews with 
Japanese tourists. The findings indicate that films, television programmes and 
literature featuring the UK play a vital role in increasing interest in travel to the UK. 
This study indicates that popular culture acts as visual, and sensory stimuli to British 
tourism, producing images, ideals, and identities of the UK and British people for 
Japanese tourists. It is concluded that popular culture’s greatest impacts on 
international tourism lie in its ability to create destination awareness, consciousness, and 
images leading to a stronger interest in the destination and actual travel to the 
destination.
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Chapter 1 
Introduction
1.1 Tourism in contemporary society
Tourism’s worldwide growth is increasing at an exponential rate. Tourism has now 
become a global social and cultural practice as millions of people in the world today 
move from place to place, increasingly beyond the borders of their own nations, to 
consume tourist experiences at global tourism destinations. Factors which have 
facilitated the growth in overseas tourism include the rise of transnational or 
international corporations such as airlines, hotel chains and tour operators, and the 
development of new technologies and electronic media leading compression of space 
and time, all of which are characteristics of ‘globalisation processes’. Baum (1995) 
argues that a growing awareness of and interest in other cultures and ways of living, a 
sense of belonging to ‘one world’ or ‘a global village’ in Marshall McLuhan’s (1964) 
terms, are key factors that partially explain the growth of international tourism.
It is often suggested that all tourist activities reflect aspects of the social and cultural 
contexts in which they are produced and consumed (Urry, 1990). Tourism is thus 
closely linked with the broader society and culture. The last few decades have seen 
economic, social, cultural and political changes in many societies in the world. Many 
tourist-generating nations can be characterised today by post-industrial, postmodern, 
globalised societies in which media, in particular the electronic visual media, dominate 
people’s everyday life by providing a vast amount of information, representations and 
images of the world on a global scale. Many people living in visual media-dominated 
societies are increasingly fascinated by immediate visual consumption of other places, 
cultures and peoples provided by the mass media.
1.2 Popular media-induced tourism
It is well recognised that through a huge variety of media, people receive information 
about tourist destinations, gain knowledge about the areas, and construct their images.
The media in all their forms thus play a very prominent role in a myriad of 
representations and constructions of places and tourist destinations. In tourism, which 
is said to trade in images, expectations, dreams, and fantasies (Selwyn, 1996), those 
media representations and images of tourist destinations play a significant role in 
influencing people’s holiday decision-making process as the basis upon which tourists 
make choices about where to visit (Gunn, 1972; Hunt, 1975; Gartner, 1989; Stabler, 
1990; Echtner and Ritchie, 1991; Butler, 1990).
While promotional efforts of a destination through media such as advertising, travel 
brochures, and travel guidebooks play an important role in infiuencing the tourist 
decision making process, there are many other non touristic-directed information 
sources which could contribute to an important part of the reason for travel such as 
news reports and popular culture. Reading novels, watching television, and going to 
the cinema have occupied a central part in people’s daily cultural life. Those popular 
cultural forms of the media are accessible and pervasive entertainments that are enjoyed 
and consumed by masses of people as a source of joy, pleasure, daydreaming, and 
fantasy as well as understanding of the world in everyday life (Carey, 1988). Those 
popular entertainments are increasingly internationally distributed and consumed by the 
ordinary majority of people on a global scale. It is those media representations and 
images that people actually consume, rather than realities, and through which they 
understand the world.
Popular cultural forms of the media have increasingly exerted the power to influence 
tourism. For example, there has been a growing worldwide phenomenon that tourists 
visit a destination or attraction as a result of that place being featured or portrayed in the 
popular cultural forms of the media which are not directly concerned with tourism 
promotion or marketing, such as films, television dramas, and novels. This 
phenomenon has created new forms of cultural tourism- ‘movie-induced tourism’ (Riley 
et al. 1998), ‘media-related tourism’ (Busby and King, 2001, p316), and ‘literary 
tourism’ (Butler, 1990). These new forms of tourism can be grouped as ‘popular 
media-induced tourism’ involving tourist visits to a destination or place which has 
strong associations or connections with films, television programmes, and books 
(literary depictions and figures) or their authors. In other words, popular media- 
induced tourism involves places or film locations (both real and fictional) which have 
been popularised or signified as a tourist destination by popular culture.
Furthermore, the tourism industry increasingly makes use of images which are drawn
from popular culture associated with places to promote tourist destinations. Many 
tourist destinations have attempted to distinguish themselves from each other by 
creating a popular media-borne or imagined place identity based upon their associations 
with films, television productions, and literature. In other words, as publicity and 
promotional mediums for attracting tourists, the popular cultural forms of the media 
have become a catalyst for tourism in the contemporary globalised media-saturated 
society.
Thus, a strong link between tourism and popular culture has been recognised and this 
is an area that deserves a great deal more attention that has recurred to date. Reflecting 
this recognition, there has been an increase in academic research relating to the effects 
of the media as popular culture on tourism in recent years (Riley and Van Doren, 1992; 
Tooke and Baker, 1996; Schofield, 1996; Riley et al., 1998; Sargent, 1998; Mordue, 
1999; Iwashita, 1999; Beeton, 2001; Busby and Klug, 2001). However, there has been 
little empirical in-depth investigation of the phenomenon, attempting to answer how and 
why the phenomenon works, and most studies have focused on domestic tourism. It is 
clear that there is a need for more research to be conducted in this area to examine the 
effects of the popular cultural forms of media on ‘international’ tourism, and on tourists’ 
behaviour, which could contribute to a better understanding of the phenomenon. It 
was therefore decided to explore this phenomenon in more depth through empirical 
research to investigate how and to what extent popular cultural forms of the media 
(those not directly associated with tourism and destination marketing but featuring a 
particular place) have an effect on international tourism, and to identify what roles they 
play in influencing overseas tourists’ behaviour, in terms of their travel destination 
selection and their choices and places to visit within the chosen destination.
1.3 Theoretical approach to this research
Tourism is a complex, ever-changing human activity which arises in part from personal, 
internal needs or wants and in part from external, social, economic, cultural influences 
on people. There are a number of theories and approaches applied to tourism 
research which provide an interpretative basis for understanding the multidimensional 
phenomenon of tourism. Various social sciences, such as sociology, geography, 
psychology, anthropology, marketing, cultural studies and leisure studies, have made
important contributions to the explanation and understanding of tourism. As noted 
above, however, tourism cannot be separated from the wider context of the environment, 
in particular from the wider cultural and social process on work on a global scale (the 
accelerated process of globalisation). In other words, tourism is not only a subjective 
phenomenon but also a socio-cultural phenomenon. It is, therefore, necessary and 
important to understand the context itself within which tourism occurs in order to obtain 
a deeper understanding of contemporary tourism and tourists. It was therefore felt that 
examining a tourism phenomenon from sociological perspectives would be the most 
suitable approach for this study because the phenomenon in question (tourists visiting a 
destination as a result of that place being featured in films, television programmes, and 
literature), can be seen as a reflection of the current condition of tourists’ social and 
cultural life. In particular, this research project approaches tourism from a perspective 
derived largely from a social constructionism viewpoint to understand and explain 
tourism as a global social and cultural phenomenon, combining other useful concepts 
and theories from cultural geography, cultural studies, and psychology.
The theory of social construction
Social constructionism has its roots in the work of Berger and Luckmann’s (1971) The 
Social Construction o f Reality. Social constructionism generally refers to the principle 
that social and cultural phenomena and individuals are social constructions produced 
and reproduced through historically and culturally situated interactions of people and 
human activities in society. Objects in the world, identities, and a great deal of 
people’s experience and sense of various realities, and the social world in which they 
live, are all conceived of as socially constructed. People know and understand the 
social world and human societies as a result of the meanings they give to its different 
parts and phenomena. All constructions of ‘reality’ thus must be seen as a product of 
the human capacity for thought, and are subject to change and variability. The social 
product and its meaning are not fixed but always in a process and they therefore change 
over time and in different cultures or societies. Social constructionists respect the 
individual meaning in people’s everyday lives (the centrality of everyday activities). 
Giddens (1984) argues that all human beings are knowledgeable agents who know a 
great deal about the situations or conditions and consequences of what they do in their 
everyday lives and have the inherent capacity to change social circumstances, have
reasons for their actions, make choices, and act on their own behalf. Social 
constructionists stress the importance of language as the primary means of social 
constructions of the social world, human activities, and individuals, because language is 
not only the medium on which meanings, descriptions and characterisations of things 
are configured, but also the medium of communication between people.
Social construction theory is an approach that does not isolate tourism fi*om the wider 
context of society and culture, and the social and cultural changes which occur. It 
demonstrates that tourism cannot be understood without reference to the social and 
cultural contexts within which it is produced. For example, society, social structures 
and socialisation processes have profound effects on shaping human beings and their 
behaviour, including tourism practice. In contemporary information society, in 
particular the mass media as socialisation agencies, have played an important role in 
distributing information about tourism and tourist destinations. People’s attitudes 
toward tourism and leisure in general, and the meaning of tourism practices are thus 
constructed in social and cultural contexts. Today in many advanced societies, access 
to tourism has become an essential part of people’s everyday lives and part of what it is 
to be a contemporary global citizen (Bauman, 1998, Urry, 2000a). Travel desires and 
motivations are also constructed largely by society or socio-cultural contexts and shaped 
by people’s everyday lives. It is a general assumption that tourism is a form of escape 
from the home environment, based on the experience of contrast between the ordinary 
and everyday life (the familiar) and the faraway and extraordinary (Urry, 1990; Rojek, 
1993). Thus, the perspective of social constructionism suggests that tourism practice 
can be understood as a social or cultural practice, infused with the subjective meaning 
and intention of the social actor within the cultural fi-ame of the person’s everyday life. 
The social constructionists hold the view that there is nothing ‘natural’ about tourism 
destinations because they are socially and culturally constructed by human intervention 
to be tourist oriented. Although destinations with extraordinary natural qualities can 
easily achieve the status of popular tourist destinations, any destination can be 
intentionally shaped by people and society to carry meanings, values and images, which 
are special and significant to tourists. It is language and discourse which describe 
tourist destinations and inform the tourists what must be seen before the trip is 
undertaken. Thus, tourist destinations can be viewed as social and cultural 
constructions whose meanings and values are interpreted and redefined in different 
ways by diverse people. The recognition that tourists, tourism practices, and tourist
destinations are social constructions which are produced and reproduced by ongoing 
processes, in particular the globalisation processes, and can change over time and in 
different social and cultural contexts, provides a better understanding of contemporary 
tourism. Taking into account the social and cultural context of the phenomenon can 
make tourist behaviour intelligible.
Social construction theory provides not only a theoretical framework for this specific 
research project but also helps the researcher to decide the research design and methods 
as well as the focus points for the investigation of the popular media-induced tourism 
phenomenon. It draws the researcher’s attention to the ‘subjective’, socio-cultural, and 
symbolic nature of tourist destinations and to mediating influences, in particular to the 
mass media. Social construction theory recognises the legitimacy of everyday 
experiences, where the meanings and values of many things are constructed, and 
clarifies the importance of the media, in particular popular culture, as artefacts which 
humans create in everyday life, and which are important socialisation agencies.
1.4 Research Setting
The researcher’s principal interest is an investigation of popular media-induced tourism, 
in particular international tourism, focusing on the media’s power to generate awareness, 
increase interest, and create images, perceptions and representations of places and their 
inhabitants. As noted, media representations and images of tourist destinations play a 
significant role in influencing people’s holiday decision-making process. It is obvious 
that tourists have a set of perceptions, expectations, and preferences about their 
destinations. Less attention, however, has been focused on how tourists themselves 
consume and interpret those images and representations (Meethan, 2001). The 
researcher was therefore interested in studying overseas tourists themselves who have 
been influenced by popular culture in their destination choice as the focus of analysis, 
and in providing an understanding of the phenomenon from the perspective of tourists 
themselves. Since the research topic was extremely broad, there was a need to narrow 
down the scope of the study by selecting a specific case to study that could be used to 
illustrate some features of the phenomenon in question. Stake (1994) suggests that 
case study is not a methodological choice, but a choice of an object or a specific case to 
be studied.
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It was decided that focusing on tourists of a particular generating country who have 
an interest in a particular country as a holiday destination would be the most appropriate 
research strategy. As noted earlier, popular media-induced tourism abounds in many 
countries, involving both developed and developing countries in the world. However, 
popular media-induced tourists tend to be generated in advanced postmodern, globalised 
societies such as the USA, European countries and Japan. As discussed above, since 
any social constructions are particular to specific social worlds or cultures, and tourism 
can be regarded as a socio-cultural phenomenon, any researcher who attempts to 
investigate tourism being generated in a particular country needs to have knowledge of 
its society and culture. It was therefore decided to choose tourists from Japan which is 
considered as a highly postmodem-globalised society and the researcher is very familiar 
with its society and culture. Furthermore, the rapid development of Japanese 
outbound tourism in the 1980s was significant and since then Japan has played an 
important role in generating international tourism in the world. It was then decided to 
focus on Japanese tourists who have an interest in the United Kingdom of Great Britain 
(the UK) as a holiday destination because the UK has a wide variety of media-related 
attractions or destinations, ranging from literary tourism places like the Lake District 
which has connections with literary figures such as William Wordsworth and Beatrix 
Potter, and Haworth strongly linked with Bronte sisters, to places providing locations 
for international films and television productions, such as Brief Encounter (1945), The 
Prisoner (1968), Four Weddings and a Funeral (1994), Braveheart (1995), The Full 
Monty (1997), and Notting Hill (1999). This study, therefore, adopted a case study o f  
Japanese international tourism to the UK (see Figure 1.1).
Figure 1.1 Framework of a case study of Japanese tourism to the UK
Global Environments: social, cultural, economical, technological, political, physical 
Tourist generating country Tourist Destination country
Departing Japanese tourists
Japan The UK
Society and Society and
Culture Returning Japanese tourists Culture
Source: adapted from Leiper (1995), p25
1.5 Research Aims and Objectives
This research project aims at investigating how and to what extent popular cultural 
forms of media, that is, films, television programmes, and literature which are not 
directly associated with tourism destination promotion but feature the UK, have an 
effect on Japanese international tourism to the UK. The main objective of this study is 
to examine what roles the media as popular culture (films, television programmes, 
literature) play in shaping Japanese tourists’ behaviour in terms of their choice of the 
UK as a destination and of places to visit within the UK. In particular, this study 
focuses on the popular media’s power to generate awareness, increase interest, and 
create images, perceptions, and representations of the UK and British people.
Other objectives related to the main objective included:
> To identify what attributes of the UK appeal to the Japanese tourists;
> To identify which information sources generate or increase interest in visiting the 
UK amongst Japanese tourists;
>  To explore what relationships exist between the popular image of the UK as 
constructed in popular culture, the projected images in official promotional material, 
and perceived images of the UK held by Japanese tourists who have visited the UK 
and those who have never visited that destination
1.6 Organisation of the thesis
This thesis is organised into three parts: part I (chapters two and three) provides 
theoretical frameworks for this study; part II (chapter four) focuses on Japan as an 
international tourist-generating country and Japanese international tourism to the UK; 
part III (chapters five to eight) presents methodologies, findings, discussion, and 
conclusions of this empirical research.
8
Figure 1.2 The Plan of the thesis
Chapters
1. Introduction
Part I
Theoretical frameworks 2: Tourism, Society and Culture in globalisation
3: Media Construction of tourist destinations: media 
representations of tourism landscapes
Part II
Case Study of
Japanese tourism to the UK 4: Leisure and Tourism in contemporary Japan
Part III
Empirical research 5: Research Methodology
6: Findings from the questionnaire survey 
and the qualitative interviews 
7: Media construction of the UK for Japanese tourists: 
Findings from analyses of the media 
8: Discussion and Conclusion
Chapter two provides a conceptual picture of the dynamic and contingent 
relationships between tourism practices, society and culture- the wider context in which 
tourism is created-from a sociological perspective. It draws on insights into tourism 
practices and tourist destinations from a social constructionist perspective, illustrating 
the usefulness of the understanding of tourism and tourist destinations as being socially 
and culturally constructed. The current condition of contemporary society and culture 
in globalisation processes and the implication of international tourism are also examined. 
It also briefly explores concepts of popular culture as well as a characteristic of popular 
cultural forms of the media; films, television programmes, and literature in order to 
examine the effects of popular cultural forms of the media on tourism, in particular 
international tourism, taking examples from different countries. Those popular 
cultural forms of the media have the ability to create destination awareness, interest, and
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images, and to provide geographical knowledge of diverse places and people with 
different cultures living in different parts of the globe.
As noted earlier, the media in all their forms play the most prominent role in a myriad 
of representations and constructions of places and destinations. In chapter three the 
significance of images of tourist destinations and the power of media representations of 
those destinations in tourism, will be illustrated in order to explain in more depth the 
process by which people are attracted to a particular place featured in popular cultural 
forms of the media such as novels, film and television programmes.
Chapter four provides an overview of the developments and trends in Japanese leisure 
practices, including the consumption of popular cultural forms of media and 
international tourism. In the chapter the characteristics of Japanese society and culture 
are briefly reviewed, and the influence of Japanese contemporary society and culture on 
leisure and tourism practices is considered. It also provides a brief overview of the 
development of Japanese tourism to the UK with a focus on what aspects of the UK 
attract Japanese tourists and what Japanese tourists seek in the UK. Marketing 
activities carried out by the British Tourist Authority (presently VisitBritain) targeted 
the Japanese market are also explored.
The empirical research was conducted in four different parts to generate and collect 
data for the research purpose. Chapter five explains the methodological position of 
this study, namely how this study was carried out, methods of data gathering, and forms 
of data analysis. Chapter six presents findings from the questionnaire survey and 
individual interviews, followed by chapter seven in which findings from textual 
analyses of a selection of representations of the UK as a destination in promotional 
material, and films, television programmes and literature are presented. Chapter eight 
discuss issues related to the research problem: how and to what extent popular cultural 
forms of media, i.e. films, television programmes, and literature featuring the UK 
influence Japanese tourists’ behaviour in terms of their choice of the UK as a holiday 
destination to draw a conclusion of this study.
In this study, Britain and the United Kingdom (the UK) are both used to include 
England, Scotland, Wales and Northern Ireland.
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Chapter 2 
Tourism, Society and Culture in globalisation
2.0 Introduction
Tourism has now become a widely accepted social and cultural practice as millions of 
people in the world move from place to place, increasingly beyond the borders of their 
own nations, in pursuit of tourism practices (WTO, 2001). It is generally understood 
that tourism is a phenomenon constructed in a wider context of society and the social 
structure. The rapid growth of tourism has occurred in a modem society with 
increases in leisure time and space, disposable income and mobility, technological 
improvements in communication and transportation. Tourism can also be regarded as 
a motivational response to the urban-industrial culture of modem social life. Trends in 
tourism and pattems of tourism practices are also linked with specific aspects of society 
and culture as well as social and cultural changes. Tourism, therefore, cannot be 
separated from the wider context of society and culture, and the social and cultural 
changes by which tourism is constructed (Urry, 1990, 1994). There are dynamic and 
contingent relationships between society, culture and tourism practices.
Contemporary soeiety is frequently characterised by the accelerated process of 
globalisation and an increasing number of people live in a global society. 
Globalisation processes affect every aspect of people’s lives and their living conditions, 
beliefs, knowledge, and information, and social practices are increasingly bound up 
with the global processes. Tourism as a social and cultural practice is thus closely 
intertwined with globalisation processes. An examination of the effects and 
consequences of the globalisation process is, therefore, essential to explain and 
understand the nature of contemporary tourism and tourist practices, in particular 
intemational tourism.
In the globalised modem world, the mass media, in particular its popular cultural 
forms, and intemational tourism have acted as the vehicles or agencies for developing 
global cultural flows. In the globalised societies which are saturated with tourist 
culture and the mass media, the mass media and tourism have been increasingly
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interconnected and have affected each other. Popular cultural forms of the media such 
as films, television programmes, and literature, have provided resources through which 
people generate images, narratives, and meanings, of potential destinations for their 
holiday making as well as the purpose of travel. Media-related, e.g. movie-induced 
tourism, which involves tourists’ visits to places celebrated for associations with books, 
authors, television programmes and films thus has been created.
The aim of this chapter is to map the conceptual picture of the relationships between 
tourism practices, society and culture- the wider context in which tourism is created- 
from a sociological perspective. The first section of this chapter begins with a social 
constructionist perspective, which forms a large part of the theoretical framework of this 
study, and draws on insights into tourism practices and tourist destinations from the 
social constructionist perspective, followed by an examination of the current condition 
of society and culture in globalisation processes and the implication for intemational 
tourism. The last section explores the concept of popular culture, and considers the 
effects of films, television programmes and literature as popular culture on tourism, in 
particular intemational tourism, taking examples from different countries.
2.1 Social Constructionism and Tourism
Tourism is a complex human activity which arises in part from personal, intemal needs 
or wants and in part from extemal, social, economic, and cultural influences on people. 
Tourism is also a geographical phenomenon that encompasses tourist destinations and 
spatial movements of people located in a particular geographical, social and cultural 
context. Tourism is thus regarded as a multifaceted area of human activity involving 
psychological, sociologic, geographic, economic, anthropologic, historical, and cultural 
processes.
There are a number of theories and approaches applied to tourism research which 
provide an interpretative basis for understanding the multidimensional phenomenon of 
tourism. Perspectives of sociology, in particular, including both micro-social 
psychological and macro-social perspectives, can provide a broad theoretical basis for 
this study the aim of which is in part to understand and explain ever-changing 
contemporary tourism practices. This section will examine tourism from a social 
constructionist perspective. That is, tourism practices and tourist destinations (tourism
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sites or places) are socially and culturally constructed in an ongoing process. The 
contextual meanings of both tourism experiences and destinations are constructed by a 
purposeful set of social and cultural forces including tourists themselves. The 
following sections will review briefly the concept of society, culture, and social 
constructionism, and then discuss how tourism practices and tourist destinations ean be 
seen from that perspective.
2.1.1 The Concept of Society and Culture
There is a general assumption that society is made up of ‘people’ or groups of people, 
while the people who live in a country are sometimes referred as a ‘nation’. 
Although there are various definitions of the term society, according to different 
theoretical perspectives, Urry (2000a) argues that the notion of society should be 
connected to that of the nation-state. ‘Society’ can be defined as a sovereign social 
entity with a nation-state that organises rights and duties of each societal member or 
citizen (Urry, 2000a). Each society structures its own institutions and systems such as 
politics, economy, culture, education, categories of class, gender and ethnicity, all of 
which form ‘a social structure’ or ordered interrelationships within the territory that the 
society occupies. Structural principles specify overall types of society, such as feudal, 
industrial, capitalist, and class-based societies. Urry (1991) states that those social 
systems and institutions are spatially and temporally constructed and they are also 
temporally and spatially interrelated with each other. The members of the society 
generally believe that they share some common identity, culture, language and 
experiences. Among its members there exists a prevalence of feelings that they belong 
to the society, a definite eollectivity (Giddens, 1984).
As noted above, culture is structured by society and every society has its own culture 
or cultures. This means that society and culture are inseparable and there are 
‘culturally’ different societies. ‘Culture’ is one of most difficult concepts to define and 
there are many different definitions of culture and different ideas of what culture is, 
ranging from a broad view to a narrow one. According to Williams (1961,1981, 1983), 
the term, ‘culture’ can be used in three broad categories: (1) the general process of 
intellectual, spiritual and aesthetic mental development (the active cultivation of the 
mind); (2) a particular way of life and shared values, whether of a people, a nation, a 
community, a social group, or a period; (3) the works and practices of intellectual and
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especially artistic and imaginative activity as the means of the processes of people’s 
mental development.
Within sociological and psychological uses of the term, culture is seen as a collection 
of values, norms, rules, behaviour, practices, beliefs, ideas, habits, traditions, symbols 
and meanings, shared by members of a society. Tylor (1924, p i, as cited in Reisinger 
and Turner, 2003) views culture as a “complex whole which includes knowledge, 
beliefs, art, morals, law, customs, and any other capabilities and habits acquired by man 
as a member of society”. It means that people belonging to the same culture interpret 
or make sense of the world in the same ways and express themselves, their thoughts and 
feelings about the world, in ways which can be understood by other people of the same 
culture (Hall, 1997a). Reisinger and Turner (2003) suggest that culture has two 
different aspects; ideological aspects including values, beliefs, norms, morality, customs, 
and traditions, and material elements such as objects, artifacts, and everything necessary 
to support human life. Every society is dependent on the existence of a ‘cultural 
system’ and culture covers a wide range of social phenomena.
It can be argued that culture is a dynamic living concept which can be defined in 
many different ways and changes continually in order to capture and embrace the needs 
of society in the present time period. Williams (1961, p54) notes that “there is the 
lived culture of a particular time and place, only fully accessible to those living in that 
time and place”.
2.1.2 The social construction concept
There are various social constructionist approaches, including symbolic interactionism, 
ethnomethodology, phenomenology and structuralism. It may be impossible to find 
any single characteristic that these different approaches hold in common, but generally, 
social constructionism refers to the principle that social and cultural phenomena and 
individuals are social constructions produced and reproduced through historically and 
culturally situated interactions of people and human activities in society. Identities that 
were thought to be given naturally are also socially and culturally created, maintained, 
modified or even re-created, whether as individual, group, place, landscape or nation­
state, through human activities including language and discourses. Thus, society 
forms individuals and at the same time society can be constructed by continuous social 
practices of people (Berger and Luckmann, 1971).
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Human beings are bom into a particular society or a given social world with a certain 
social structure that pre-exists them, and they are then educated by society to construct 
social and cultural ‘selves’ who can behave in appropriate ways in a given society or 
social group through a continuous process of socialisation. Individuals are socialised 
in such a way that they will be able to function in that social stmcture and develop their 
personal identities. People learn how to hold themselves, how to defer to others, how 
to present themselves for others, and how to perform according to the social contexts in 
which they find themselves (Goffman, 1959). They are taught all-important 
knowledge and skills including the mles, roles, rights, duties, norms, and values of the 
given society and culture through a continuous process of socialisation. Socialisation 
is provided formally through institutions such as the family and the school system, and 
informally through friends or peer groups and the mass media including television, 
films and books. In the process of socialisation, people develop perceptions, 
appreciations, and thoughts, namely ways of thinking and leading life, all of which 
provide action frames. In other words, people develop repertoires of behaviour 
which they learn and acquire in response to situations, circumstance, and contexts. 
Thus, human social and cultural behaviour or practices do not automatically appear in 
the human individual but they are acquired through the socialisation process.
As noted above, through the social experience of living in particular societies 
(socialisation) people acquire a particular understanding of the world. Schütz (1970) 
suggests that people acquire eommon-sense, taken-for-granted knowledge through 
experience of everyday life. The common sense, shared meanings are used as an 
everyday resource to interpret the meaning of elements of social and cultural life. In 
other words, the social world is seen as socially constructed on the basis of the common 
sense, shared meanings and members of a society make sense of everyday events in 
much the same way. Social constructionism views people’s ways of understanding the 
world as historically and culturally specific, based on a contingency thesis that the 
social product is organised by contingent historical, social, cultural, geographical 
determinants of construction process (Hacking, 1999) and its meaning is not fixed and 
ambiguous. Many social and cultural phenomena, practices, objects and things as 
social constructions, are always in a state of flux, never fixed but always in a process, 
always open to change. It can be argued that there are a wide variety of different 
forms of understandings of the world and numerous possible social constructions of the 
world in different societies and cultures (Burr, 1995).
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The social environment in which people live shapes many of their needs, wants and 
motivations. People cannot remain unmoved by their own feelings, needs, wants, 
motivations or intentions. When people act in their social world, they externalise 
themselves (express themselves) in activity, namely create practices or products. 
People project their own meanings into reality in the ongoing process of externalisation.
All human activities or practices that are repeated frequently become a pattern or a 
habit that is shared with other members of a society. Those habitualised and typified 
actions constitute institutions or social phenomena, which then control and influence 
human conduct. In this sense, social structures, social orders, social systems and 
institutions, all of which constitute a society, are all products of human activities. All 
social structures and phenomena (objects, social institutions and other people) are thus 
constructions produced historically through human activity (Berger and Luckmann, 
1971).
Giddens (1984) argues that all human beings are knowledgeable agents who know a 
great deal about the situations or conditions and consequences of what they do in their 
everyday lives and have the inherent capacity to change social circumstances, have 
reasons for their actions, make choices, and act on their own behalf. The power or 
ability to change or transform social cireumstanees or relationships in which people are 
embedded, refers to ‘agency’ that human beings have. Social structures are both 
constituted by human agency and at the same time are the very medium of this 
constitution because social structures generate human actions by providing rules and 
resources upon which people can draw (Giddens, 1984). There is thus a mutual 
dependence of both structure and human beings, as well as a dialectic relationship 
between individuals and society because each influences the other in a continuous 
process (Berger and Luckmann, 1971; Bourdieu, 1977; Giddens, 1984).
Social constructionists stress the importance of language as the primary means of 
social constructions of the social world, human activities, and individuals. In order to 
communicate within a culture and a society, people must categorise the world in much 
the same way. These categories are encoded in the system of language. Language is 
not only the medium on which meanings, descriptions or characterisations of things are 
configured but also the medium of communication between people. Language is a 
shared intersubjective practice and it is constitutive of a stock of shared background 
meanings. Social reality is socially constructed by people through linguistic practices.
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2.1.3 Social construction of human beings as the subject of tourism practices
As noted above, large parts of people’s development as individuals are subjected to a 
variety of socio-cultural determinations and a socialisation process (Berger and 
Luckmann, 1971). Since the socialisation process reflects social conditions and social 
structures into which individuals are bom, including cultures, the family, and social 
classes, people are differently socialised and limited by the material, social and cultural 
resources which they can use for their actions. Bourdieu (1977) suggests that social 
conditions (e.g. the material conditions of existence, characteristic of a class condition) 
and socialisation, produce ‘habitus’, systems of unconscious, durable, transposable 
dispositions, which influence individuals to act in particular ways. He (1985) further 
argues that an individuals’ upbringing within a particular family or class and education 
have a powerful effect on one’s choice of leisure activities because tastes, preferences, 
perceptions and dispositions for leisure activities are learned and developed in early 
childhood within the family and its social surroundings. Thus, both human 
development and their actions are influenced and shaped by existing social 
arrangements and relationships.
Edensor (2001, p60) argues that “particular tourist contexts generate a shared set of 
conventions about what should be seen, what should be done and which actions are 
inappropriate” at a destination, namely common-sense understanding of how to be a 
tourist. Members of societies and cultures share certain perspectives about tourism 
and ways of seeing tourist destinations. Parrinello (1994, as cited in Dann, 1996b) 
argues that socialisation agencies, including the mass media, disseminate information 
concerning tourism and tourist destinations. As noted earlier, in contemporary 
information society, the media have become a major determinant of many aspects of 
social behaviour, influencing people’s attitudes, values and tastes by widely 
disseminating information on a global scale.
Thus, society, social structures and socialisation processes have profound effects on 
shaping human beings and their behaviour. Individuals are not bom tourists but are 
transformed into tourists by society and everyday life which create travel desires and 
needs (Krippendorf, 1987). Human beings as the subject of tourism practices are 
always subject to various cultural and social influences. It is thus vital for an adequate 
explanation of human behaviour or action to take into account the social and cultural 
context in which people are bom, socialised and live, in addition to people’s inner states.
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Examinations of socialisation processes and various cultural and social influences, 
therefore, can provide a deeper understanding of the nature of contemporary tourism 
practices.
2.1.4 Social construction of the meaning of tourism practices
At the Ottawa conference in 1991, the WTO defined tourism as ‘the activities of 
persons travelling to and staying in places outside their usual environment for not more 
than one consecutive year for leisure, business, or other purposes’ (Holloway, 1998). 
The term ‘tourists’ refers to persons who voluntarily travel away from home for non­
instrumental purposes such as recreation and pleasure. Tourism practices can be 
viewed as a dialectic activity being away from home and returning home again.
Tourism practices and the meaning of tourism, however, change over time and in 
relation to the social and cultural contexts in which tourism occurs. Every society is 
dependent on the existence of a cultural system in which meanings of things, symbols, 
images, ideas, and knowledge are produced, exchanged and consumed by each member 
of society. Those social and cultural meanings are symbolic and they serve to be a 
cultural frame of reference from which individuals, groups and institutions draw to 
legitimate their behaviour (Pronovost, 1998). People’s attitudes toward tourism and 
leisure in general, e.g. whether they regard the practices as of little importance, or of 
great importance, and the meaning of tourism practices change in different cultural 
contexts.
For example, in the period of early capitalism, which was oriented to an economy 
based on productivity and hard work, many people perceived tourism practices as a 
means of having simple pleasure or fun by being away from the place at which one 
worked and away from the boring and monotonous pain of work of industrial 
production. As the economic system of capitalism has advanced, society has shifted 
towards a consumer society, in which an increasing number of people have been 
socialised to have a desire to consume products and services. Tourism and leisure 
experiences also have been packaged and sold for mass consumers as social benefits.
In contemporary or postmodern society of today, tourism practices or experiences are 
increasingly commodified and transformed into images of themselves for consumption 
and people are purchasing the intangible qualities of restoration, status, and life-style 
signifier (Britton, 1991). Many people in contemporary society have been socialised
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to think of tourism practices in terms of produets to be consumed, increasingly with the 
intangible aesthetic qualities that they offer, such as images, signs and symbols.
In contemporary society, there has been a growing social and cultural importance of 
tourism. Furthermore, Bauman (1998) suggests that mobility, referring to the freedom 
to move and to choose where to be and the ability to have time and replace work with a 
tourism practice, has become the most important value for people living in a world of 
permanent change or in postmodern society. Tourism is the only acceptable human 
form of restlessness in the restless, rapidly changing postmodern world. The normal or 
good life for many living in postmodern or globalised society is thought of as being on 
the move or being spiritually travellers all the time (Bauman, 1998). Urry (2000a, 
p50) also points out that “in many cultures travelling appears to be always necessary for 
family life, leisure and friendship as well as for work and security”. Tourism practice 
should thus be both an essential part of and a familiar feature of people’s everyday life 
or social life in globalised society. Access to tourism has become an essential part of 
people’s everyday lives and part of what it is to be a contemporary global citizen 
(Bauman, 1998; Urry, 2000a).
2.1.5 Social Construction of tourism practices: motivation
Tourism pursuits derive from both the inner and external worlds of human beings. 
Although many different theories have provided different conceptions of tourism 
motivation, tourist motivation today is possibly so complex, involving complex 
processes, that one cannot fully explain the reasons why people travel or generalise the 
motivation for leisure travel (Parrinello, 1993). The perspective of social 
constructionism, however, suggests that tourists’ motivations for travelling are derived 
from the social and cultural context of everyday life and tourism practice can be 
understood as a social or cultural practice infused with subjective meaning and intention 
of the social actor within the cultural frame of the person’s everyday life, including 
prior knowledge, expectations, fantasies, and mythologies created in the tourist’s origin 
culture.
Since modem everyday life is said to be full of routines, mles, obligations, and 
pressure, tourists are being pushed into a holiday by the need to get away from their 
everyday routine and stress for their own well-being. It is a general assumption that 
tourism is a form of escape from the home environment, based on the experience of
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contrast between the ordinary and everyday life (the familiar) and the faraway and 
extraordinary (Urry, 1990, 1991; Rojek, 1993). Tourists are in search of new or 
different experiences or pleasures, involving different senses and scales from those 
conventionally encountered in everyday life (Urry, 1990; Ryan, 2000). Similarly, 
Gottlieb (1982) suggests that tourists seek to include inversion of the everyday in their 
holiday experiences, and tourism practice is a means to physically and socially remove 
them from their native social system, the social structure of society.
Cohen (1972) argues that tourism is a manifestation of people’s desire to visit other 
places and their inhabitants in order to experience the differences which exist in the 
world. Rojek (1997) also argues that it is the cultural difference (even if it is 
artificially constructed) between people’s everyday practices (routines) and practices at 
tourists sites that impels people to travel, because the cultural difference or contrast is 
an immediate source of pleasure and curiosity. Likewise, Squire (1994) suggests that 
through tourism practices people are able to indulge in dreams and idylls which are not 
usually part of their ordinary life. Thus, travel desires and motivations have been 
constructed largely by society or socio-eultural contexts and shaped by people’s 
everyday lives. Tourism is thus a marginal activity which involves touristic deviation 
or break from routines, obligations, and monotony of modem everyday life.
For MaeCannell (1976), a modem tourist is a seeker after the Other as authentically 
social, and an imagined world of pre-modem times. Since people who lead isolating 
and fracturing postmodem life are losing their attachment to their own work, town, 
family and neighbourhood (social alienation), they tend to develop an interest in 
primitive cultures, places in pristine, and natural landscapes. Modem tourists are in 
pursuit of authentic social relations and sociability as well as knowledge about the 
nature and society of the chosen destination (Selwyn, 1996).
Furthermore, tourism practice can be viewed as the means of temporary imaginative 
play or identity, in which people can experience freedom from everyday routines, 
pleasure and fun by playing at being ‘tourists’ or someone else. Gottlieb (1982) 
suggested that there are two basic cultural ideals for holiday styles held by Americans; 
‘peasant for a day’ and ‘queen or king for a day’. Gottlieb argues that upper and 
middle-class tourists will play at being a peasant by getting into a lower-class native 
culture different to the culture at home, and on the other hand, lower middle-class 
tourists will play at being a queen or king, hoping to raise themselves to a position of 
social superiority, by paying high prices for accommodation and luxury goods or
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souvenirs. Tourists may play at being children, time travellers, adventurers, 
baekpaekers, observers, and residents. Tourism thus offers opportunities to explore 
different identities and roles as games involving different types of holidays. The 
playfulness of the tourist refleets the characteristics of postmodern culture. In the 
postmodern cultural context, the post-tourist, in Feifer’s terms, finds immediate 
pleasures in the multitude of tourist games that can be played (Urry, 1990, 1991).
Furthermore, many authors (e.g. Urry, 1995; Croueh, 1999) argue that people’s social 
identities are increasingly constructed not through work, but through their consumption 
of certain goods, services and signs including tourism consumption. People’s 
identities are increasingly determined by their consumption choice and tastes in such 
items as food, drink, newspapers, cars, films, sports, and holidays. Tourism can 
provide one means of expressing behaviour or individual taste and identity. Tourism 
(what people do and where they go on holiday) can be seen as an expression of people’s 
identity (who they are and who they want to be) because tourism practice is now a sign 
that signifies the ability to consume certain tourism products (Baudrillard, 1981).
2.1.6 Social construction of tourist destinations
There are numerous tourist destinations or objects to gaze at which signify 
extraordinary physical properties or qualities and cause people to travel to witness them, 
such as Niagara Falls in the USA and Canada, and Mount Fuji in Japan. The 
perspective of social constructionism, however, suggests that there is nothing ‘natural’ 
about tourism destinations because they are socially and culturally constructed by 
human intervention to be tourist oriented. Although destinations with extraordinary 
natural qualities can easily achieve the status of popular tourist destinations, any 
destination can be intentionally shaped by people and society to carry meanings, values 
and images, which are special and significant to tourists. People can transform places 
and landscapes into tourist destinations both physically or materially and perceptually or 
symbolically by giving meanings and values. Tourist destinations are therefore no 
longer defined in terms of geographical and physical attributes alone (Lefevre, 1991).
Britton (1991, p464) also suggests that “all societies sanctify certain phenomenon as 
cultural attractions by recognising their importance with markers, by naming or 
codifying (with legislation, historic places signification), framing and elevation 
(displaying, protecting, enhancing), and through enshrinement as symbols
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(reproductions)”. Within a dominant framework of values, society, including people 
and the tourism industry, gives meanings to specific places, spaces, landscapes, and 
objects through various forms of representations so that they can acquire identities for 
tourists. Tourist sites can be intentionally shaped by people to carry meanings, values 
and images. Tourists can experience the uniqueness of particular countries, regions, 
places or landscapes such as the exotic, the romantic or the classical. Meanings of 
tourist sites are not necessarily an inherent quality of sites, but they can be socially 
constructed and attributed to the sites.
There is a distinct hierarchy of tourist sites or attractions in terms of their physical 
characteristics, physical and monetary accessibility, the social groups and classes which 
use them, experiences which they can offer, and their values and symbolism (Britton, 
1991). Some places such as famed resorts are labeled as prestigious, stylish and ‘up­
market’ while other places are regarded as cheap, touristy, and distasteful by the 
construction of place identities imbued with social and cultural meanings. The images, 
reputations and even prestige of a tourist destination can be deliberately built up. 
People increasingly seek anticipated signs and symbols which tourist sites have, to 
consume, collect and compare. People may also seek status and prestige associated 
with particular tourist destinations or places and even tourist practices themselves.
Places, spaces and landscapes can acquire identities for tourists through various forms 
of representations- how they are represented through language and discourse. It is 
language and discourse which describe tourist destinations and inform the tourists what 
must be seen before the trip is undertaken. Hughes (1998) argues that much tourism 
depends on the qualities of a destination as represented to tourists through tourism 
promotional materials such as guidebooks, brochures, travel writing, and travel 
television programmes by offering a particular way of seeing tourist destinations and 
their images. Tourist perceptions, motivations and understanding about a destination 
may be shaped by a preoccupation with its images and myths. Images and myths are 
culturally constructed in the media, whether the media are those meant for tourist 
promotional activity such as brochures, posters, guidebooks and advertising, or those 
not directly meant for tourism promotion such as films, television, and literature. The 
media structure the tourist gaze and behaviour by reinforcing particular ways of seeing, 
creating certain images, expectations, beliefs, of what places are like and its residents, 
and indicating what people should see and remember. Any tourist attractions and 
destinations are thus culturally and socially constructed through multiple cultural texts,
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involving signification, narratives, metaphors and ideologies, all of which the mass 
media can create and transmit. Media representations of places entail the construction 
of an imagined geography of the place and its identity.
It should be noted, however, that a destination as a social construction can be 
perceived and interpreted differently by different groups of people and individuals 
because social and cultural meanings are subjective and differ between individuals 
(MaeCannell, 1976). Tourist destinations can be viewed as cultural texts that are read 
and interpreted in different ways (Squire, 1998). In other words, tourists themselves 
generate countless cultural meanings about tourist destinations. Ringer (1998) 
suggests that recognition of the socially constructed destination helps to clarify 
subjective emotional attachments held by both its residents and visitors to specific 
locations and places. Squire (1998, p82-3) argues that “tourist destinations are not 
merely a leitmotif for geographic place; rather they are social and cultural constructions 
whose meanings and values are negotiated and redefined by diverse people, and 
mediated by factors often related only tangentially to a particular tourist setting”.
On the other hand, Massey and Jess (1995) argue that these interpretations of place 
are not the product of individual feelings and experiences alone, but are manifestations 
of the wider power relations which structure people’s lives. Tourism destinations can 
therefore be constructed, contested, disrupted and transformed as a result of competition 
and changes in the power relations as well as changing patterns of consumption and 
production.
2.1.7 Limitations of Social Constructionist approach to tourism
As noted above, the perspective of social constructionism can provide important 
insights into tourism phenomenon. Cohen (1999), however, points out that there are 
limits to social constructionism because any tourist object, site or sight can not only 
have aspects or elements which are socially and culturally constructed, but also those 
which are established as uncontestable ‘hard facts’ or ‘essence’. That is, destinations 
can change the ways in which they are visually and verbally presented, but their 
physical features and natural resources cannot be easily changed by social and cultural 
forces. Natural resources endowed on destinations such as sandy beaches, waterfalls, 
and mountains, and climate are the primary attractions which can stimulate tourist 
interest without any cultural or social elements. In other words, some holidaymakers
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can be motivated to travel merely to have different natural environmental experiences 
and different climatic experiences from their home region.
Similarly, in terms of motivation and behaviour of the tourist, people can be 
motivated to travel by their unique biological and psychological impulses which are 
separated from the outer social world and are likely to change. Layder (1994) argues 
that the psychobiograpy that people have in their heads is an underlying mechanism that 
generates action, response and reaction to their social circumstances. The human 
mechanism is innate, rather than a reflection of the social condition.
It is true that human activity including tourism practices is dynamic, reflecting a 
mixture of internal (biological and psychological) and external (sociological, including 
cultural, economic and political) influences. As discussed in the previous sections, 
however, many tourism practices in modem times can be explained by social and 
cultural factors and they cannot be explained solely by people’s internal factors. This 
is because biological and psychological impulses are partly intertwined with social and 
cultural conditions, which increasingly help in shaping a modem individual’s 
consciousness, perception, and meanings of, and attitude towards tourism and tourist 
destinations (Wang, 2000). There is little doubt that many tourism practices in modem 
times can be explained by social and cultural factors and they cannot be explained 
solely by people’s intemal factors. Why tourism is what it is today can be understood 
in relation to the society and culture surrounding individuals. The appeal of a tourist 
destination also lies largely in the degree of attractiveness of the socio-cultural 
environment, which can be used imaginatively to differentiate the destinations with 
similar physical environments. Despite the limitations of the perspective, it is 
therefore worthwhile studying tourism in terms of the wider social and cultural contexts 
in a changing contemporary world which can affect people’s psyches, mind, and 
feelings.
2.1.8 New perspectives
It is clear, however, that the social constmctionist approach needs new directions in 
order to analyse contemporary tourism practices. As discussed in the section on social 
constructionism, the social constmctionist approach treats any phenomena of the social 
and cultural world and their meanings as being eonstmcted in terms of human social 
interactions which have occurred in a particular society and culture. Urry (2000a)
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argues that it is increasingly non-human agencies or objects that reconstitute social 
relations and social structures in contemporary globalised society. Burkitt (1998) also 
argues that material objects (artefacts) connect and mediate the relationship between 
humans and the world in deeper and various ways, changing human relationships to 
space and time, and their understanding and experience of these. Through the artefact 
or the medium, people are connected to the world more deeply because they give 
meaning to the world, and attempt to understand both the world and their ovm actions in 
richer, more consciously thoughtful and imaginative ways (Butkitt, 1998). There is no 
such thing as an uniquely ‘human’ society because almost all societies involve networks 
of connections between humans and non-human elements such as machines, 
technologies, objects, texts, images, and physical environments (nature) (Hillis, 1998; 
Urry, 2000a). It would, therefore, be more helpful to draw attention to the complex 
intersecting relationships of humans with diverse non-human objects (Urry, 2000a). It 
is essential to include the influences of objects such as technologies and artefacts, upon 
society, social relations and human beings themselves for a deeper understanding of 
contemporary society, and social and cultural practices.
Urry (2000a) further argues that the development of various global networks and 
global flows of information, capital, images, people and cultures undermine societies 
with structures which have been understood to possess the powers to produce and 
reproduce themselves. In other words, the nation-state is losing its power as a 
necessary social structure. People living in a globalised society are now able to 
consume products, ideas and services from many different nations and cultures and the 
daily lives of people are not free from those influences. Urry (2000a, p32) therefore 
argues “behaviour and motivation are less soeietally produced and reproduced but are 
the effect of a more globally organised culture that increasingly breaks free from each 
and every society”. It is necessary, therefore, to study and consider tourism within the 
context of globalisation, focusing on the globalised culture and its implication for 
tourism.
The following sections will consider the condition of globalisation as well as the way 
in which globalisation processes influence both modem societies and international 
tourism which is itself part of globalisation processes.
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2.2 Contemporary society, culture and globalisation
As discussed briefly above, it is often said that people live in an age of globalisation or 
a global society and people are increasingly able to apprehend and experience the world 
as a whole. Many accounts of the globalisation processes can attribute the process to 
technological innovation, the rapid advances in technology, and in particular global 
networks of communication and systems of production, which link the local and global 
levels by increasing the movement of people, goods and services across time and space. 
People’s everyday lives are structured in such a way that social interactions and 
relations are embedded in the global networks or global structures (Williams, 1996).
2.2.1 The concept of globalisation
Globalisation as a concept has been variously defined because it is a multi-faceted 
process. The term ‘globalisation’ is often understood in a purely economic sense, as a 
process leading to “increasingly interdependence of markets and production in different 
countries through trade in products and services, cross-border flows of capital, 
international strategic alliances, cooperation mergers and exchanges of technology” 
(Smeral, 1998, p372). Globalisation is generally regarded as a set of processes which 
are leading to the compression of the world and the intensification of the consciousness 
of the world (Robertson, 1992), the dissolution of international boundaries, the 
compression of time and space (Harvey, 1989), an ever-increasing abundance of global 
connections or interconnectedness (Giddens, 1990; Robertson, 1992), and cultural 
homogenisation (Levitt, 1983; Tomlinson, 1991) or heterogenisation (Appadurai, 1990, 
1996; Hannerz, 1990, 1992). It is clear that all dimensions of the globalisation process 
have a significant impact on the nature of the society and social life of individuals.
The globalisation process involves massive flows of peoples, images, information, 
ideas, knowledge, money, and capital across the globe (Appadurai, 1990; Urry, 2000a). 
Appadurai (1990) identified five types of global flows: (a) ethnoscapes, the distribution 
of mobile people from one part of the world to another such as tourists, immigrants, 
refugees, exiles, guestworkers; (b) mediascapes, the distribution of information via mass 
media such as newspapers, magazines, television, and films and the images created by 
the media; (e) technoscapes, the distribution of mechanical and informational
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technology across national borders; (d) fmanscapes, the distribution of capital (money, 
currencies, stocks) on a global scale ; and (e) ideoseapes, the distribution of ideologies, 
especially political ideas, terms, values and images including democracy, freedom, 
welfare, rights, and sovereignty.
2.2.2 Globalisation and society
MeGrew (1992, as cited in Williams, 1996, pi 16) argues that globalisation is the 
multiplicity of linkages and interconnections that transcend the nation-state and 
societies, and it determines a process through which events, decisions, and activities in 
one part of the world can have a significant impact on individuals and communities in 
quite distant parts of the globe. Similarly, Giddens (1990, p64) claims that 
globalisation is defined as “the intensification of worldwide social relations which link 
distant localities in such a way that local happenings are shaped by events occurring 
many miles away and vice versa”. Social relations can no longer be conceived solely 
in local terms because people’s everyday lives are structured in such a way that social 
relations are embedded in global networks. Globalisation produces an emerging 
world society and global social structure that breaks the territoriality of conventional 
international relations (Williams, 1996). Furthermore, national identity and national 
culture cannot be settled on the basis of pre-existent, unwavering national units, but are 
instead formed in interaction with people and structures across the global- transnational 
networks (Williams, 1996).
In the cultural sphere, global media and other forms of communication play an 
important role in the flows of information, images, and ideas. With the globalised 
communications such as television and the Internet, diverse and remote cultures become 
accessible as signs and products beyond people’s physical locations. People now live 
in a world or global society where they consciously and subconsciously take those 
cultures into their lives, having reference to patterns of behaviour and material resources 
derived from global cultural flows in their social practices (Spybey, 1996). Many 
people’s everyday practices are subject to a continuous array of those global cultural 
patterns or influences. Urry (2000a) argues that those mobilities of peoples, objects, 
images and information on a global scale produce and reproduce social life and cultural 
identity. Spybey (1996) suggests that globalisation is essentially a reflexive process 
through which people draw global influences into their lives and reproduce their social
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lives in a context of loeal cultural influences. In other words, people form or 
reproduce the global culture in their day-to-day lives as the reflexive effect of global 
cultural flows. Different cultural forms move through time and space where they 
interact with other cultural forms, and produce new forms influencing each other.
On the other hand, the globalisation process has had various negative effects on the 
human condition and experience. The past two decades have seen a rise in income 
inequality as a result of accelerating globalisation and its impact on the nature and 
distribution of work in a number of advanced countries (Martin, 2001). For example, 
the degree of income inequality in Britain increased by 50 per cent between the mid- 
1970s and the late-1990s (Martin, 2001). Bauman (1998) argues that globalisation has 
produced not only economic and political inequalities but also polarization of human 
soeio-cultural experience, a hierarchy of mobility (mobility-immobility) on a world­
wide scale. Some people become fully and truly global with a new freedom and the 
free choice of place, travelling, seeing the world while others with enforced immobility 
are fixed in their locality, being socially deprived and degraded.
2.2.3 Globalisation and culture
Global or world culture- Cultural homogenisation
The twentieth century saw a shift from a loeal and traditional culture to a worldwide or 
global modem culture. Hannerz (1990) points out that a world culture is created 
through increasing interconnectedness of varied loeal cultures and through the 
development of cultures linked to no specific territories. Robertson (1992) states that 
national-societal cultures are, to different degrees, the result of their interactions with 
other societies (significant others) in the global system. Similarly, global culture itself 
is partly formed by specific interactions between national societies (Robertson, 1992). 
In the globalisation process, societies have become involved in balancing or modifying 
their perceptions of their traditional identities and sociocultural characteristics against 
the global constraint to change in globally suggested directions and with globally 
diffused ideas (Robertson, 1992). Cultures and individuals which used to be closely 
linked to particular nations and territories have thus come to overlap and mingle on a 
global scale.
Some writers (e.g. Levitt, 1983; Tomlinson, 1991) claim that globalisation is a
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homogenising process in which all cultural differences and diversity, as well as the 
cultural coherence of all individual nation-states are gradually weakened and 
assimilated by creating a homogenous world culture. It is true that a powerful culture, 
designated as American or European, or generally Western culture, has been historically 
expanding its territory to the rest of the world as a result of Western capitalist expansion 
through the media of broadcasting, television, cinema, popular music, all of which carry 
Western values, priorities, ways of life or lifestyles with them. Globalisation is 
therefore often referred to ‘Westernisation’ or ‘Americanisation’ of world culture.
Popular culture, particularly as entertainment business, has often been used to 
symbolise globalisation because its persuasiveness and universal appeal stands for the 
existence of a global culture which transcends national cultures (Street, 1997). Many 
forms of popular culture such as films, television, books, newspapers, and music, have 
been increasingly produced and distributed through transnational networks or 
transnational corporate system such as the Sony Corporation, owner of Columbia 
Records, Tri-Star and Columbia Pictures, and the Disney Corporation. The same 
product is made available in all places in the world as people’s tastes and preferences 
converge because many western companies have increasingly sought to provide 
products and services for those global consumers through packaging its cultures and 
brands.
Global communication media, in particular visual media such as television and the 
cinema, have played an important part in bringing people instantaneous images of 
distant peoples and events and in shaping what is now the world reality. In many 
globalised cities, people have a variety of consumption possibilities drawn from across 
the globe, from imported products including television programmes, films, and popular 
music to imported cultural practices. Those homogenising cultural forces introduce 
and reinforce certain standardising values, tastes, and practices -a  homogeneous culture. 
In other words, people -  no matter where they come from- increasingly desire the same 
products and lifestyles.
Cultural heterogenisation
Some theorists of globalisation are highly sceptical of the assumption that globalisation 
can be viewed as a process of cultural unification and standardisation. For example, 
Robertson (1992, p i35) suggests that “globalisation involves the development of
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something like a global eulture, not as normatively binding but in the sense of a general 
mode of discourse about the world as a whole and its variety”. Through contact with a 
plurality of other cultures, even Western societies have transformed their own cultures 
into such global culture which admits pluralistic influences. Spybey (1996, p34) 
argues that “western institutions are reproduced in the widest variety of physical and 
cultural situations and it is precisely this pluralism that produces the particularisation of 
the universal which accompanies the universalisation of the particular”. 
Globalisation thus promotes both cultural homogeneity and cultural heterogeneity. In 
a similar vein, Appadurai (1990, 1996) argues that homogenising global cultural forces 
influence loeal culture by their differences, contradictions, and disjunctures, and form 
the dynamics of contemporary cultural diversity. Globalisation brings different 
cultures to different nations, and introduces possibilities for new identities, lifestyles, 
values, and tastes, which produce cultural hybrids. The cultural hybrids or 
configurations are mobile and fluid in their attachments, and contingent in their 
relations to territories (Robins, 1993). Those transnational cultures mediate those 
possibilities by entering other territorial cultures. People living in global societies are 
increasingly in a search for contrasts and differences rather than uniformity.
Moreover, the nation-state society with a necessary social structure still has cultural 
differences, particular ideologies and traditions. Those loeal and regional cultural 
influences cannot be eroded easily by the imported cultures. This is because the 
articulation, dissemination and interpretation of cultures and ideologies are always 
modified by context, in particular a broader cultural context. The imported alien 
culture instead contrasts with the culture of origin. As discussed in the section on 
social constructionism, people’s cultural and social practices and use of the cultural 
product, are profoundly influenced by their social relationships and by the cultural 
contexts in which particular social relations are embedded. For example, television 
programmes, films and literature which draw huge audiences across the globe, are read 
differently in different countries and places. An Australian soap import. Neighbours, 
has gained popularity in the UK partly because of certain cultural themes resonated with 
British audiences: the youthfulness and whiteness of the cast and the historic ties 
between Australia and Britain (Cunningham and Jacka, 1994, as cited in Bielby and 
Harrington, 2002). Conversely, it failed to appeal to US audiences due to its 
nonexceptional realism (Crofts, 1995, as cited in Bielby and Harrington, 2002). 
Popular culture can thus be reacted to differently by different national audiences. Thus,
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far from globalisation resulting in a homogeneous culture, there is evidence of the 
continued significance of local contexts of consumption of popular culture.
Global localisation or glocalisation
Recognising the difference in tastes and preferences of consumers in the global 
marketplace, cultural products for global markets are increasingly adapted for loeal 
consumers so that the global blends with the local (Robertson, 1995). In some cases, 
traces of the country of origin of products are completely removed by framing the items 
as having originated in the countries to which they are being marketed (Robertson, 
1995; Iwabuchi, 2002). Although Western civilisation and capitalism produced the 
world’s first global culture, there are some cases in which non-Western societies that 
have been influenced by Western cultures, have reproduced them in their own cultural 
contexts and have added significantly to the global culture (Spybey, 1996). A good 
example is the case of Japan with its long experience of assimilating foreign influences. 
In recent years, Japanese cultural products (e.g. music, celebrities, comic books and 
television programmes) have gained great popularity in other Asian countries such as 
Taiwan and Hong Kong. Iwabuchi (2002) suggests that the reason for their success is 
that the Japanese create culturally neutral or hybrid products that are a combination of 
Asian and Western culture for sale in other parts of Asia. These Japanese gloealised 
products do not evoke images or ideas of a Japanese lifestyle, that is they are not 
racially, ethnically and culturally embedded in a particular country. Some Japanese 
cultural products, such as animated films and television programmes are now 
appreciated even by the dominant Western countries, partly due to their lack of 
nationality (ibid, 2002).
Furthermore, by adapting and subsuming global products under loeal appropriation, 
their ‘foreign’ origins, even American culture, tend to be conceived of as ‘ours’ in many 
places: McDonald’s that used to be associated with an attractive image of an American 
way of life is so much a part of their own culture that it no longer represents the 
American way of life to young Japanese consumers (Iwabuchi, 2002). The issues of 
Japan’s westernisation and globalisation will be discussed in more depth in Chapter 4.
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2.3 Contemporary international tourism in globalisation
It is widely accepted that tourism is now an ultimate international or global leisure 
activity in the contemporary world and has created ‘the culture of tourists’. In the 
global economy, international tourism has become one of the dominant service 
industries, and at the same time impacted by various global issues. Agarwal et al. 
(2000) suggest that tourism, in particular international tourism, has both contributed to 
the globalisation process and has been shaped by the process of globalisation, in which 
people have become increasingly mobile and cross national and continental borders 
easily. This section will briefly investigate the nature of contemporary international 
tourism and tourist practices embedded in the globalisation process, as well as the 
cultural impact of international tourism.
2.3.1 The emergence of international tourism and globalisation
It was in the eighteenth century that international tourism practice, which previously 
had been undertaken in relation only to unusual events such as pilgrimage, military 
service, trade or diplomacy, for the first time became possible for its ovm sake among 
privileged members of industrialised societies such as the UK and France. Although 
international tourism was long the preserve of the wealthy social classes in 
industrialised countries, in the post-Second World War period a more globalised form of 
tourism for pleasure emerged. With an increase in opportunity for the newly affluent 
working and middle classes to engage in international tourism practices through the 
form of package holidays, the development of international tourism was boosted by 
these new customers. For example, in Western European countries there was an 
increase in demand for overseas travel, which resulted in the development of southern 
European countries such as Spain, France, Italy, and Greece as popular destinations for 
those tourists (see Table 2.1).
In the second half of the twentieth century, international travel started to become 
accessible to the general public in many countries outside Europe with the expansion 
and development of new technologies of rapid communication and transportation. In 
terms of regional share of international tourists arrivals, there has been a rapid growth in 
travel to other parts of the world since then as the figures given in Table 2.1 show. 
Between 1950 and 1990 international tourism expanded seventeen-fold with the rapid
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expansion of the movement of European and North American overseas tourists (Waters, 
1995). In 1950 there were only 25.3 million international tourists; in 1970 165.8 
million, and in 1990 457.2 million (BTA,2001a). In 1970 Europe and the Americas 
had almost 94 per cent of international tourist arrivals. From 1970 onwards, 
international tourism in the East Asia and the pacific regions, in particular from Japan, 
has expanded rapidly and significantly. The Asia-Paeifie region has been recognised 
also as the fastest growing tourism destination, which has achieved rapid success rising 
from one per cent of international arrivals in 1960 to 16 per cent in 1998 (WTO, 1994, 
2001).
Table 2.1 Growth in international tourism (Destination countries)
Receiving countries Number of arrivals ( ’ODD)
1948 1970 1990 1999
Europe
UK 6,692 18,013 25,396
France 2,028 6,971 52,497 73,042
Spain 456 7,000 34,085 46,776
Italy 1,590 10,066 26,679 36,516
Switzerland 1,683 5,879 13,200 10,700
Greece NA 1,407 8,873 12,164
North America
USA NA 13,167 39,363 48,491
Canada NA 14,184 15,209 19,465
South America and the Caribbean
Jamaica 53 309 989 1,248
Peru 5,7 134 317 944
Africa
South Africa 67 227 1,029 6,026
Australasia
Australia 26 338 2,215 4,459
Asia
Hong Kong 15 364 6,581 11,328
Japan 6,3 887 3,236 4,438
China NA 472 10,484 27,047
Source: WTO (1979) Statistical Report on the period 1967-1976, WTO (1994) Global 
Tourism Forecasts to the year 2000 and beyond, WTO (2003),Tourism Bureau, Ministry 
of Transportation and Communications of Republic of China (1999), Swinglehurst 
(1994),p 101, Note: NA=not available
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For the less developed countries international tourism tends to be seen as an easy 
option for economic development because it depends largely upon natural already 
existing resources (e.g. sand, sun, and sea) (Crik, 1989). As a result of 
deindustrialisation and the globalisation of tourism, there has been an increasing 
movement towards economic regeneration through tourism, not only among many 
former industrial cities and regions but also among residential areas and tovms all over 
the world. Various peoples, nations, developed or developing, and places have thus 
become increasingly involved in the touristic globalisation. International tourism now 
constitutes the largest movement of people across geographical and national boundaries, 
accounting for over one-twelfth of world trade (Urry, 2000a) and involving more than 
one in every ten of the world population (BTA, 2001). Between 1990 and 2000 
international tourism arrivals grew at an average rate of 4.3 per cent a year despite 
problems such as the Gulf War and the Asian financial crisis (WTO, 2001). In 2000 
there were 699 million overseas tourist arrivals worldwide, representing an annual 
growth rates of 7.4 per cent over 1999 (WTO, 2001).
2.3.2 The nature of international tourism
Wang (2000) suggests that in order for people to engage in international tourism they 
need both economic, intellectual, spiritual, and political support from the nation-state 
during travelling abroad, and the existence of peaceful relations between a generating 
nation and a receiving nation, that is, there are no hostility, dangers or threat of war. 
This is because most tourists avoid a destination which they perceive as presenting risk. 
Globalisation entails enhancement of international cooperation between different 
nations and the creation of a peaceful international environment, which have made 
international tourism more possible and easy. Political factors have a profound effect 
on international tourism and the tourism industry in the world as a whole. While 
political stability, improved relations between nations and international peace accelerate 
international tourism, this can easily be disrupted by international political tensions such 
as wars and terrorist activity, whose scenes are increasingly exposed through the global 
media. The terrorist attacks on the USA using commercial airplanes as bombs on the 
eleventh of September 2001 have affected world tourism flows, resulting in a shift in 
overseas tourist flows away from the USA, and from travelling abroad for business and 
pleasure, with many tourists perceiving air travel to be unsafe or risky (WTO, 2001).
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In the Japanese market an estimated 750,000 eancellations of overseas travel w^ ere made 
in the four weeks following the attacks (WTO, 2001). Peace and stability in the world 
are prerequisites for international tourism.
While the tourism industry is affected by globalisation, the industry itself has been at 
the forefront of the globalisation process because airlines, hotel groups, tour operators, 
and governments and regional tourism authorities are now trading on a global basis, 
increasingly in the multi-cultural market and workplace. Technological advances in 
transport and information systems have enabled these global service traders to offer 
global products to serve customers beyond traditional national boundaries. The 
global tourism system depends heavily on transnational corporate actors and 
governmental and intergovernmental agencies. It should be noted also that the 
globalisation process creates both opportunities and threats which demand response by 
those global service traders, including nations.
As indicated above, international tourism is primarily a phenomenon of travel 
between advanced industrialised countries and between neighbouring countries. Most 
international tourism occurs between advanced industrial countries such as those of 
Europe, North America and Japan, many of whose residents have the resources and 
access to those international tourism practices (see Table 2.2 and Table 2.3 below). 
The main generating countries for international tourism are the industrial countries of 
Europe, North Americas and Japan as illustrated in Table 2.2. Most international 
travel occurs to destinations within the same region (i.e. tourist flows within Europe, 
North Americas, and East Asia and the Pacific), accounting for almost 80 per cent of 
total worldwide arrivals (WTO, 2001). Europe and North America have maintained 
their dominance of international tourism, in terms of both international tourist receiver 
and generator.
Table 2.2 International travel; leading generating countries in 2000
Country origin Population (million) Travel expen 
(US$ billion)
1. United States 274,520 65.00
2. Germany 82,071 47.60
3. United Kingdom 58,784 36.56
4. Japan 125,638 31.48
5. France 58,607 17.16
6. Italy 57,523 15.45
7. Canada 30,491 12.41
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8. Netherlands 15,604 11.82
9. China* 1,243,738 *10.86
10. Belgium/Luxembourg 10,188 *10.06 
* Figures exclude Hong Kong
Note: * Travel expendirue-1999 figures______________________ _______
Source: World Tourism Organization (2003), pl3, British Tourist Authority (2001), p ll
Table 2.3 International travel: leading destination countries in 2000
Destination country Arrivals Receipts (USSmillion)
1. France 75,500 29,900
2. United States 50,891 85,153
3. Spain 48,201 31,000
4. Italy 41,182 27,439
5. China 31,229 16,231
6. United Kingdom 25,191 19,544
7. Russian Fed. 21,169 *7,510
8. Mexico 20,643 8,295
9. Canada 20,423 10,768
10. Germany 
Note:* 1999 figures
18,983 17,812
Source: World Tourism Organization (2003)
2.3.3 International tourism practices in globalisation
For many people living in advanced industrial societies, international travel has become 
a normal part of life as overseas holidays have become more affordable and accessible. 
People from less developed countries, however, have been tied to their own local place 
with no such access to overseas travel or mobility. Urry (2000a, p i95) argues that 
“social inequalities are often spatial, resulting from hugely uneven forms of access to, or 
the effects of, various kinds of mobility”. In other words, international tourism may be 
regarded as an unequally distributed cultural practice in a globalised world.
It is understood that many international tourists engage in tourism practices derived 
from curiosity and interest in geographically, socially, and culturally differential places 
or spaces, which are in contrast to the spaces of home. Many authors argue that 
sampling a way of life different to one’s own and expanding a world view through 
learning about other people and cultures, is one of the reasons for overseas travel 
undertaken by many tourists today. In a study of American international travellers 
conducted by Skidmore and Pyszka (1988, as cited in Litvin, 1999) it was found that the 
main motivation for overseas travel was to be exposed to another culture and learn
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about other people and cultures. Through participating in international tourism, 
tourists can experience both spatial differences such as natural features of the physical 
environment of other places and landscapes, and socio-cultural differences of other 
places, societies and cultures, such as different ways of life, customs, styles of dress, 
rituals, ethnicity, patterns of peoples’ behaviour, and food. International tourism 
provides a reference point for tourists’ identities through the encounter of such socio­
cultural differences. Globalisation, in particular through the globalised media, also 
helps people to overcome fears about the Other- other countries with different cultures 
and peoples, and the Other or the foreignness has become known before the tourist 
actually encounters it at the travel destination.
Tomlinson (1999, as cited in Urry, 2000b) suggests that many people in advanced 
‘globalised’ societies have the capacity to live ethically in both the global and loeal, in 
the proximate and the distant simultaneously by comprehending the specificity of one’s 
local context, to connect to other locally specific contexts and to be open to a 
globalising world. The transformation of many localities into glocalities results in 
developing ‘cosmopolitanism’ amongst people living in the globalised world 
(Tomlinson, 1999, as cited in Urry, 2000b). Urry (2000b) suggests that the
cosmopolitan is a specific cultural disposition involving an intellectual and aesthetic 
stance of ‘openness’ towards peoples, places and experiences from different cultures 
and nations, which has contributed to the further development of international tourism. 
Urry (2000b,p6-7) further explains that many ‘cosmopolitan’ people have extensive 
mobility in which they have the right and means to travel corporeally, imaginatively and 
virtually; a willingness to take risks by virtue of encountering the ‘other’; an ability to 
reflect upon and judge aesthetically between different natures, places and societies; with 
semiotie skills to be able to interpret images of various others, and to see what they are 
meant to represent.
People as consumers in advanced globalised countries have become increasingly 
sophisticated, experienced and knowledgeable in their holiday habits (e.g. language, use 
of transport, and booking). They are actively seeking new holiday experiences and 
destinations rather than traditional package holiday products visiting popular 
destinations for mass tourism. Global trends in the individualisation of tourism are 
growing as people are increasingly demanding a more specific, individualised (or tailor- 
made) tourist product which can offer travel experiences in line with their interests. 
Interest in different cultural things among modem international tourists is growing.
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In the European market there has been a shift from the closer-to-home destination areas 
such as resort destinations offering sun, sand, and sea towards far-flung destinations 
which are perceived as exciting and unspoilt, reflecting increased interest in the culture, 
social life and national environment o f ‘others’(WTO, 1994).
International tourism brings about an intermixing of people of different nations from 
diverse social and cultural backgrounds, which have socio-cultural effects on both 
tourists and native population. It is believed that international tourism promotes 
understanding between people of different nationalities, improves interpersonal 
communication, and reduces cross-cultural stereotypes through the actual acquaintance 
with other people and cultures (Hassan, 1975, as cited in Litvin, 1999). Ideas and 
attitudes of international tourists can be changed by their actual travel experiences 
because travel provides a particular way of seeing the world. Through visiting a 
foreign destination, and contact with different cultures and societies, tourists themselves 
can be influenced in different ways. It is said that tourists can experience a heightened 
consciousness of self, and of their own nation through being away home. Following 
their holidays, tourists can change their perceptions of both the destination country and 
of their home country, either positively or negatively. The clothes they wear, the food 
they eat and their lifestyles can be also changed by adopting the new patterns from the 
countries they visited (Cooper et al, 1998). Such acculturation is a feature of 
international tourism. Through international tourism practices including the encounter 
of various natures, people, places and spaces, tourists can make sense of the globe with 
different countries and cultures and develop a better awareness and understanding of a 
country visited and its people, breaking down cultural barriers.
On the other hand, international tourism is often blamed for ignoring and destroying 
other cultures, in particular in developing countries. Mass tourism with its purchasing 
power and stereotyped demands, has encouraged the mass production of local cultures, 
turning them into mere spectacles for tourism consumption, and leading to the erosion 
of authentic ways of life of the localities. Prostitution, drugs, crime and gambling 
related to the development of international tourism could be also a stress to the host 
population and they may develop negative attitudes towards tourism and tourists 
(Mathieson and Wall, 1982).
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2.3.4 Tourist Destinations in the global market
It is apparent that the process of globalisation has brought about the international 
intensity of competition among tourist destinations because almost nowhere on the 
globe is free from tourism’s touch. Although every country in the world has a 
propensity to generate and attract overseas visitors, some tend to be mainly generators 
(e.g. Japan) and others receivers (e.g. Greece and Thailand). While people living in 
those countries which generate international tourism are increasingly given a wider 
range of destinations to choose from, all tourist destinations have to compete with the 
increased number of other destinations in the global marketplace. Urry (1990) 
suggests that every tourist destination or site can be compared with those located abroad 
and all potential tourist sites can be located and compared to each other on a global 
scale.
Under the increased pressure from accelerating tourism growth in other nations, 
many countries have increasingly sought to improve their competitive position through 
the promotion activities and marketing efforts of national governments and authoritative 
bodies. As the result of the homogenaisation of the globalisation processes and the 
standardisation of tourism products, the destination character, in particular of seaside 
resorts, has become largely homogeneous. Selling a relatively standardised or 
undifferentiated product can put a destination into a marginal market position because it 
can easily be substituted by an alternative destination (Britton, 1994). As discussed in 
the section on the social construction of tourist destinations, people’s destination choice 
is greatly influenced by their image of a destination being constructed through being 
exposed to information about that destination. The information sources range from 
promotional literature (travel brochures, guidebooks), the opinion of others (family, 
friends, travel agents), to the mass media (newspapers, magazines, television, films, and 
books). Most popular strategies of tourist agencies are, therefore, to build favourable 
images of a destination conductive to travel, to promote its image abroad, and to 
improve the impression potential tourists have of a country by creating identities which 
differentiate it from other countries or destinations. Morley and Robins (1995) argue 
that in a global world where differences are being erased, creating distinct place- 
identities in the eyes of global tourists has become a tool in the competition for 
positional advantage in the global context. Different countries have begun therefore to 
specialise in providing particular kinds of tourist sites to be visited and objects to be
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gazed upon (Urry, 1990). For example, the UK has come to specialise in heritage 
tourism emphasising culture and tradition, Kenya has nature and wildlife tourism, and 
the Caribbean beautiful beaches. A range of attractions peculiar to a destination are 
increasingly used to attract overseas tourists from all over the world.
As international tourism has pervaded every part of the globe, there has been a 
proliferation of ‘global’ tourist destinations. In recent years, in particular, a growing 
number of tourists visit destinations and countries associated with popular culture, such 
as locations where films and television programmes were shot, and the settings for 
novels and books. There has been a growing interest in a new approach that focuses 
on the role those popular cultural forms of the media play in the dynamics of change 
and transformation to tourist destinations in a globalised world. This issue will be 
discussed in the following section.
2.4 Popular Culture and International Tourism
Mass or popular media in contemporary society are seen not only in contemporary 
popular cultural forms but are also the dominant factors in influencing people’s 
behaviour, cultural habits and the way in which people perceive the world. Watching 
television, going to the cinema and reading are widespread forms of leisure activity in 
the modem world. Through those activities people are able not only to enter an 
imaginary world, which offers a different experience from the activities of everyday life, 
but also to see ‘the real’ world ‘out of time’. The growing immediacy of space and 
time resulting from the speed and scope of modem mass media enables people to 
experience a new sense of time and space in that everything can now reproduced in the 
present and the future, and the past can be visited in living time.
Moreover, as discussed earlier, popular cultural objects, such as films, television 
programmes and literature, increasingly traverse geographic national boundaries, being 
made or remade for consumption within a global market. With the tremendous 
discursive and economic powers of media corporations, the mass media, both locally 
and globally, increasingly extend their sphere of influence by providing representations, 
images and discourses of places which the whole world population could consume. 
Tourism per se has also become a global cultural phenomenon, which involves the 
consumption of representations of places, such as images and discourses of a place. In 
the following sections the current nature of three cultural forms of mass media, namely
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film, television and literature, their relation to tourism, and their influence on tourism, in 
particular international tourism, will be discussed.
2.4.1 Popular culture
It is claimed that prior to the nineteenth century, culture was only for the middle or 
upper-middle class; a class with cultural capital, in Bourdieu’s (1984) terms, which had 
the knowledge and resources to appreciate the arts, leisure, science, politics and all 
other elements recognised as ‘culture’ in society at large. On the other hand, the 
masses were always regarded as raw, uncultivated, and non-accessible to ‘culture’ and 
excluded from cultural capital. As a result of the changes caused by the Industrial 
Revolution, however, a vigorous common culture was fractured into two cultures: high 
culture for a very small minority (the embodiment of the values and standards of the 
best that has been thought and said), and the popular (mass) culture of mass civilisation 
(‘commercial’ culture, consumed by the ordinary majority) (Macdonald, 1957). All 
popular cultural things were not regarded as an art form but a cheap and vulgar 
manufactured commodity and mass or popular culture was often called “low” culture.
The term, ‘popular’ can be defined as being widely favoured or well liked in the most 
common sense although there are a number of different meanings. Things can thus be 
said to be ‘popular ’ if masses of people like, enjoy and consume them. Hall (1981) 
suggests that in the twentieth century a lot of people began to consume and enjoy the 
cultural products of the modem cultural industry, which found a profitable market in the 
cultural demands of the newly awakened masses. Those cultural products consumed 
by the masses can be defined as ‘popular culture’. Hall (1997a, p2) states that “the 
widely distributed forms of popular music, publishing, art, design, literature, the 
activities of leisure-time and entertainment make up the everyday lives of the majority 
of ordinary people”. Fiske (1987) suggests that popular means ‘of the people’ and 
popularity is a measure of a cultural form’s ability to serve the interests or desires of the 
people amongst whom it is popular. The term, ‘popular culture’ is therefore described 
as people’s culture and the cultures of everyday life.
Popular culture has developed new media of its own such as the movies (cinema), 
television, radio, science fiction, and the popular press, advertising which is easily 
adapted to mass manufacture and distribution with the help of modem advanced 
technology. Popular culture is regarded as a source of joy, pleasure and fantasy as well
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as understanding of the world in everyday life (Carey, 1988). Ang (1998) argues that 
the commercial culture industry sells its products by propagating the idea that everyone 
has the right to their own taste and has the freedom to enjoy pleasure in their own way. 
Pleasures that popular culture, including the mass media, can offer, are diverse. 
Participating in popular cultural practices enables people to travel to the world of 
fantasy or dream, where the unattainable and unimaginable can be imagined and the 
excitement enjoyed. Fjellman (1992, p314) states that “popular cultural forms are 
pleasurable: they entertain; they exercise our abilities to think, feel and remember; they 
speech to people’s real life situations”.
It has been argued that in the late twentieth century a new era, postmodemity after 
modernity, has emerged in advanced capitalist countries. Postmodemity refers to a 
variety of complex changes in architecture, the arts, culture, people’s social identity and 
social life (Featherstone, 1991). In the postmodem condition almost everything, from 
culture, time, individuals, life style, status, prestige, space, place and to human feelings, 
have become commodities. Brewer (1995,p 346) argues that “ the marketing of 
culture became a trade separate from its production: theatrical and opera impresarios, 
picture-, print- and booksellers, became the new capitalists of cultural enterprise, 
peddling culture in almost every medium and art.” High culture thus becomes 
increasingly integrated into the economy and a commercial good so that a wider range 
of people are able to consume it, and intellectuals are absorbed into popular culture 
(Tumer, 1990). Hall (1981) suggests that mass culture has become an instmment of 
political domination by integrating the masses into a debased form of high culture. 
Thus, the breakdown of the distinction between high culture and popular culture 
becomes more prevalent. (Strinati, 1995).
Furthermore, the mass media that have become central to communication and 
information in modem society are said to create the culture of postmodernism. 
Television, film, videos, computers, computer games, adverts, theme parks, and 
shopping malls, are parts of the trend towards postmodern popular culture (Strinati,
1995). The development of visual media culture in postmodern contemporary society 
has led to ‘the aestheticisation of the everyday’ (Featherstone, 1991).
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2.4.2 Literature as popular eulture
Although the term literature is difficult to define, it can refer to all the literary or written 
media but it is generally defined as certain kinds of serious writing such as poetry, plays 
or drama and novels, many of which are works of imagination, creation, and fiction by 
the author. Pocock (1981,pl0) states that “it is the deliberately cultivated subjectivity 
of the writer which makes literature literature”. Writers are artists who create fictive 
reality with fictional characters in the imaginative world based on their own perceptions, 
values and attitude while readers are also creative and interpretative when reading those 
works, drawing on their cultural resources. Literature as the work of the heart and 
emotion, is reactivated, and comes alive in the mind, imagination and feelings of the 
reader (Pocock, 1981).
Daniels and Rycroft (1993, as cited in Crang, 1998) suggest that the world of the 
novel is made up of locations and settings, arenas and boundaries, perspectives and 
horizons. It presents a field of different forms of geographical knowledge, from a 
sensuous awareness of place to an educated idea of region and nation. Literature 
offers ways of seeing the world and the texts show a range of landscapes of taste, 
experience, and knowledge, ranging from the present to the past. Places or regions 
described as literary settings, whether factual or fictional, can be seen and remembered 
through the eyes of poets and writers. A person’s cognitive frame of reference for 
viewing reality thus may be, to varying degrees, a literary frame of reference (Pocock, 
1981). In other words, the vriter articulates readers’ inarticulations about place, their 
fellow men and about themselves and provides a basis of a new awareness and a new 
consciousness (Pocock, 1981). Literature has the ability to provoke the pleasure of the 
imagination, enlarging readers’ sensitivity and capacity for subsequent experience. 
Frye (1965, as cited in Olwig, 1981) regards the archetypal function of literature as 
being the visualisation of the ‘world of desire’, not as an escape from everyday reality.
Readers may know fictional characters better than those in real life. As Butler 
(1990) notes, many literature figures themselves are fashion setters and their views or 
behaviour are respected by readers, which sometimes makes enthusiasts of a particular 
character amongst readers. A notable example is Sherlock Holmes fans, known as 
Sherlockian in the US and Japan and Holmesians in the UK. Sherlock Holmes himself 
functions as a legendary popular hero, a bohemian, and ‘eccentric’ bachelor, without
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much tolerance for social conventions (Pearson, 1997).
In the condition of postmodemity, although the literary medium (the written culture) 
that was once the dominant mode of cultural expression is under threat, so-called 
paraliterature with its paperback categories of the gothic, the romance, the popular 
biography, the murder mystery, the science fiction or fantasy novel has gained 
increasingly popularity (Jameson, 1985). Even though people live in such a society 
where the culture industry and the visual mass media dominate everyday life, there are 
still people who enjoy reading serious writing and paraliterature.
Moreover, great works of literature are included in the education curriculum at school. 
For example, novels by classic authors, such as Pride and Prejudice, Sense and 
Sensibility (Jane Austen), Wuthering Heights (Emily Bronte), Jane Eyre (Charlotte 
Bronte) and Treasure Island (Robert Louis Stevenson) are included in the national 
school curriculum in the UK. Even in non-English speaking countries including Japan, 
those books are frequently used as a textbook for English and English literature in many 
educational institutions. Those great works have a global appeal and are read not only 
in the UK but worldwide. It may be suggested that good literature with a good story 
and a popular appeal to readers can survive over time as ‘classics’ across the boundaries 
of nations and languages.
2.4.3 The effects of literature on tourism
Literary places have often prompted readers to become pilgrims whose purpose is to 
visit places that have connections with the lives of writers, such as the birthplace, the 
grave or the house of an author and to see places or landscape described in books or 
poems and inspired their works (Eagle and Camell, 1977). As Drabble (1979, p8) 
cites, “people who enjoy reading gain great pleasure from associating places with lines 
of poetry, with scenes form novels and even those who do not read cannot choose but 
see certain landscapes through the eyes of writers that discovered them.” She suggests 
that in this way people have been unconsciously influenced by the writers and dravm to 
retrace their footsteps and see the landscape or the imagined world in the past or 
portrayed in their works. Writers infuse their works with a sense of place but their 
works in turn add ‘meaning’ to the place (Herbert, 1995b). Places are thus always 
imbued with feelings and meanings that derive from how and why people know them
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and experience them (Relph, 1976; Rose, 1995).
Rojek (1993) suggests that literary landscapes may be described as landscapes of 
imaginative reflection because the settings of novels are not always real but they are 
created as fictional representations in their novels. Writers often set their works in the 
real world of their experience or their immediate surroundings but also add imagined 
aspects or re-arrange certain environmental features. Thomas Hardy, for example, 
describes Wessex as a partly real, partly fictional world. For many people these 
represented places become real as a result of the strong interweaving of fiction and 
reality or the interaction of real and imagined worlds, especially if there is a real town or 
place used as the model of the imaginary worlds portrayed in the novels.
Thus, there is a merging of the real and the imagined that gives such places a special 
symbolic meaning. The strongest imagery can be often generated by fictional 
characters and events (Herbert, 2000). For example, tourists to Haworth tend to seek 
out the moors but emotions in crossing them are imbued “less with the excitement of 
treading in the Bronte’s footsteps, than with the thought that Heathcliff might appear” 
(Pocock, 1987, p i38, as cited in Herbert, 2000). Thus, tourists may be more 
concerned with what stirs their imaginations and raises their interest, rather than with 
distinctions between fiction and reality (Herbert, 2000).
As discussed briefly above, readers can experience a place vicariously through books 
and construct images or mental impressions of places. Popular literature ensures the 
embedding of the image in the popular consciousness. There are some cases that 
writers have created or even changed the image of places, areas or countries and 
popularised the destination area physically and culturally. For example. Sir Walter 
Scott, whose works include popular historical romances of the Highlands such as Rob 
Roy, Waverley and Heart o f Midlothian, is regarded as a great contributor towards the 
current image of Scotland, as a land of crag and moor and heroes dressed in tartan, 
playing bagpipes, in the public mind (Butler 1990, 1998; Seaton 1998). Butler (1990, 
1998) argues that through Scott’s poems and novels the image of Scotland was altered 
from one of unattractiveness, savagery and violence to one full of romances, legends 
and nobleness. Moreover, Butler continues that many authors and poets including 
Wordsworth, Coleridge, Southey and Dickens were attracted to Scotland by Scott’s 
works and through their own works, in which Scotland was mentioned and described, 
they, in turn, stimulated further interest in Scotland and the Highlands in particular.
Not only writers of classical literature but also modem popular 'writers have the
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power to attract literary pilgrims. In recent years, the books of Peter Mayle, such as A 
Year in Provence, has created a favourable image of a small village set in his works and 
attracted thousands of Britons to visit the region. In this way, through literature people 
become more aware of places and have a positive image of a place, perhaps as scenic, 
pretty, romantic and mysterious, which result in the popularisation of the place as a 
travel destination. On the other hand, there is always a possibility that people may 
have a negative image and avoid travelling to such a place if a place is portrayed or 
described as dangerous, risky or dirty in literature. Literature can generate ‘place- 
myths’, mixtures of the real and imaginary and places become constructed so that 
particular meanings become associated with them.
One good example demonstrating all the points mentioned above is Lucy Maud 
Montgomery (1874-1942), a well-known Canadian writer for her novel Anne o f  Green 
Gables, set in Prince Edward Island, Canada, where she was bom, spent her childhood 
and young adulthood, and is buried. It is reported that people who had read the novel 
began to come to the Green Gables House, used as the basis for fictional setting of Anne 
o f Green Gables soon after its first publication in 1908 and in the 1920s the owner of 
the house started taking in visitors during summer (Fawcett and Cormack, 2001). The 
success of her first book and subsequence novels stimulated tourist interest in the places 
she wrote about, and literary images of Prince Edward Island have contributed to the 
development of the tourism industry in that area (Squire, 1996). There are today three 
main attractions associated with Montgomery and Anne o f Green Gables', Green Gables 
House (a model of Anne’s fictional home), L.M. Montgomery’s Cavendish Home, and 
Anne of Green Gables Museum at Silver Bush. In 1998 about 1.24 million 
holidaymakers visited the Island, with about 210,000 of them attracted by its history and 
culture, over half of whom reported that they wanted to visit Montgomery/Anne 
attractions (Tourism Prince Edward Island, 1999, as cited in Fawcett and Cormack, 
2001). Prince Edward Island has attracted many Japanese female tourists (12,000 
visitors in 1996, Rea, 2000), leading to a marked phenomenon of Japanese ‘Anne’ 
tourism. In Japan about 12 million copies of Anne o f Green Gables (Japanese title is 
Red-haired Anne) have been sold and the novel is said to be the bible of Japanese 
women, many of who are attracted to the romantic storyline, another Cinderella story, 
and the idyllic landscape which Montgomery describes. Gaudet (1987, p9, cited in 
Rea, 2000) explains the reason why the Japanese are so attracted to Prince Edward 
Island is that the Island represents the ultimate fantasy or dreamy utopia- a place of
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unspoiled beauty and open spaces, where people still live in harmony with the land and 
with each other. Many Japanese tourists visiting Prince Edward Island exhibit an 
intensity of personal commitment and a form of escapism (Rea, 2000).
Literature and writers also can contribute to the development of particular tourism 
types and trends or taste (Newby, 1981). Newby (1981) argues that Scott Fitzgerald 
who moved to the Riviera when he was already well known novelist, helped transform 
the Riviera which was a winter holiday destination for the rich into a summer holiday 
destination through his action of living there and his publication of Tender is the Night 
in 1934. On the other hand, DurrelFs works describing his own living experiences in 
the Greek islands with insights into the Greek character increased the appeal of the 
Greek islands and created a new fashion in which tourists seek out pleasure by 
experiencing temporary culture shock and the simplicity of a Mediterranean lifestyle or 
mysterious quality of ‘Greekness’. DurrelFs writings introduced the exoticism of 
native life as an essential ingredient of the fashionable modem holiday (Newby, 1981).
Within the UK, literary discourse described as a commitment to imagination, vision, 
and transcendence emerged in the late eighteenth and early nineteenth centuries. It is 
also pointed out that literature in the period of Romanticism had a strong influence on 
people’s landscape tastes and their attitudes toward scenery, natural beauty and 
wilderness landscapes. Urry (1990, p20) suggests that “the effects of romanticism 
whose priests include the Shelleys, Lord Byron and the Wordsworths, were to suggest 
that one could feel emotional about the natural world and that scenery was something 
one could gaze at with delight”, which resulted in developing ‘scenic tourism’ and 
encouraging people to escape from everyday life for a while to go and see natural, 
peaceful and unspoiled scenes. Wordworth, in particular, identified the locations in the 
Lake District which the tourists should visit through the use of place in his works 
(Newby, 1981). Thus, the readers were encouraged to visit the Lake District and see 
the romantic scenery that appeared in his poetry and prose for themselves. Seaton and 
Hay (1998) also argue that it is Romanticism which produced, and still produces the 
desire for escape from the effects of the modem, industrialising world and for the 
pursuit of the ‘Other’, which may be a powerful motivation for ‘travelling’ and 
‘looking’.
This tradition of Romanticism is embodied by other novelists, especially writers of 
children’s books such as Beatrix Potter, A. A. Milne and L.M. Montgomery. Drabble 
(1979) suggests that children’s books are also very important catalysts in attracting
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people to the places described as idyllic or imaginative and traveled to in works of 
imagination when they were small. People tend to associate certain kinds of 
remembered landscapes with childhood and find a passionate attachment to the places 
of childhood. Many people know the Lake District only through Beatrix Potter’s Peter 
Rabbit stories or Arthur Ransome’s Swallows and Amazons, the Thames Valley through 
The Wind in the Willows, the bridge of Pooh-sticks in Sussex through Winnie-the-Pooh 
stories and Prince Edward Island through the Anne o f Green Gables series. Hill Top 
Farm that Beatrix Potter bought and sketched in Near Sawrey, the Lake District, has 
attracted 75,000 visitors each year since it opened in 1946 (Hallinan, 2002). By 
visiting those places, adults are able to “make contact with certain aspects of childhood 
and their own memories, those associated with their children or even imagined 
memories” (Squire, 1994, pi 10). This nostalgia for the happy childhood or the 
idealised images of country or rural life depicted in the novels thus plays a key role in 
literary tourism. Thus, tourists may be attracted to literary places for some broader 
and deeper emotion than the specific writer or the story (Herbert, 2001).
In conclusion, although contemporary society has been increasingly dominated by the 
audio-visual media, it can be argued that literature still plays its part in attracting 
tourists to literary places and sustaining ‘literary tourism’ in which tourist are motivated 
to visit homes of authors, real and mythical places described in literature, and specific 
locations associated with characters and events in literature (Butler, 1990, 2000). 
Herbert (2001) suggests that literary places have exceptional qualities: there are both 
‘real’ and ‘fictional’ places and characters as well as places with linkages between them. 
There are four main reasons why people visit literary places: people are attracted first, 
because of the place’s connections with the life of a writer; second, because of the 
settings for works; third, for some deeper emotion linked to a writer or their works (e.g. 
nostalgia and recollections of childhood; and forth, because of a dramatic event in the 
writer’s life (Herbert, 2001). Stories and characters engage readers’ interest and 
emotion. The very act of reading is a mode of ‘imaginative’ travel, involving readers’ 
interest, feelings, involvement, and construction of their own imagined worlds based on 
the information given in literature. The imagined world is imprinted on their 
sensibility and lives in their minds for a long time. The power of literature in fostering 
tourism may lie in its essentially ‘visual’ elements and ‘emotional’ effect.
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2.4.4 Film and television as popular eulture
Cinema and television were invented early in the twentieth century. During the 
twentieth century and even today in the twenty-first century, popular cinema and 
television have played a leading and determinant role in the production and 
consumption of popular culture (Strinati, 2000). Film and television are the audio­
visual media employing mainly pictures. The visual motion picture like film and 
television achieved a combination of pictures, music, spoken words, printed texts and 
visual images (Scheunemann, 1996). The ability of the moving picture to represent 
human beings and objects in motion and to reconstitute ‘the real living moving scenes’ 
was not only a scientific sensation but also a revolution in the realm of aesthetics (ibid,
1996). The audio-visual media have the ability to communicate a sense of ‘being 
there’ and to give viewers a physical experience of place.
In the context of postmodemity, it is said that the visual media, film and television 
dominate societies and people’s everyday lives because of their power and 
pervasiveness (Urry, 1990; Strinati, 2000). Television and videocassette recorder 
ownership in particular are now widespread throughout capitalist societies and film and 
television occupy a central part in people’s daily cultural life. Rojek (1993) argues 
that daily life in postmodern society is very rich in the changing, organised spectacles 
orchestrated by television, cinema and other branches of the mass media. Through 
films and television people can experience history, culture, the past, and the present 
world instantly in their living rooms or at the cinema. In other words, television and 
films are sources of popular knowledge about the world, ways of life of others, different 
cultures and societies in the world. For people in postmodern society or the spectacle 
society, film and television images or information from the audio-visual media are very 
familiar and more appealing than those portrayed in other media forms such as the 
printed text.
As discussed in the previous sections, literature has a strong power to attract tourists 
to places associated with the novels and writers. Popular novels and the works of 
writers increasingly have been transferred to other forms of audio-visual media, namely 
film and television adaptations. There has been a steady and significant popularity in 
using novels as source material for film and television scripts in the late twentieth 
century. It is suggested that the literature culture created by the written medium, is
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now giving away to popular culture created by the audio-visual media, film and 
television.
Film and television adaptations of well-known novels mean a marriage or a 
conjunction of the two different media, which may result in magnifying the power to 
induce tourism. By means of film and television adaptations a large number of people 
all over the world can easily experience great works of fiction. Many people living in 
the society of the spectacle media may meet those important literary works for the first 
time or only through film and television adaptations (Lauritzen, 1984). Lauritzen 
(1984) suggests that viewers’ understanding and appreciation of a novel may be 
enriched through good film or television adaptations. Film and television adaptations 
enable the viewer to make simultaneous judgements on the action and diverse 
relationship between a variety of characters and objects shown on the screen and convey 
a great deal of information almost instantaneously by presenting a character or event 
with the use of sounds and iconic images and by displaying the present, which can 
greatly enhance the narrative (Giddings et al, 1990). The adaptation can easily blend 
people’s emotion, mood and experience through unity, a vast agglomeration of visuals 
and sounds as well as camera techniques such as focus, zooms and montage. While 
the novel is the direct expression of a writer’s interpretation of the fictional world which 
the writer would like to present to readers, the adaptation may include an additional 
layer of interpretation, transformation or changes (Lauritzen, 1984).
Television programmes and films as media are the major disseminators of cultural 
representations and narratives. In response to their persuasive messages, images and 
representations, people learn behaviour patterns, change attitudes and react emotionally 
to specific media depictions or portrayals. In other words, the audio-visual media are 
major determinants of many aspects of social and cultural behaviour because what is 
seen on television or at cinema, influences the attitudes, perceptions and tastes of people. 
Films and television have thus changed some aspects of leisure and tourism behaviour 
(Rojek, 1995). The impact of films and television on tourism can be considerable and 
examples of their effects will be discussed in the following section.
2.2.5 The effects of film and television on tourism
It is well acknowledged that television programmes which review travel products and 
services and films featuring a travel destination have a positive effect on sales of these
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products. Furthermore, when places or attractions are used in a less commercial way, 
as locations of film and television drama series, the film or television programme may 
also have an effective impact on tourism (Butler 1990; Riley and Van Doren 1992; 
Tooke and Baker 1996; Riley et al, 1998; Iwashita, 1999; Beeton, 2001; Busby and 
Klug, 2001).
The effects of film and television programmes on tourism and tourist destinations are 
not new. For example, in the 1970s a highly successful American television series. 
The Love Boat featuring a cruise ship contributed to the popularity of cruising, which 
led to the growth of the cruise industry. The cruise experience was perceived to be 
for the wealthy until the 1970s but the television series changed the perception of 
cruising among the masses to that of something affordable. The number of passengers 
who took cruises increased from 825,000 in 1977 to about 3 million in 1988 (Coloccia,
1997). The popular British television series. Upstairs, Downstairs (1971-1975) set in 
London in the 1900s and shown in the USA from 1974 is said to have had an impact on 
the behaviour of American tourists visiting the UK, because many of those sought out 
the mythical ‘62 Eaton Terrace’ in London, the aristocratic Bellamy family’s home 
(Harris and Katz, 1996). In Japan, a 1965 television series, Tamayura, set in Miyazaki 
in Kyushu where the climate is subtropical, gained massive popularity among the 
Japanese audiences of that time. With the success of the television series, Miyazaki 
became well known throughout Japan and became a mecca for Japanese honeymooners.
As previously mentioned, people are now live in a post-industrial, globalised world, 
in which the global visual media increasingly exert a powerful influence on tourist 
behaviour and destinations. Recent examples illustrating the effects of film and 
television on tourism will be discussed in the following section.
The USA Cases
Riley and Van Doren (1992) examine several cases in which motion pictures made in 
the USA have influenced visits to the film locations and suggest that if a film has 
qualities such as uniqueness, and timely significance it will magnify the tourism 
potential of a destination. Riley and Van Doren (1992) cite Deliverance (1972) filmed 
in Rayburn County, Dances with Wolves (1990) shot in the Badlands National Park, 
Kansas, Close Encounters o f the Third Kind (1979) whose key scenes were filmed at 
Devil’s Tower National Monument in northeastern Wyoming, Thelma and Louise
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(1991) filmed in the Arches National Park, Utah and Canyonlands, and A River Runs 
Through It (1992) shot in Montana Rivers and Mountains, as examples of films 'with 
spectacular or attractive scenery, which resulted in a significant increase of tourist visits 
to the screened locations after the films were released. They argue that the idyllic or 
extraordinary landscape qualities of those screened places and an image that viewers 
identify with, are regarded as the key factors for the construction of a favourable 
destination impression, which stimulates tourists to explore and rediscover the 
destination.
Field o f Dreams (1989), Steel Magnolias (1989) and Fried Green Tomatoes (1991) 
are other examples that captured tourists’ interest and motivated them to visit the 
locations (Riley and Van Doren, 1992). The cornfields of Iowa which provided the 
backdrop for Field o f Dreams, the film about historical baseball lore, were not a tourist 
attraction or destination before the film was released in 1989, but the remote farmland 
where a baseball diamond was carved from a cornfield has become a popular tourist 
destination with zero visitors in 1988 and 65,000 visitors in 1995. Steel Magnolias, 
dealing with women’s relationships was filmed in a town, Natchitoches, Louisiana and 
the town reported a 48.1 per cent increase in visitors the year after the film release. 
Fried Green Tomatoes, with a woman’s self-liberation theme was filmed in a previously 
little known town, Juliet, Georgia, which also attracted tourists. Riley and Van Doren
(1992) suggest that the sites could best be described as pilgrimage attractions because 
people are attracted by the films’ thematic contents, story-line themes associated with 
locations rather than by the visual environmental attractions themselves. Viewers’ 
involvement in the story line themes can create an emotional commitment to the place 
used as the setting of the film, and their mental images of the place, which induce 
viewers to visit the location where the story was set.
The Bridges o f Madison County (1995) based on a bestselling novel, created an 
international market for the covered bridges, which has contributed to the revitalisation 
of the region (Edington, 1996, cited in Beeton, 2001). A number of weathered, 
ramshackle covered bridges which play an important part in the film, have become a 
tourist attraction and the Annual Covered Bridge Festival attracted 69,000 people in 
1995 after the release of the film, whereas previously the average visitor figures to the 
festival were around 40,000 (Coloccia, 1997). Since June 1995 the farm used as the 
heroine’s family home in the movie has been open for visitors, attracting about 1,000 
visitors weekly, including overseas visitors from Malaysia, Australia, and Finland
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(Nishimagi, 1996).
A very successful long running television drama, Dallas, which had been shown in 
many countries, influenced overseas audiences to come to the USA. Southfork Ranch, 
the family home portrayed in the series, attracted 500,000 visitors yearly despite the 
limited spectacle and closure to on-site inspections (Riley and Van Doren, 1992). 
Riley and Van Doren (1992) suggest that Southfork Ranch is not a place which 
American tourists put on their must-see sights list in Dallas, but overseas tourists, 
especially visitors from Western European countries, often want to visit the house 
because it is a perfect example of the validation of the American dream, that anyone can 
have an opportunity to be wealthy and lead a lifestyle described in the series. Through 
visiting the house, overseas tourists can supposedly experience the open and democratic 
American society and authentic American culture.
British Cases
Many overseas visitors to the UK may often experience déjà vu on their first trip 
because more than 100 international films and television productions have been shot in 
British locations, from London (Notting Hill, Bridget Jones Diary), to Lyme Regis in 
Dorset (The French Lieutenant’s Woman), to Scotland’s Forth Bridge in Hitchcock’s 39 
Steps, and the visitor may have been in those places before in the films.
Four Weddings and a Funeral (1994) is one of the British films which enjoyed 
considerable critical and box-office success in the 1990s. It is reported that the Crown 
Hotel in Amersham, Buckinghamshire, received a flood of bookings for its Queen 
Elizabeth I suite after it was used for a romantic bedroom scene between Hugh Grant 
and Andie MacDowell in the film (Caterer & Hotelkeeper, 1997). In addition, there 
were many American tourists wanting to see the suite for themselves. There is now a 
brass plaque stating ‘Queen Elizabeth I suite used for Four Weddings and a Funeral’ on 
the door of the room in the hotel. Similarly, another successful British film, Notting 
Hill (1999) created a new tourist attraction in London. The Travel Bookshop in 
Portobello street in Notting Hill, which provided a model of a bookshop appeared in the 
film, became a famous shop soon after the film was released as the bookshop itself 
displayed a slogan, ‘We are almost famous!!’ on the shop window. According to 
Blackburn of the Travel Bookshop (personal communication, 30 July 1999), the film 
has had a positive effect on their business because many tourists including American
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and Japanese as well as domestic tourists, who believe the bookshop was actually used 
for the location, visit the shop and buy books. Those two examples suggest that the 
visual media have the power to shine a sudden spotlight on an obscure place which 
people would never dream of visiting the place if they had not seen a film which 
captured their curiosity and imaginations.
Scottish tourism has also benefited from several Scottish-set hit movies such as 
Braveheart (1995), Rob Roy (1995) and Loch Ness (1995), all of which portray Scotland 
worldwide on screen to a potential audience of 150 million people (Scottish Tourist 
Board, 1997). For example, it was estimated that the three films accounted for 
between 7 and 15 million pounds in extra tourist revenue by attracting additional visitors 
from the rest of Britain and abroad (Adams, 2000). In the year after the film release of 
Braveheart featuring William Wallace’s 14'^-century rebellion against the English for 
Scottish independence, the Wallace Monument in Stirling saw a massive increase in 
visitor numbers, from 55,264 in 1994 to 84,062 in 1995 (Yale, 1997). Despite the fact 
that the bulk of the filming of Braveheart took place in Ireland while some filming took 
place at Fort William and near Ben Nevis, Scotland and the Stirling area in particular 
benefited from its strong association with the storyline and iconic images of Scotland 
from the film. Research conducted by Stirling Council and Forth Valley Enterprise 
indicated that 15 per cent of visitors from outside Scotland said that Braveheart 
influenced their decision to visit Scotland and 14 per cent of those were influenced by 
Rob Roy; about 60 per cent stated it was the scenery featured in the films which 
influenced their decision to visit Scotland (System Three, 1997, as cited in Seaton and 
Hay, 1998). According to two other surveys, 18 per cent of American visitors 
surveyed in Scotland stated that those films increased their interest in visiting Scotland, 
and 50 per cent of visitors to Scotland became aware of Scotland as a holiday 
destination through films, television broadcasts and videos (Scottish Tourist Board, 
1997). In many cases, the films did not provide a primary reason for visiting Scotland, 
but they were particularly influential with overseas visitors because they influenced trip 
decisions once people were there and acted as a form of reinforcement for those who 
had already planned their holidays in Scotland (Seaton and Hay, 1998).
Films and television programmes can remain long in the consciousness of audiences 
and draw visitors for a long time. A good example is Local Hero (1983) whose story 
is about two American oil executives being drawn to the beauty of nature. The village 
of Pennan in Aberdeenshire on the east coast of Scotland featured in the film and still
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attracts visitors from all over the world. It has become a tourist mecca for film fans 
who were also captivated by the coastal beauty as the film characters were (Adams, 
2000), (although most of these were filmed on the west coast of Scotland, over 100 
miles away). The main theme of Local Hero is the victory of nature and land over 
materialism and greed, which appeals to people living in modem society. Similarly, 
Brideshead Revisited (1981), a television dramatisation of Evelyn Waught’s popular 
novel is said to have increased the number of visitors to Castle Howard in North 
Yorkshire (the Flyte’s family home, ‘Brideshead’), the series’ principal location, by 
one-third. Even now, twenty years after the series was shown in the UK, the television 
adaptation that has been sold to fourteen countries all round the world (Giddings and 
Selby, 2001) still contributes to the visitor figures because many visitors including 
international visitors mention that the adaptation prompted them to visit the castle.
In the UK, television drama series set in different regions of the country have created 
demand from tourists who wish to visit the screened locations or the places associated 
with those programmes in recent years. Notable examples include Last o f  the Summer 
Wine, All Creatures Great and Small, Peak Practice, and Heartbeat. The long-mnning 
gentle comedy. Last o f the Summer Wine has put the location, a West Yorkshire town of 
Holmfirth firmly on the tourist map, attracting thousands of visitors including those 
from overseas countries such as New Zealand and Canada each year. Similarly, All 
Creatures Great and Small, featuring a country vet in Yorkshire, and Peak Practice, a 
series about doctors set in the southern Peak District region, have made each location a 
popular place for tourists partly because of their superb views. A television series. 
Heartbeat, based on a crime fiction novel and set in a mral village in the 1960s, features 
Goathland, a village in north Yorkshire as its setting. Tooke and Baker (1996) report 
that after the programme appeared in 1992 the number of visitors to Goathland 
increased rapidly, although the village was out-of-the way.
Coronation Street, a popular long-mnning soap opera which was first shown in 1960 
and is still being transmitted, has such strong appeal that a themed attraction called 
Granada Studios Tour in Manchester has been created to exploit viewers’ interest since 
1988. Coronation Street is a fictional programme representing people’s life in a 
traditional working-class community and North of England identity. On the studio 
tour visitors can learn not only how programmes are made but also see the replicas of 
the television sets including Coronation Street itself with houses, the programme’s 
famous pub- the Rovers’ Return, and shops. The Coronation Street Experience is a
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core attraction of the Studios Tour and millions visit the site every year to walk down 
the real street, to experience the actual place that they have watched from their homes 
over the years.
In the UK, so-called heritage films and costume dramas, many of which are 
adaptations of culturally prestigious and canonic literary and theatrical properties, have 
become common in film and television culture in the 1980s and 1990s (Higson, 1996; 
Hill, 1999). For example, in the 1990s many of Jane Austen’s novels such as 
Persuasion (1995), Pride and Prejudice (1995), Sense and Sensibility (1996), Emma 
(1996), and Mansfield Park (1999) were dramatised for television and film productions. 
There has been a phenomenon established that country houses and landscapes featured 
in such heritage films and costume dramas have become popular tourist destinations. 
The 1995 BBC adaptation of Pride and Prejudice in particular is regarded as a very 
successful classic drama and the series has been sold to forty-four countries in the world 
including North America, European countries, Australasia, and Japan. National Trust 
properties provided locations for the series and attracted more visitors after the first 
showing. For example, Lyme Park in Cheshire, that provided exterior shots for the 
drama as ‘Pemberley’, Mr Darcy’s house, saw a sudden rise in the number of visitors to 
the park and gained a surge of interest from all over the world. The number of visitors 
to Lyme Park (to House and Garden) increased by 66 per cent in 1996 (from 72,678 in 
1995 to 120,766 in 1996) and by 9.8 per cent in 1997 respectively (Iwashita, 1999).
Australian Cases
Australia also gained considerable recognition as a tourist destination for the USA after 
several successful films like Mad Max (1980), The Man from Snowy River 
(19S2),Crocodile Dundee (1986), Mad Max: Beyond the Thunderdome (1985), and 
Crocodile Dundee II (1988). Awareness of not only principle locations such as 
Kakadu National Park in the Northern Territory where Crocodile Dundee was filmed, 
but also of Australia as a whole accelerated markedly after the release of those films. 
Visitor numbers to Australia from the USA increased by 20.5 per cent between 1981 
and 1988, partly because of the extensive exposure of the country through those films 
and partly because of favourable exchange rates, increased promotion overseas and big 
sports events (Riley and Van Doren, 1992). The natural environment portrayed in the 
films is a factor which prompted many Americans, who have a special attachment to the
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wilderness, to travel to the places (Riley and Van Doren, 1992). Riley and Van Doren
(1992) argue that films like the Crocodile Dundee series, whose stories are about the 
primitive lifestyle set in the outback of Australia, and the unconquered environments, 
also offer Americans a fulfillment of the need to escape fiom stressful environments 
common in city living in the USA today. Thus, it can be seen that stimulating factors 
in motivating Americans to travel may be both the natural environments as a spectacular 
backdrop to action and the portrayal of simple lifestyles, both of which offer an element 
of escapism.
A successful television series. Sea Change, shown in Australia in 1998 has had an 
impact on tourism at Barwon Heads, the site of the programme’s fictitious Pearl Bay 
(Beeton, 2001). Sea Change is based on a story of a stressed-out city lawyer moving 
to a small seaside town to rediscover herself and her children, and its viewers consist of 
women in the highest socioeconomic group in the range of 40-65 years of age. For 
some decades Barwon Heads, a rural seaside village in Victoria, has been a popular 
holiday destination especially for budget, family holiday-makers, however, according to 
a visitor survey conducted by Beeton (2001), through the success of Sea Change, 
Barwon Heads has experienced a change in its tourism market, attracting higher 
spending socioeconomic groups.
Japanese Cases
Drama series set in various regions of Japan have stimulated a number of new domestic 
tourist flows. A good example of a tourist destination which has benefited from a 
successful television drama is Furano in Hokkaido, the northern part of Japan. 
Although Furano has long attracted many tourists thanks to its lavender fields and 
downhill ski resorts. From the Northern country (Kiata no kuni kara), a television series 
about a family living in a forest in Furano, praising the way man and nature coexist in 
modem society, has helped further popularise the area as a tourist destination. The 
success of the television series which started in 1981, has led to the further production 
of special episodes every two or three years for the past twenty years. Furano is now 
best known for the setting of the popular drama. Furano still attracts two million 
tourists every year searching out the locations of the drama and the places associated 
with the television series (Furano Kanko Kyokai, 2002).
Onomichi, a port town with many old traditional Japanese houses located in
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Hiroshima prefecture is associated with many popular films. The town has provided 
locations for thirty-five Japanese feature films, some of which have had an enormous 
impact in stimulating demand of tourism to the screened locations in the area. Those 
films include A transfer student (Tenkosei) (1982), A girl who travels time (Toki wo 
kakeru shojo) (1983), A girl who cannot stand being alone (Sabishinbo) (1985), Two 
people (Futari) (1991), and Tomorrow (Ashita) (1995). Those films were all produced 
by Nobuhiko Obayashi, a film director who was bom and grew up in Onomichi, and his 
knowledge of the town was extensive. Obayashi’s films served to highlight its 
traditional Japanese townscape and to induce Japanese audiences, in particular young 
people, to visit the town to experience the ‘traditional’ Japanese atmosphere and to 
follow footsteps of their favourite film stars. The popularity of Onomich for tourists as 
a town for movies is apparent from the production of a movie location map and the 
opening of the House of Onomichi collections of movie material (Onomichi Eiga 
Shiryokan).
The film Take me skiing (Watashi wo ski ni tsuretette in Japanese) featuring a popular 
Japanese actress and released in 1987, is said to have contributed to a boom in skiing 
among the young Japanese in the late 1980s. According to a study on recreational 
activities among the Japanese, participation rate of skiing rose by 6.6 per cent between 
1982 and 1992, demonstrating the highest increase amongst leisure activities (Harada,
1996). Thus, films can cast light on the reasons for fashionable leisure activities.
As has been shown, it can be argued that the types of film and television that prompt 
people to travel are diverse (Riley et al, 1998). Films and television drama series are 
supposed to be a passive involvement entertainment medium. Taylor and Mullan 
(1986, cited in Abercrombie et al, 1994), however, argue that when characters in a 
television programme or film are so realistic the audience can respond to the problems 
or joys experienced by the characters, which leads the viewers to their deep 
involvement in the production. The viewers can live with the people in the 
production, know them and when they recall the production they recall their own 
experience. Within a film or drama script, people can be involved in the narrative 
contexts in which locations and unique experiences are grounded and those locations 
and experiences are enhanced in audience’s memories by special technological effects, 
association with famous actors, and perfect settings (Riley and Van Doren, 1992). 
“Photography (visual description), dialogue, acting and settings can be integrated to 
produce a unified emotional effect” (Rotha, 1947, cited in Ellis, 1996, p76). Thus,
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films and television dramas can make audiences feel and touch emotions. 
Consumption of those popular cultural forms of media can be seen as an emotional 
experience.
An increasing number of films and television programmes are now transcultural and 
completed across a globalised mosaic of locations. When films and television 
programmes are shot on location in actual landscapes or places, they can create certain 
images of these landscapes or places in viewers’ mind Especially when the mise en 
scene is organised in terms of aesthetic pleasure, viewers tend to be fascinated by 
pictorial beauty and the visual pleasure. Furthermore, the locations associated with 
exciting sequences, story-line themes, symbolic contents, favourite performers and 
human relationships become special places for viewers. Schama (1996) states that a 
whole world of those associations and sentiments are enclosed in people’s minds as 
memories, myths and obsessions, which give meaning to the scenes and landscapes. 
Viewers can be induced to visit those places with meanings. In other words, places 
have been transformed by films and television programmes into something laden with 
symbolic meanings. When viewers visit the real film location, the scenery that has 
specific associations becomes a construct of the imagination, a work of the mind of a 
visitor. Being in the actual place of filming brings out the extraordinary moment of 
being at the ‘extraordinary’ place and visitors can find fulfilment of their emotional 
investment.
2.5 Conclusion
Taking the social constructionist view, tourism as a phenomenon can be constructed in 
many ways and interpreted in different ways in contingent and continuous processes, in 
particular in the globalisation processes. Tourism should be viewed as a practice that 
is subjectively defined by the disposition and meaning brought by tourists in different 
social and cultural contexts. Tourism is a response to felt needs and acquired values 
within temporal, social, and cultural contexts. Tourists who are socially and culturally 
constructed are the participants in tourism practices as the subjects who produce a 
variety of meanings at particular tourism sites and experiences in the tourist space. 
Tourists experience, interpret and articulate the values and meanings of their tourist 
destinations in different ways. Ryan (2000, p i21) suggests that “ tourism is pluralistic
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yet also a hybrid of meanings, interpretations, sites and experiences.” Tourist 
attractions, destinations and landscapes are also socially and culturally constructed 
through the projection of images, myths and narratives, and increasingly through 
representations in the media. Those projected images and stereotypical representations 
may partly condition or frame tourist behaviour and experiences, but each tourist as a 
‘human agent’, can challenge those dominant images and representations and produce 
their own images and representations. Tourists bring with them different cultural 
expectations, images, myths, narratives and knowledge about their tourist destinations, 
together with various dispositions and conventions, and cultural practices from their 
home places. Destination images and perceptions of places are thus subjective and 
temporally and culturally specific. It can be argued, therefore, that more attention 
should be paid to the investigation of varieties and diversities of touristic practices and 
experiences than to the identification and categorisations of tourist practices (Edensor, 
1998, 2000).
As has been seen, societies and cultures in which tourism practices and tourists are 
created, are increasingly becoming globalised. In globalisation processes, both 
international tourism and popular culture have been fully developed and have 
contributed to the process. Many tourists’ daily lives have become saturated with 
global media images and messages about tourist destinations. The global tourist 
possesses special attributes, including curiosity, risk-taking, aesthetic judgement, 
geographical knowledge and semiotic decoding abilities of these destination images 
(Urry, 2000b).
People in contemporary society can engage in what is called ‘international’ tourist 
practices much of the time via the global media (Urry, 1995). Through the media 
people are now able to see foreign countries without incurring the risks and 
inconvenience that beset tourists and to simulate a tourist experience within the home 
(Rojek, 1993, 1997). Collage or virtual tourism at home, however, cannot replace the 
necessity to physically visit a place but instead can generate motivations of travelling by 
giving diversity of meanings and pleasures through representations and provoking 
imaginations. Seeing places on the television and cinema screens, imagining places in 
the mind through reading novels, and physically visiting the actual place are very 
different experiences. People never stop seeking the pleasures and experiences gained 
from visiting places for themselves.
As indicated above, popular cultural forms of the media, namely literature, films and
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television productions can encourage people to visit places where books and films were 
set or used for locations. The growing phenomenon for tourists to visit places or 
destinations associated with aspects of popular culture has become a world-wide market 
as popular culture has become increasingly global and more commercialised with the 
rise of consumers’ cross-cultural tastes and preferences. Destinations can be clearly 
identified in the global market place by increasing their appeal through popular cultural 
forms of the media. In many cases, locations featured in those popular cultural forms 
of the media have attractive physical properties (e.g. spectacular scenery), but in some 
cases, ordinary locations which were not considered to be tourist destinations until they 
were exposed by the media, can induce tourists to visit. This is because places in 
which popular cultural forms of the media are set, whether they have attractive physical 
properties or not, can be familiarised and associated with characters, props, themes, 
storylines, and events, creating a strong image of the place and can mould audiences’ 
feelings and attitudes towards places featured in them. In other words, people tend to 
be motivated to visit a particular place by specific images, memories, associations, 
emotional commitments of the place, and meanings, which are created through their 
participation in cultural forms such as reading, and watching television series and 
movies. Films, television programmes and literature with identifiable geographical 
settings have contributed to the proliferation of tourist destinations.
The ways in which a nation and a national landscape are represented by films, 
television series and novels can have an enormous influence worldwide in perpetuating 
a particular vision and image of the country amongst overseas audiences. It is 
therefore very important to examine how and to what extent those popular cultural 
forms of the media’s depictions of a nation or destination affect international tourism to 
that place and what role the media as popular culture play in influencing overseas 
tourists’ behaviour. However, studies have not been done on the effects of the popular 
cultural forms of the media on the screened or portrayed country as a whole (as an 
international tourist destination), nor in particular have they been done on tourist 
behaviour including destination choice from the tourists’ perspectives, that is, how 
tourists themselves are actually influenced by films and books in terms of destination 
choice. The main aim of this study is, therefore, to investigate these issues through an 
empirical case study, Japanese tourism to the UK, focusing on the popular media 
representation.
In the next chapter, issues of representations and images of places or tourist
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destinations through the media, both travel promotional media and popular cultural 
forms of the media, will be considered in more depth.
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Chapter 3 
Media Construction of tourist destinations: 
media representations of tourism landscapes
3.0 Introduction
Tourism always happens in places or spaces within and across national, cultural and 
geographical boundaries. In the tourism process, people travel to a particular place 
chosen as their travel destination, to engage in tourism. Many tourist destinations are 
socially and culturally defined or identified, as briefly discussed in Chapter 2. Hughes 
(1998, p i8) notes that “tourism is essentially about making available a diverse range of 
geographical locations to potential visitors and thereby translating those locations into 
tourist destinations”. Places with specific qualities of nature or landscape and 
historical sites defined as heritage have long served as attractions for tourists and 
visitors. In advanced capitalist societies, however, places are no longer defined in 
terms of their geographical and physical attributes, rather they become increasingly 
differentiated symbolically, focusing on the images of places (Lefebvre, 1991). 
Destinations have been increasingly constructed, represented and marketed as attractive 
sites for tourists, producing distinctive labels and images to allow tourists to easily 
identify the uniqueness of a place and space. In a global world where differences are 
being erased, places have been commodified by creating distinct place-images and 
identities in the eyes of global tourists.
Tourism is said to trade in images, expectations and fantasies (Selwyn, 1996). This 
is partly because it is impossible for consumers to try out any tourism product before 
purchase owing to its intangibility and tourists tend to make a choice of destination 
according to its image in their minds and their expectations. It is therefore widely 
accepted that image of place or destination is a key factor in the pleasure travel 
decision-making process (Hunt, 1975; Gartner, 1989). It is more likely that 
destinations with strong, positive images are chosen in the travel decision process.
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Lawson and Baud-Bovy (1977, plO) argue that “the attraction of tourist destinations 
arise to a large extent from the images they present”.
Tourism destinations, however, can be differently constructed, consumed and 
interpreted, and appropriated by different groups and individuals in different ways, and 
in different times and spaces. The ways in which people see destinations and the 
values they place on them vary over time and in different cultures. These ways of 
seeing and values have been informed by different media representations. Tourists 
travel to seek out and collect the already-existing representations and images of the 
tourist destinations.
As demonstrated in Chapter 2, a growing number of romanticised media 
representations have often increased travel to those places featured in popular culture. 
The media in all their forms play the most prominent role in a myriad of representations 
and constructions of places and destinations. As noted in the previous chapter, popular 
culture’s greatest impacts on tourism lie in its ability to create destination awareness and 
images, and to provide geographical knowledge of diverse places and people with 
different cultures living in different parts of the globe. Those popular cultural forms of 
the media are engaged in creating experience, imagination, and cultural landscapes, 
together with human subjects (tourists) through their numerous forms of representation.
The aim of this chapter is to illustrate the significance of images of tourist 
destinations and the power of media representations of those destinations in tourism, in 
order to explain in more depth the process by which people are attracted to a particular 
place featured in popular cultural forms of the media such as literature, film and 
television.
3.1 Social and cultural construction of tourist destinations
3.1.1 The definition of tourist destinations
Modem tourism has produced or developed numerous tourist destinations. Tourism 
entails the circulation of people to specific locations or places that are consumed as 
spaces- spaces of leisure, relaxation, recreation, sport, nature, amusement, history or 
otherness (Lefevre, 1991), all of which can be regarded as a tourist destination. A 
tourist destination can be defined differently according to its size (scale) and function.
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A fairly simple definition of a tourist destination may be that it refers to a resort, a site, 
a city or region within a country or an entire country that attracts tourists and visitors. 
This study is concerned primarily with a tourist destination as large as a whole country, 
a city or region. A tourist destination as a country comprises a number of elements 
which combine to attract tourists, ranging from prime attractions which appeal to the 
visitor, such as the built environment or physical identity (the physical layout of a 
destination), supporting supply services such as accommodation, transport, catering, and 
amenities, to cultures, traditions, atmosphere or ambiance (sociocultural dimensions).
3.1.2 Social and cultural construction of tourist destinations
As discussed in Chapter 2, there is nothing ‘natural’ about tourist destinations because 
they are socially and culturally constructed by human intervention to be tourist oriented. 
A tourist destination can be seen as a negotiated reality, that is a social construction by a 
purposeful set of people (Ringer, 1998). Although destinations with extraordinary 
natural qualities can easily achieve the status of popular tourist destinations, any 
destination can be intentionally shaped by people and society to carry meanings, values, 
associations, and images which are special and significant to tourists. Places can not 
only be transformed into tourist destinations physically but also fashioned socially and 
culturally in the image of tourism (Hughes, 1992). Places are increasingly being 
constructed by a culture of tourism. For example, the physical environment has 
increasingly been constructed as a ‘landscape’ (or townscape), including the people in 
places (inhabitants) and their cultures, for visual consumption by tourists.
Young (1999) suggests that there are two levels of the construction of tourist places; 
the macro and micro levels. The macro level of place construction refers to broad, 
formalized representations of places by the tourist industry and promotional agencies. 
The tourist industry can transform the physical structure of a place indirectly and 
mediate experiences of tourists before departure through tourism promotional literature. 
In much tourism promotional literature, tourism landscapes are highlighted by 
presenting the attractiveness of open landscapes, seascapes, and picturesque scenery and 
are designated as ‘beautiful’, ‘romantic’, ‘exotic’, ‘natural’, and ‘unspoilt’ and a 
panacea to people’s tiring everyday lives. Tourism literature can provide daydream, 
fantasy and geographical imaginations in people’s mind before they set out for their 
holidays through employing a number of these mediation strategies. In other words,
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the meanings of tourist places can be constructed before they are experienced or visited 
by tourists themselves. Thus, tourist destinations are compositions of physical 
characteristics (material elements) and symbolic representations in the media (Dunn et 
al, 1995).
However, as noted in Chapter 2, a place or destination can be interpreted differently 
by different groups of people and individuals. In other words, how places are 
interpreted or viewed is dependent on the perspective of the viewer who gives meanings 
to the place (Sack, 1992, as cited in Young, 1999). The micro level of place 
construction concerns place interpretation by individual tourists. Young (1999) argues 
that at the micro level places are constructed in the context of a person’s motivational 
orientations (e.g. needs or desires of the person) and past experiences: tourists with a 
strong interest in natural environment tend to interpret place meaning in terms of this 
motivational orientation. Thus, individual tourists’ interest, memory and previous 
experiences of the place all interact to give the visit to the place a special meaning.
Furthermore, people’s imagination constructs mythical geographies that may bear 
little or no relationship to reality and mythical geographies are also a response of feeling 
and imagination to human needs (Tuan, 1977). Rojek (1997) suggests that myth and 
fantasy play an unusually large role in the social construction of tourist destinations. 
Similarly, Barthes (1973) argues that the social construction of places involves 
mobilisation of myth. The way in which outsiders think about particular places and 
the people who live in these places is strongly influenced by ‘place myths’, which set a 
characteristics of a place or region in stereotyped ways. Places become labelled in 
terms of place-images which collectively can form a place-myth. People tend to be 
attracted or repelled to a particular place by the place-myths, rather than by reality. In 
other words, the way people act depends on their comprehension of reality imbued with 
myths. Selwyn (1996) stresses that place myths lie at the very heart of tourism 
motivation. Place myths can be regarded as a set of stories or messages about a place 
and ways of imagining particular ‘real’ places and ‘real’ people in those places, which 
may not be accurate representations of them, but which are widely shared and could be 
passed on through the ages and over generations. For example, in a metropolitan- 
dominated society the countryside is often regarded as an ideal place that is close to 
nature, rich in community ties, where life is lived at a slower pace in pastoral settings 
(Hopkins, 1998). The myths can be a social agreement about the qualities of the 
places (Relph, 1976). Place myths can be cultivated not only by the tourism industry
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but also by the entertainment industry including literature, films and television. For 
example, it is argued that the entertainment industry including the Hollywood film 
industry play a significant role in creating Scottish mythology or Scotch myths through 
depicting Scotland in a particular way (McArthur, 1982, as cited in Hughes, 1992).
As has seen above, the social and cultural construction of tourist destinations involve 
the symbolic transformation of a place in terms of images and myths. The next section 
considers issues of images and identities of tourist destinations focusing the power of 
images.
3.2 Geographical imagination: image and identity of tourist
destinations
3.2.1 Contemporary image-dominated eulture
Contemporary advanced societies can be characterised as having an iconic, image- 
dominant culture in which deliberate visualisation and visual presentation of products 
have become new sources of power (Wang, 2000). Images of products are 
increasingly consumed for their own sake rather than for their utility or usefulness, or 
for any deeper meanings or values they may possess (Strinati, 2000). In other words, 
people increasingly depend upon the image of products rather than its content. 
Without creating an image of a product, the product will not sell in a postmodern 
capitalist society which is dominated by a culture based on image.
With the constant evolution of visual technology, such as photography, film, 
television, video, DVD, and the Internet, people in contemporary society have been 
increasingly exposed to a constant flow of images and have developed a habit of 
‘image-thinking’ (Boorstin, 1964, as cited in Wang, 2000). People can experience 
various types of reality second-hand or vicariously through the surface simulation or 
representation produced by this visual technology, which has the potential to replace 
their real-life counterparts. For Baurdillard (1983) advanced modem society with 
mass media culture has entered a ‘hyperreal’ era when people no longer assign 
ontological significance to things including history and place without reference to the 
images, metaphors, stereotypes and trends episodically presented by electronic media 
such as television and film (Lawrence, 1998). The mass media have created a new
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geography of image and simulation where signs and modes of representations come to 
constitute ‘reality’ and gain autonomy because simulacra of things and events provided 
by the media become more ‘real’ than ‘the real’, which they supposedly represent -  
hyperreality. In this sense, the ‘real’ is already a representation and there is no simple 
‘reality’ separated from such representation. Lawrence (1998,p710) claims that 
“though it is not impossible to document ‘real life’ on film, most movies do not 
represent anything; nonetheless, the simulations they manifest have powerful effects in 
terms of the viewing public’s development of perspective”. There is fascination with 
media representation in postmodern societies where people increasingly consume signs 
and images as noted above.
3.2.2 Image and identity of tourist destination
Images have increasingly become very important for tourists and tourist destinations. 
As briefly noted above, tourist destinations can be re-interpreted in terms of images. 
Tourists as consumers constantly seek new images to capture and hence new places to 
visit, while places strive for establishing favourable images and identities in attracting 
tourists. Images and perceptions of a destination can be viewed as one of main 
components in the overall tourism product (Middleton, 2001).
The concept of image and its functions
Image is a term that has different meanings according to a number of different contexts 
and disciplines. In the field of psychology, the term image tends to refer to a 
representation of perceptions, memories, feelings or ideas constructed in people’s minds 
(Horowitz, 1970), whereas in behavioural geography the concept of image includes all 
of the associated impressions, knowledge, memories, emotions, values and beliefs 
(Jenkins, 1999). In general marketing literature, image is often defined as the total 
impression an entity or a product makes on the minds of others (Dichter, 1985, as cited 
in Echtner and Ritchie, 1991). An image is a simplified version which the holder 
assumes to be reality- what the person feels subjectively about an object or product. 
An image is not reality but a projection of it which can exist only if there is a medium of 
knowledge (World Tourism Organization, 1979). Thus, image is subjective reality or 
knowledge used to intentionally interpret information on the object or product
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(Boulding, 1956). Reynolds and Gutman (1984, as cited in Poiesz, 1989) define an 
image as a network of meanings stored in memory. Images can be viewed as 
comprising all possible combinations of perceptions, attitudes, personal meanings, and 
subjective knowledge.
The raw material of people’s images of the world is ‘messages’ from their eyes and 
ears, visual, aural and written, symbolic and internal. An image can be regarded as 
both social and cultural because it is often shared by other people who live in a 
particular society and culture and are likely to be exposed to much the same set of 
messages in constructing images of the world. Boulding (1956) suggests that there is 
also an image of ‘value’ which can be defined as a rating of various parts of images of 
the world, according to some scale of ‘bettemess’ and ‘worseness’, and the value 
system is shared by the same social or cultural group. Images are developed in society 
and culture and the development of images depends upon all the elements of society and 
culture. “The whole movement of society can be seen as a process of image-formation 
under the stimulus of message transmitted by networks of communication” (Boulding, 
1956, p98).
In the consumer behaviour and marketing literature, it is well recognised that the 
attitudes and mental images customers have towards products could be the basis of 
evaluation or selection process of the product and influence their purchasing decisions. 
Boulding (1956) argues that human behaviour is much more dependent upon image than 
on objective reality and is guided by image of a particular object or product. Poiesz 
(1989, p467-477) identifies several possible psychological functions of images in 
consumer decision making processes: an image may serve to reduce complexity of 
information processing, storage and retrieval; an image may function as a gatekeeper to 
more extensive elaboration of information; an image may serve as a simplifying choice 
rule or a persuasion cue.
Tourist destination image and identity
The general concept of image described above can be applied to tourist destinations 
because all places have images and most tourists go to a destination with an image 
while tourist destinations build images conductive to travel. It is generally accepted 
that a destination image serves as one important factor in the decision of tourists to visit 
a particular destination and it also plays a central role in tourism marketing and
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promotion. A number of destinations with similar quality and range of services may 
have different images. Gartner (1989, 2000) points out that the impossibility for 
consumers to try out a tourism product before purchase makes attributes associated with 
the product’s image more important in the destination choice process. Images of 
destinations are the basis of evaluation and the decisive factor in holiday destination 
choice (Mathieson and Wall, 1982; Goodall, 1990). A good or positive image of any 
tourism destination is essential for successful tourism while negative destination images 
act as barriers to tourism. Destination images can also establish the boundaries of 
travel experiences (Papson, as cited in Dann, 1996a) defining what is beautiful, what 
should be experienced and with whom one should interact (Dann, 1996a).
In tourism research destination image is most commonly cited as the impressions or 
perceptions that a person has of a destination (for example. Hunt, 1975; Phelps, 1986; 
Gartner and Hunt, 1987). In addition to the individual’s personal image, it should be 
noted that there are stereotyped images that are shared by groups of people. 
Acknowledging those aspects of images, Lawson and Baud Bovy (1977, plO) define the 
term ‘tourist destination image’ as “the expression of all objective knowledge, 
impressions, prejudice, imaginations, and emotional thoughts with which a person or a 
group judges a particular object or place”. Ashworth (1991) suggests that a complex 
amalgam of ideas, preconditions, intentions, promises, expectations comprise the tourist 
destination image.
Gartner (2000) argues that destination images are comprised of three distinctly 
different components based upon cognitive/perceptual, affective and conative 
evaluations, all of which form the overall image of a destination. The 
cognitive/perceptual evaluation refers to the beliefs or knowledge about a destination’s 
attributes, while affective evaluation refers to feelings toward or attachment to it and 
conative evaluation is associated with projected behavioural activity on the part of the 
tourist (that is tourists’ imagination of a future situation at destinations as if  they had 
already experienced it). Echtner and Ritchie (1991) also suggest that the image of a 
destination could be based upon both ‘functional’ and ‘psychological’ characteristics of 
the destination; ‘functional’ characteristics refer to directly observable (tangible) aspects 
of the destination (scenery, attractions, climate, accommodation facilities, transportation 
infrastructure, price levels) and ‘psychological’ characteristics refer to more intangible 
ones (level of friendliness of locals or the host, safety, atmosphere). They further 
argue that destination image is defined not only as the perceptions of the functional and
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psychological attributes of an individual destination but also the holistic impression 
made by the destination or mental pictures (imagery) evoked by the destination.
As discussed above, places are often associated with particular images. Barke and 
Harrop (1994) suggest that places also have identities, distinguishing place images from 
place identities. Usually, the identity of a place refers to what the place is actually or 
objectively like and varies according to different scales, local, regional, national, 
continental and international scales. Although a place has such objective, tangible, 
physical identity, the place can be represented as something quite different in image 
terms. Place identity can be produced partly through the images constructed or 
reproduced for tourists- its imagery (Urry, 1994). Tourists then use these images to 
help them understand what the place is like, and how it is different from other places. 
Places, spaces and landscapes can thus acquire identities for tourists through various 
forms of representations, visual, textual and symbolic representations, i.e. how they are 
represented.
Dunn et al (1995) argue that place identity is composed of both material (physical) 
elements and the symbolic landscapes including narratives or discourses which 
surround them. Archetypal national landscapes can contribute to construction of place 
identity. Graham et al (2000) also state that an identity of a destination can be derived, 
not only from the physical and built environment, but also from ethnic and linguistic 
elements imposed on the destination by its history.
National image and tourist image
In the case of smaller destinations located within a nation, Payson (1980 cited in Regan, 
2000) suggests that it is first necessary to understand what is a national image in order 
to understand why people visit a destination in that country. A person’s national image 
can be defined as a cognitive presentation which a person holds of a given nation and its 
people -  or what that person believes to be true about a nation and its people (Rayson, 
1980, as cited in Regan, 2000). The World Tourism Organization (1979) also suggests 
that there is a clear link between a nation’s tourist image and its national image. This 
is because nobody is likely to visit a nation for a holiday if he or she has a negative 
attitude towards that nation and dislikes it for a certain reason, while a person is more 
likely to visit a nation for tourism if he or she likes the country. Knowledge of certain 
aspects of a nation, nature, cultural or social, may result in the construction of a positive
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or negative attitude toward that nation. Conversely, the interest in a nation as a tourist 
destination may lead to more knowledge about other aspects, of an economic, political, 
social or cultural nature, of that country (World Tourism Organization, 1979).
Furthermore, it is now well recognised in marketing studies that perceptions of a 
country play a role in how people see brands, products and companies and in shaping 
expectations, and this in turn has a commercial consequence for the success of those 
brands and businesses (Powell, 2001). Lew (2000) suggests that positive images 
reflecting national characters of a country can be a valuable and stable marketing tool 
for tourism promotion. Although the general image of a country and of its national 
character may change very slowly, it is, therefore, very important to improve the way a 
nation is perceived by potential tourists overseas for all destinations located within the 
country. Both the overall national image of a nation and the specific image of a nation 
as a tourist destination have a great deal to do with a nation’s tourism development 
success. It can be argued, however, that a destination as a nation has many different 
aspects: polity, economy, nature, culture, history, physical and built environments, 
climate, ethnicity, population, and atmosphere, and it is very difficult to generalise their 
national characters and portray the identity of a country in a single image or icon. 
People are not able to have images of all these aspects and hence have only an overall 
image of selective features of that country.
Tourist Destination Image formation sources
An individual’s perception or image of tourist destinations is conditioned by the 
information available and is built up from messages transmitted by networks of 
communication. In modem information societies there are many information sources 
which play a role in forming images of tourist destinations. Mansfeld (1992, p415) 
argues that “these sources of information are basically filters that colour one’s overall 
image of tourists destinations, on the one hand, and, that the tourist employs as risk 
minimizers, on the other”.
Gunn (1972) categorised tourist destination images as ‘organic’ and ‘induced’ 
indicating that images are formed by induced and organic influences. He suggests that 
the organic image of a place is formed from an early age and is based upon what is 
learnt of a place as a result of long term exposure to non-touristic-directed 
communication including education, literature, popular culture and mass media, and it
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exists prior to exposure to any promotional information from tourism suppliers. The 
induced image is formed from a conscious effort of tourist promotion and marketing 
activities of a tourist destination. Similarly, Echtner and Ritchie (1991) point out that 
images of the majority of products and services are formed by commercial sources of 
information, but destination images are derived from a much wider spectrum of 
information sources, including promotional literature (travel brochures, travel 
guidebooks, advertisements), the opinions of others (family/friends, relatives, travel 
agents), the general media (newspapers, magazines, televisions, movies, books) and 
education. Goodall and Ashworth (1990) argue that images of tourist destinations, in 
particular of a whole nation as a destination, are more often created as a result of the 
tourists’ general media exposure than by the promotional activities of the tourism 
industry itself. The information collected from non-commercial, non-touristic sources 
including various historical, political, economic, social and cultural factors can be 
integrated into the destination image. Thus, the image of a destination is the product 
of vast daily outpourings of communication and of an accumulation of these over many 
years.
It is assumed that people use a combination of touristic and non-touristic information 
sources to construct their image of a destination. People are, however, subject to 
cognitive limitations in their handling of information. There are also individual 
differences in information processing and interpretation. This means that information 
on tourist destinations is interpreted through the personal and social, cultural and 
psychological characteristics of the tourist. Since every individual has their own mix 
of personality, experiences, attitudes, memories and intentions towards a particular 
place, that place or destination can be interpreted in different ways and have many 
different images. Berger (1972, p8) argues that “all images are man-made and every 
image embodies a way of seeing; people’s perception or appreciation of an image 
depends upon their own way of seeing”. Thus ways of seeing influence person’s 
perceptions and images. Images of a place are thus individual intentional 
interpretations of what the place is believed to be. Mayo and Jarvis (1981,p42) state 
that “no two people see a destination in exactly the same way”. People’s perception is 
selective and changes not only from person to person but from one culture or society to 
another. As discussed in Chapter 2, people’s ways of thinking and seeing, values, 
tastes and perceptions are socially and culturally constructed. It should be, therefore, 
noted that tourism image creation involves wider social and cultural processes by which
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people’s values, perceptions and motivation are created. It is tourists’ own cultures 
that exert an influence implicitly and explicitly on how to see a destination and how to 
evaluate it, namely destination image creation.
Thus, many studies on image across several fields and disciplines show that image is 
generally constructed by two major forces: external stimulus factors including various 
information sources, and personal factors (socio, cultural and psychological
characteristics of the tourist). As shown in Figure 3.1 below, information or messages 
transmitted through tourism marketing, the general media, opinions or
recommendations (word-of-mouth) of friends and relatives, and previous travel 
experience, combined with the person’s socio-economic and psychological
characteristics, including motivations and perceptions, shape the images of tourist 
destinations.
Figure 3.1 Factors influencing destination image of the tourist
Perceptions
Motivations
Socio-economic 
Characteristics 
(income, occupation, age, etc)
Education
Psychological 
Characteristics 
(personality) 
Previous Experience
Hearsay
(Words of mouth) 
Tourism Marketing 
Media (TV, newspapers, books, films, etc)
Source: adapted from Stabler (1990), pl42
Amongst various types of external stimuli (information sources), visual stimulus such 
as photographs are considered to be the most powerful creator and communicator of an 
image of a destination because tourism is uniquely visual (MacKay and Fesenmaier,
1997). They point out that visuals not only present the destination, but also in many 
cases communicate its attributes, characteristics, concepts, values and ideas to tourists, 
which results in creating an image of the destination. The visual can also easily 
stimulate the imagination and the emotions of people rather than the written word.
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Alternatively, it can be argued that potential tourists construct an image of a 
destination based upon so-called ‘push’ factors- needs and motivations of the tourist and 
‘pull’ factors- specific attributes associated with destinations (travel attractiveness).
Formation and Evolution of tourism image
Gunn (1972) further suggests that there are seven stages in tourism-image development 
involving a constant creation and modification of images based upon information 
sources and actual travel experiences (see Figure 3.2). His seven-stage theory 
suggests that images of holiday destinations held by an individual change over time, and 
exposure to the information about a destination and actual experience of a destination 
could change or modify the destination image held by the tourist. Fakeye and 
Crompton (1991) added another level to the concept of destination image, named 
complex image, which is formed when a tourist has direct experience of a destination. 
The induced or projected image of a destination remains to be confirmed or invalidated 
by the actual travel experience. The formation of destination images is conceptualised 
as evolving through three stages: organic, induced, and modified or complex as seen in 
Figure 3.2. That is a tourist may have the organic image of a destination before 
visiting it, but as a result of being exposed to the more commercial projected sources of 
information, the induced image is formed. Following an actual visit, the modified or 
complex image is shaped, indicating that the image held by non-visitors and returned 
visitors will differ. This theory implies that people have a certain accumulation of 
images about a great number of holiday destinations or experiences at any stage, and 
these images will be modified and added to by additional travel experiences and by 
further exposure to a variety of information sources (Goodall, 1990).
Figure 3.2 Tourism-image development
1 .Accumulation of mental images of a place through life Organic image
2.Modification of images through researching prior to the decision to travel
^ Induced image
3.Decision to travel based on image efficiency, anticipated experience but 
within time, money and other constraints
4.Travel to attraction may condition the image
5.Participation or experience at the destination, the activities,
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accommodation and other services all influence the image
^ Modifled-induced or complex image
6.Return travel allows reflection and evaluation, including discussing 
experiences with fellow travellers
7.New accumulation occurs after the visit because the process is circular 
The new image may be the same as or different to the original one
Source: Gunn (1972), pl20; Fakeye and Crompton (1991)
Ashworth (1991) suggests that the image formation can be approached from the side 
of the product (destination) or the potential tourist as shown in Figure 3.3 below. 
Images being projected, whether consciously in the form of tourism promotion or not, 
are transmitted through various channels of communication. Although the nature of 
the message, the effectiveness or credibility of its transmission and the accuracy of the 
targeting of its reception differ according to the communications channels, a set of 
images is assembled or selected from the many such messages received by tourists in 
accordance with their own predisposed constructs and sensitivity to the information. 
The perceived image influences their actual or anticipated behaviour.
Tourist
Origin)
Behaviour
À
Faci ities
Received images
Credibility 
Selection 
Distortion
Transmission
t V
Unpromoted Promoted 
-► Projected Images
I
M
A
G
E
S
Product
(Destination)
Figure 3.3 Tourism place images in a simple system (Ashworth, 1991, p 127)
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3.3 Media representation of tourist destinations
As discussed above, people’s images of tourism places are built up from the various 
information sources. In advanced capitalist societies the most readily available 
representations of distant and foreign places and cultures are those transmitted by the 
mass media and popular culture. People as consumers are increasingly instructed to 
see a particular representation of a tourist destination via a number of media. What 
people of today increasingly consume are signs and representations. The increased 
media features on destinations have led to increased awareness and knowledge of 
people of the travel possibilities available. As seen in the previous chapter, there is a 
direct link between popular cultural forms of the media and tourism in the way that 
locations associated with film, television, and literature encourage tourism. In this 
section the power of media representation of tourist destinations will be discussed.
3.3.1 The representation concept: what is representation?
Representation generally means using language to say something meaningful about, or 
to represent, the world meaningfully, to other people (Hall, 1997b). Meaning, however, 
does not inhere in things themselves and it has to be constructed or produced through a 
practice that makes things mean something. Language gives meaning to both material 
objects and social practices which become visible by language and understandable in 
terms which language delimits (Baker, 1999). Representation is the production of 
meaning through language, and members of a culture share and draw upon this system 
of representation in a variety of ways in order to communicate meaningfully with others. 
Representations are produced and consumed in a circuit of culture. According to the 
concept of ‘circuit of culture’, which was developed by du Gay et al (1997), meanings 
are produced at several different sites and circulated through several different processes 
or practices (the cultural circuit). Language, which encompasses signs and symbols 
including sounds, written words, electronically produced images, and musical notes, is 
able to represent concepts, thoughts, ideas and feelings in a culture. Hall (1997b) 
points out that meaning can be thus produced in a variety of different media, especially 
in the modem mass media such as television, film and advertising, which operate as a
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system of representation. Representation essentially involves the use of language and 
within language people use signs, and symbols including written words, sounds, images, 
objects or textures, colours, and gestures, all of which can communicate meaning. 
Meanings and values are implicit and explicit in lived ‘cultures’ or everyday life.
The Swiss linguist, Saussure (1974) suggests that language producing meaning is a 
system of two aspects of sign; a signifier which is the word or image of something, the 
form of expression used by language, and a signified which is the mental concept or 
image associated with the signifier. For example, the signifier, ‘rabbit’ stands for the 
concept people have of a small four-legged furry with long ears. He points out that 
meaning is generated and communicated through the combination of signifier and 
signified: the two components make up the sign, the meaning. There is, however, no 
natural correspondence between signifiers and signifieds: the relationship between the 
two is arbitrary, a conventional social and cultural one. It is fixed by a cultural and 
linguistic code which allows people to translate concepts into language and vice versa. 
The code is internal to the systems of meaning production operating in a particular 
culture at a particular time, namely it is affected by a culture. Since cultures differ 
from one another in their codes that assign meaning to the world, there is no guarantee 
that every object or thing in one culture will have an equivalent meaning in another. In 
other words, meanings of a thing differ across different cultures and over time. 
Saussure also argues that meaning is relational. That is, the meaning of ‘rabbit’ is 
understood by its relation to other words in terms of a system of difference: the word 
‘rabbit’ can be understood by what it is not, not ‘cat’ and not ‘dog’ and not ‘person’. It 
is the relational differences between words which signifies and carries meaning 
(semiotic difference). Signifiers generate meaning in relation to other signifiers.
Barthes (1972) takes the schema ‘ signifer+signified=sign’ and adds to it a second 
level of signification or connotation and argues that at the second level of signification 
‘myth’ is produced and consumed. He suggests that the signifier and the signified 
unite to form a sign with a simple denoted message and this completed message or sign 
is linked to a second set of signifieds, a broad, ideological theme. In other words, 
when the first completed meaning is linked with a wider theme, more elaborate and 
ideologically framed message or meaning, the myth is produced.
Hall (1997b) argues that there are three different theories to think about the way 
representations communicate meanings; the reflective or mimetic, the intentional and 
the constructionist approaches. The reflective approach suggests that meaning exists
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within what one is representing, i.e. objects, persons, ideas or events themselves, and 
representations provide an accurate reflection of the true nature of what already exists. 
The intentional approach argues that representations express only what the author, 
speaker or painter intends to say, his or her personally intended meaning. Meaning, 
however, has to be actively interpreted by viewers, readers or audiences who never take 
the same meaning which has been given by the speaker or writer. Both the reflective 
and intentional views are limited because they do not account for the ways in which the 
representation is received and interpreted by different cultural groups in different 
contexts. Perceptions or interpretations of ‘reality’ clearly differ over time and in 
different cultures as discussed in Chapter 2. Although each individual may understand 
and interpret the world in an unique and individual way, people who belong to the same 
culture (or adopt similar ways of life) share the same way of understanding and 
interpreting the world. In other words, cultural groups have a shared way of seeing the 
world, and language as a means of communication depends on shared linguistic 
conventions and shared cultural codes. The constructionist approach acknowledges 
that language does not simply reflect or passively convey meanings fixed or established 
elsewhere. It recognises that meaning is culturally constructed in and through 
communication and languages.
In a culture, groups of narratives and statements- a variety of discourse often create 
meaning. Foucault (1977) argues that discourses rather than just language could 
define and produce objects of knowledge rather than just meaning. It is through 
discourse that things acquire meaning and become objects of knowledge even though 
they can have a material or physical existence. Discourse is specific to particular times 
and places, particular contexts and histories (Foucault, 1977). It is also inextricably 
linked to practice (what people actually do) because these discourses construct social 
practices. In his Orientalism Said (1978) demonstrates that a discourse produces a 
form of racialised knowledge of the Other through different practices of representation. 
Knowledge always involves the exercise of power to make it true. In other words, 
power spreads through knowledge held within discourse. For example, powerful 
groups of society are able to control what people know and how people know by 
controlling discourse, and creating new or extended discourse. Thus, particular 
discourses and particular ways of representing things may enjoy widespread acceptance 
in the form of common sense or ‘truth’. In Foucault’s vision, knowledge and power 
are so inseparable that they are often written as power/knowledge. Representations
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of things are thus tied to discourses- ways of speaking and thinking about things.
In summary, representation is a process or a practice of signifying- i.e. meaning- 
producing, not directly from an object but from the way in which the object is 
represented. Representation is a designed or incidental production of meaning which 
is created through language, discourse, and image (Hollinshead, 1998). 
Representations do not reflect what ‘really’ exists in the world, but rather they tend to 
emphasise something and ignore others, that is, representation involves what is not 
being said, cannot be shown but what is being fantasized and is implied. In other 
words, representations are often partial and selective. Taking the constructionist 
approach, representation involves producing meaning by making links between three 
different orders of things: the world of things, people, events and experiences; the 
conceptual world-the mental concepts people carry around in their heads (images), 
which enable people to think about things; and the signs, arranged or translated into 
language, which ‘stand for’ or communicate these concepts (Hall, 1997b). Foucault
(1977) suggests that representations should not be regarded as merely reflective or 
distortive of a reality but as being highly concrete and constitutive of the very reality 
including values, meanings and knowledge.
Representation depends upon the practice of interpretation, the interpretative side of 
the human who is socially and culturally constructed. It is people in society or culture 
who use the representational systems- concepts and signs- to construct meaning and to 
communicate with each other. Representation can be involved in the production of 
particular ways of looking at the world. The particular ways of looking and meanings 
acquired through representation shape and influence social and cultural practices (what 
people do). Representations are not fixed and are never complete because different 
people interpret representations differently. As discussed briefly in Chapter 2, human 
beings may have been socialised to the dominant ways of seeing and thinking but they 
are not limited to those because human beings are motivated and creative. The next 
section will consider media representation of places.
3.3.2 Media representation of geographies: Place representation through the media
As discussed in Chapter 2, the world in which people live today is increasingly 
dominated by visual images produced by the mass media, main channels of 
communication in modem society. People in modem society are increasingly
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dependent upon the media for their images of non-local people, places and events. 
The further the people, places and events are from their own direct experience, the more 
they rely on media images for the totality of their knowledge (Morley and Robins,
1995). Furthermore, in the latest era of globalisation of worldwide communications, 
landscapes of different cultures are endlessly circulated and re-circulated across the 
globe via the mass media with the extraordinary array of signs and images (Urry, 
2000a).
Today most people’s knowledge of most places, from home places to foreign place, 
comes through media of various sorts and for most people the representation comes first 
before they have any direct experience of the reality of a place. It is now possible to 
experience geographies of different countries in a secondhand or vicarious way without 
actually visiting them through a variety of cultural forms of the media, ranging from 
novels, poems, paintings, films, and television to travel accounts, all of which can serve 
to communicate images or ideas about a particular place, space, landscape, and people, 
and to make them familiar to people. The mass media, in particular television and film, 
provide simplified and selective identities for places beyond the realm of immediate 
experience of the audience and create popular enduring images of places. Through 
those media depicting or representing particular places, people can enter far into other 
worlds and other places that are sometimes real and sometimes imaginative or fantasy. 
The media play a central role in shaping people’s geographical imaginations- the 
creation of people and places in their imaginations, packaging the world and world 
history for viewers. In other words, the media often have significant impacts on image 
formation and image change of the world.
Media representations have become the dominant way of thinking about places and 
may hide other, alternative representations. Hollinshead (1997) argues that the media 
mix fiction with fact by inventing new truths and reconveying commonplace truths, and 
have strong ‘natural’ preferences towards some story-lines rather than to others. 
Television can heavily reinforce acute imagery of the local or national past of a place 
because of its ease of watching, its enticing reproducibility, its strong conveyance of 
interpersonal drama, and its constant support of ‘reduced’ or stereotyped images 
(Hollinshead, 1997).
It is clear that places have been popularised through representations in television and 
films. The importance of cinematic representation, however, goes beyond the 
immediate relationship of an audience with the geographic imaginary and lies in the
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cultural, social, political, and economic milieu in which the imaginations of filmmakers 
and audiences can interact (Lawrence, 1998). Texts or messages produced in film and 
television productions are interpreted by imaginative individuals. Filmmakers and 
audiences may share the same text but can have very different interpretations. 
Moreover, as noted above, individuals’ interpretations of media texts are also framed by 
their pre-existing attitudes and social class background, ethnicity, gender, age, prior 
knowledge or memory and a broader social and cultural context. The interpretations 
then change over time and in different cultures in the same way as perception of reality 
does. Short (1991, p i57) states that “ there is a need for careful analysis which 
captures the dialectic of broad social context and individual creative impulse without 
reading off texts from a socio-economic position or else seeing texts as devoid of wider 
social meaning and signification”.
The relationship between media representation, interpretation (consumption), and 
culture (society) can be explained based upon the concept of circuits of cultural diagram 
developed by Jonhson (1986, as cited in Squire, 1994a) (see Figure 3.4). Production 
of popular culture is always subject to conditions (e.g. the media industry and the 
publishing business), while interpretations of these media texts are subject to consumers 
who are also influenced by conditions (e.g. socio-economic, psychological 
characteristics). Meanings are mediated by the lived experience of everyday culture 
(Tomlinson, 1991), while meanings given by individuals are also integrated into lived 
cultures or everyday life, which in turn stimulate new moments of production and create 
new textual forms.
Figure 3.4 The Circuits of Culture Diagram
Cultural forms
t
[r exts/Representatïôïï
Conditions -► |Production| |Interpretation| Conditions
%
Lived Cultures
(Consumption/Readings)
ISociety/Social relations]
Source: Johnson, R. (1986, cited in Squire, 1994a, p i06)
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The next section examines representations of places in films, television programmes, 
and literature as popular culture, in particular those related to the UK, which is the main 
focus of the case study of this research project.
3.4 Popular media representation of tourism landscapes
3.4.1 Representing places in popular media
As demonstrated in Chapter 2, places or locations strongly associated with films, 
television programmes, and literature or authors have become significant tourist 
destinations. This is because these places acquire values, images, interest, status and 
ambience special for tourists by their ascribed associations with the popular cultural 
forms of the media. People can gain a particular image of a place or a country or 
rather place-myths (mixtures of the real and imaginary) through media representations, 
which influence their tourism behaviour. The popular media have also consequences 
for the way people imagine space, place and landscape, and constructing new tourism 
geographies. There is thus a strong link between tourism and representations of places 
in literature, films and television productions.
Literary representation o f places
As shown in the previous chapter, the popularity of creative literature has fostered 
tourism by inducing readers to visit places famous from associations with books or 
writers. Literature offers a creative representation of a particular place and time, based 
on writers’ imaginations, experiences and memories, while readers can exercise their 
fantasy and imagination to live within a world described in literature for short periods of 
time. Literature can generate ‘place-myth’, mixtures of the real and imaginary, and 
places establish identity through literature, the various texts and images as well as 
particular meanings associated with them. Literature can construct an identity of a 
place, an area, even a country or nation. Literature also plays an important role in 
creating powerful images of places, whether positive and negative, or imaginative 
geographies and in changing the image of a place, which is consumed and appropriated
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not only by the reader but also by the general public. In some cases, the origins of the 
popular image of a tourist destination can be traced directly to specific literature 
(Newby, 1981). Ousby (1990) states that a large part of literature’s appeal is its 
connection with places, and places’ literary associations are a part of the tourism 
landscapes for many tourists.
Hutt (1996) argues that James Hilton’s novel Lost Horizon, has played a part in the 
shaping of Western preconceptions of a particular region: the Himalaya as magical 
realms, a pristine Shangri-la, together with political and social processes. In the 
famous novel, Hilton describes the region as a valley of contented citizens, self- 
sufficient in all basic resources, ruled by a benign and democratic government. 
Although Nepal in the area is in fact one of the world’s poorest countries, the majority 
of visitors still come to the area expecting a mystical utopia, to seek out the images 
constructed in the novel and then return home with the same preconceptions (Hutt,
1996).
Television and cinematic representation o f place
Since the vast majority of people in highly developed countries depend upon electronic 
visual media more than other sources of information, television, films, and video are 
among the modem world’s most effective conveyers of values, ideas and images of 
places and people of various cultures. Television, specially, is an asset open to 
virtually everybody and it is also a site of popular and social knowledge about the world 
and others (Barker, 1999). Rath (1985, 1988, as cited in Morely and Robin, 1995) 
argues that people in modem society all live in a ‘television geography’, where people 
view television representations and have televisual forms of para-social contact with 
others in their own living rooms.
Television and films are the major communication devices for disseminating 
representations of countries, places and peoples worldwide. Furthermore, film-makers 
and television drama producers of modem times prefer to shoot their productions in real 
streets, houses, castles, and many other natural settings which act as the backdrops to 
the story lines. In vast numbers of films and television programmes the landscape of 
the country as well as the history, architecture and nature can be represented 
spectacularly. Through television and films people can become armchair global 
travellers who see signs and hear discourses of and about other cultures and foreign
84
countries, and can then engage in actual tourist practices.
A number of particularly successful films and television programmes have created 
popular images and identities of places or countries in people’s minds, which can attract 
tourists, as illustrated in the previous chapter. Cultural and national identities of places 
can be effectively constructed from media representations. Myriad world cities have 
gained iconic status which are reinforced via films and television programmes. Many 
people, at least many Japanese people, may have constant image of Rome as Roman 
Holiday (1953) starred Audrey Hepburn and Gregory Peck, of romantic Paris as 
Charade (1963), of exotic and glamorous Casablanca as the film Casablanca (1941) 
starred Humphrey Bogart and Ingrid Bergman. The dominant imagery of Australia is 
of wilderness as portrayed in the three Crocodile Dundee films. On the other hand, in 
Australian television dramas such as Neighbours and Home and Away, modem 
Australian lifestyle is represented together with bright and sunny scenery sending a 
message of the meaning of Australian-ness as a national culture. The Quiet Man 
(1952) describing rural Ireland provided the most popular representation of Ireland and 
Irishness in the USA. Sonmez and Sirakaya (2002) argue that a film Midnight Express
(1978) created an almost negative image of Turkey by portraying Turkish dmg laws and 
prisons in the minds of potential tourists. Thus, popular culture as the pre-eminent 
mass entertainment media of the twentieth century, has functioned as a propagator of 
images, either positive or negative, of particular nations, and their national identity and 
character (Richards, 2000).
The UK is one of tourist destinations which have numerous places associated with 
popular cultural forms of media, such as films, television programmes, and literature. 
The British tourism industry has extensively employed these media associations in the 
promotion of the UK as a tourist destination. As explained in Chapter 1, this study 
adopts a case study of Japanese tourism to the UK, the next section therefore focuses on 
representations of the UK in films, television, and literature.
3.4.2 Representation of the UK in popular culture
Literary representation o f the UK
In the UK there are numerous writers and poets who were inspired and influenced by 
particular areas or places in the country where they lived and worked or visited. Those
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writers have provided literary representations of those areas and have contributed to the 
creation of images, myths and the collective imagination of the places, influencing the 
perception of certain geographic areas. For example, William Wordsworth and Sir 
Walter Scott took actual landscapes in the Lake District and Scotland respectively and 
portrayed them in literary form, and both were largely responsible for popularising these 
areas and in transforming literary landscapes into tourism landscapes (Butler, 1998; 
Squire, 1988). In Wordsworth’s nature poetry a portrait of place is coloured by intense 
emotion, and such elusive and subliminal dimensions of landscape provoke endless 
public fascination and attract tourists who have a desire to recreate the emotional 
experiences in the places described by him or the romantic landscape (Squire, 1988). 
Similarly, Sir Walter Scott created and developed the imaginative tourism landscape of 
Scotland, in particular the Highlands, based on a mixture of reality and artistic licence, 
and caught the romantic imagination of the Victorian society through his poems and 
novels (Butler, 1998). Watson (1970, as cited in Aitchison et al, 2000) suggests that 
both Scott and Wordsworth’s works have a very strong sense of landscape and feeling, 
rather than simply viewing the landscape.
British literature is also rich in descriptions of country life and rural landscapes, 
which can be a powerful source of viewing the countryside. Over the centuries, many 
writers and poets have given evocative descriptions of the beauty of the countryside. 
For example, some classics of British children’s literature use the countryside and 
nature as a backdrop for adventure or fantasy stories and a great wealth of stories for 
children provide idealised and romanticised representations of rural landscapes. Those 
popular classics include A.A. Milne’s Winnie-the-Pooh stories, set in Sussex, Beatrix 
Potter’s Peter Rabbit stories set in the Lake District, Kenneth Grahame’s Wind in the 
Willows, set in the Thames Valley, and Arthur Ransome’s Swallows and Amazons, set in 
the Lake District. Tourists may be directed toward those idealised romantic sites and 
literary shrines and be encouraged to see particular landscapes through the eyes of the 
writers who portrayed them.
Furthermore, a popular English literary subject has long been the life of country 
gentry and the country estate in the countryside. The continued centrality of the 
country house as a setting for stories is one of the characteristics of English literature 
(Bunce, 1994). Jane Austen’s novels are about landed society or country house society, 
portraying features and routines of the country life, in particular set in Southern England, 
including Surrey, Devon, Somerset, and Wiltshire. In her novel Pride and Prejudice,
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landscapes of the grounds of several country houses, and their elegant interiors are 
depicted. In Evelyn Waugh’s novels such as Brideshead Revisited, and A Handful o f  
Dust, the country house is often used as the setting for stories with depiction of their 
leisured lifestyles. Many popular mystery stories by Agatha Christie and Arthur 
Conan Doyle are also organised around the country house. Frances Hodgson Burnett’s 
much-loved children story. The Secret Garden is set in the Yorkshire moors and a stately 
home with an English garden which symbolises England and a desired, idealised 
English rural lifestyle. All these works centred on aristocratic life and the country 
house, have remained enormously popular among contemporary readers. The 
contemporary appeal of the English country house literature may lie in the 
sentimentalised and romanticised images of country house society as traditional English 
rural society with the old order.
Emily Bronte provides very different representations of rural landscapes from 
children’s literature and country house literature above. Daiches and Flower (1979) 
state that no novel is so saturated in the atmosphere of a particular kind of countryside 
as Emily Bronte’s Wuthering Heights. Her story is set in the moors of the west 
Yorkshire, whose seasons, and different kinds of weather are closely bound up with the 
whole pattern of the story. The story seems to emerge naturally from the wild and 
deserted Yorkshire landscapes (Giddings and Selby, 2001). Wuthering Heights is the 
quintessential novel of the moors (Daiches and Flower, 1979). For readers of her story, 
Haworth, where Bronte was bom and the Yorkshire moors may be permanently 
associated with her story, Wuthering Heights.
Television and cinematic representation o f the UK
Over the years hundreds of films and television dramas have been shot throughout 
Britain, making use of the actual landscapes of the island, including country houses, 
valleys, peaks, castles, beaches, streets and historical landmarks. Rural spaces and the 
countryside, especially, have been used as settings for films and television productions 
to feed idealised images of the mral and mral lifestyles held by many people living in 
urbanised and industrialised societies. Television dramas, such as Last o f  the Summer 
Wine and Heartbeat, draw on idyllic representations of the English countryside and 
country life. A sense that the countryside is special because the life is better and the 
people are kinder is articulated by those television productions. In other words, the
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countryside has become the national landscape for the UK and the television imagery of 
the English countryside draws visitors to locations.
Reflected the development of heritage in popular culture from the 1970s, numerous 
films have been produced concerned primarily with the re-creation of the past, inspired 
by classic literature rather than real historical events (Terry-Chandler, 2000). Terry- 
Chandler (2000, p68) defines heritage as “the representation of the past for popular 
contemporary consumption”. So-called British heritage films, in particular adaptations 
of classic literature, tend to construct a particular version of the national past: one which 
is associated with the privileged lifestyles of the English upper classes, elite institutions 
(such as Cambridge and Oxford universities), the countryside and the country house, the 
Home Counties (the areas of semi-countryside stretching around the capital city, 
London), and ex-colonies (Hill, 1999). The Merchant Ivory productions of E.M. 
Foster’s novels such as A Room with A View (1986), Maurice (1987), and Howard’s 
End (1992), and film and television adaptations of Jane Austen’s novels such as Pride 
and Prejudice (1995), Sense and Sensibility (1996), Emma (1996), and Mansfield Park 
(1999) are prime examples of these heritage films employing elements pointed out by 
Hill. In many of those films the past is visualised within a particular heritage aesthetic, 
and the rural landscape of southern England is used as locations. The appeal of 
heritage films may be the combination of visible history and beautiful countryside and 
they have become an excellent means of promoting tourism to locations and the whole 
country itself in which filming took place with their displays of historical and cultural 
heritage (Sargeant, 2000).
Higson (2000) argues that those heritage films mirror British cultural and 
architectural landmarks and evoke familiar discourses and images of landscape, 
architecture and place steeped in traditions of propriety, gentility, behaviour and 
manners of bourgeois. These films help develop the idea of Britishness and national 
identity through offering a particular portrait of British life and culture to their global 
audiences. Its valued landscapes like the English countryside that features in heritage 
films and abounds with monuments to past achievement (Urry, 2000a) also act as a 
shorthand for the UK as whole. It seems that a sense of British national identity has 
been derived almost entirely from England, which has often been used interchangeably 
with the UK to describe the nation, and whose landscapes are frequently used as 
representative of an entire nation of the UK.
During the 1980s and 1990s, however, there has been a growing number of very
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different kinds of British films which project national and regional identities which 
question or contest stereotypical constructions of Britishness (Hill, 1999). For 
example. The Full Monty (1997) and Brassed O ff (1997) portray the working-class life 
in post-industrial areas of England, set firmly in the present modem Britain. On the 
other hand, the Hollywood blockbuster film, Braveheart (1995) offered a brand image 
with which to encapsulate the history and geography of Scotland (Aitchison et al, 2000). 
Scottish films such as Gregory’s Girl (1980), Shallow Grave (1994) and Trainspotting
(1995) and Welsh films such as Twin Town (1997) clearly represent contemporary 
Scottish and Welsh identities, portraying urban working-class life rather than bourgeois 
and rural. Although Scotland’s main international appeal may be still rooted in its 
history, myth and romance, the traditional tartan heritage as portrayed in film 
adaptations of Scott’s works like Rob Roy (1995) (Seaton and Hay, 1998), and 
Braveheart, the three Scottish films above have provided a different representation of 
Scotland, of contemporary Scottish realties and avoided the conventional signifiers of 
‘Scottishness’ (Hill, 1999), compared to Rob Roy and Braveheart.
As seen above, many parts of the UK can be seen and remembered through the eyes 
of poets and novelists and the camera eyes of producers of films and television 
programmes. Popular culture thus constitutes another means of understanding and 
representing British culture and society. Popular media representations can exert the 
most powerful influence on the images and knowledge of places and people: they can 
change the image of a place and in turn recreate a place identity in the new image. 
Media representations provide audiences with new geographic imaginary and 
knowledge while audiences add new cultural values to those locations.
Tourism is essentially based on the production, reproduction and reinforcement of 
images of tourism products or destinations (Hall, 1998). It is the sign or image of 
destinations that promoted, rather than reality. This can be achieved unintentionally 
through literature, television programmes, and films, as noted above, and intentionally 
through tourist advertising and promotional literature, which will be discussed in the 
next section.
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3.5 Construction of tourist destinations through place promotion
3.5.1 Place promotion/ Destination marketing
Places and spaces become manipulable in the public interest through the image creation 
and visual, textual, and symbolic representation as noted above. The tourism industry 
has increasingly transformed places into attractive tourist destinations and attractions by 
constructing or reproducing images and identities of places especially for tourists who 
experience that image and identity in specific ways. Tourism destination marketing 
involves generating and transmitting a favourable and positive image to which potential 
tourists are exposed in their home region. Establishing a distinct destination identity 
and image in the market place has become an important task for tourism promoters, 
especially for national tourist authorities. Thus, tourist destinations are the focus for a 
variety of tourism promotional activities. As previously noted, the image of a place 
can create desire for the real thing- travel to the place itself as well as expectations. 
Tourism presentation and promotion employing textual and visual forms such as 
brochures, guidebooks and advertisements, shape in part the customer’s perception of 
places or spaces by creating specific images, signs, symbols, myths or metaphors. In 
other words, those images, signs, symbols, myths or metaphors become means for 
manipulating perceptions of consumers and differentiating places semiologically. 
Hughes (1998) argues that tourism depends on the qualities of a destination as 
represented to tourists through promotional literature.
Attempts to promote places for the tourist market are nothing new, but in recent years 
places have increasingly become subject to strategies of ‘imaging’ or ‘re-imaging’, 
‘theming’, and ‘re-visioning’, in response to the growing globalisation and cultural 
homogenization of the travel marketplace. As discussed briefly in Chapter 2, 
destinations need to be built up and promoted as easily identifiable brands in the world 
market in a globalised world where differences are being erased. Place promotion is 
about creating distinct place-identities and images in the eyes and minds of global 
tourists (Robins, 1999).
Graham et al (2000) suggest that place promotion is related to models of the phases 
of consumer decision making (see Figure 3.5 below). In the early stages the task of 
promoters is to create awareness or recognition of a place among consumers by
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presenting a distinctive identity of the place. Proceeding further through the process of 
choice, the preference for one place rather than another place can be encouraged by 
giving more detailed information about the place and its attributes. Fakeye and 
Crompton (1991) categorise promotion in three functions: to inform, to persuade, and to 
remind. It should be noted, however, that consumer decision-making or place 
evaluation is often a mixture of components and does not progress in a smooth linear 
fashion or in a rational manner. The process tends to switch back and forth, cross, 
project forward in time, dealing with the past (Dann, 1996d).
Figure 3.5
Place marketing and the phases of consumer decision-making
Stage Communicate
---------- ^ ...<................ Awareness
Search M.............  Knowledge
^  Need recognition
Evaluation M.............  Preference
i
Action M.............  Conviction
i
Fost-aetion M.............  Justification
Evaluation
Source: Graham et al (2000),pl66
3.5.2 Producing tourist destinations through promotional literature- image 
promotion
As discussed above, the tourism industry has an active role in creating tourist 
destinations semiotically through the medium of place representation. Tourism 
promotional literature such as brochures, guidebooks, television travel programmes, 
travelogue (travel writing), and advertising provide key representations of destinations. 
Although travelogues tend to offer personal evaluation of destinations based on
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interpersonal travel experiences including positive, neutral, negative images of tourist 
destinations, other promotional media always provide positive images of destinations 
and their inhabitants. In order to build a positive image of the destination, tourism 
promotional literature usually select beautiful pleasant scenes and exclude ugly ones. 
Visuals such as pictures in those promotional materials, especially, convey symbolic 
elements of the destination and play a principal role in creating and communicating an 
image of a destination. Mellinger (1994, p758) argues that “mass-mediated 
photographic images shape what tourists see and how they see and understand the 
objects of their gaze”. For example, a photograph of a pretty British village can be 
read as a representation of traditional (pre-industrial) Britain and tourists are attracted 
by promises of encounters with the ‘traditional’ Britain.
There has been an increasing presence of cliche in tourism promotional material. 
In tourism promotional literature, destinations are often represented in a kind of patois, 
being referred to, as ‘the sunshine coast’, ‘the city of discovery’, and ‘a world of a 
difference’ to convey some kind of spatial identity and image (Hughes, 1998). The 
smiling, welcoming faces of happy friendly locals are also a common component of 
tourism imagery while tourist experiences are sold as ‘the journey of a lifetime’, 
‘unique’, or ‘never-to-forgotten’, revolving around dream or utopian images. For 
example, in the tourism imagery the Caribbean and the Hawaiian Islands have been 
transformed into ‘romantic tropical paradise islands’ where tourists can escape from the 
pressures and stress of daily life. Many of the Far East countries and their inhabitants 
are represented as being naturally, historically and culturally different from the West, 
which invites readers acts of imagination and makes those destinations enticing enough 
to persuade them to travel (Dann, 1999). In this way, destinations are increasingly 
being imaginatively or semiologicaly differentiated and marketed as attractive.
Dann (2001) argues that there are advantages and disadvantages in the utilisation of 
cliché in tourism publicity. Advantages lie in their ability to provide security by 
supplying a sense of familiarity and safety, give people what they want (fantasy), reveal 
hidden truths, and to act as mental souvenirs and vehicles of memory. On the other 
hand, disadvantages include their acts as agents of gendered and political control, self- 
perpetuating mechanisms of inevitability, meaningless expressions, and as imposed 
stereotypical imagery. Such cliche in tourism marketing may misrepresent 
destinations and local people and raise accompanying unrealistic expectations in visitors 
(Dann, 2001). Tourism can end in disappointment if one’s expectations and images
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have been deceived.
Tourism promotional imagery builds on the ideas, values, desires and symbols which 
already exist in society and culture (Morgan and Pritchard, 1998). These cultural 
ideologies and values frequently used in tourism promotion include the beautiful, 
romantic, idealised, mystical, and feminised (Wang, 2000). Wang (2000) argues that 
the images employed in tourism advertising are seductive not because they are 
themselves inducing but because they represent and convey what people already hope 
and desire, namely socially and culturally constructed ideals and dreams. Selwyn
(1996) also argues that tourism depends on such culturally constructed images and a 
country and its people are represented as stereotypes in much tourism promotional 
material. Stereotyping involves exaggerating, simplifying and fixing things (Hall, 
1997c) and stereotypes are socially and temporally specific (Morgan and Pritchard,
1998). Observing British television holiday programmes, Dunn (2001, 2002) argues 
that they operate within conventions which privilege the familiar, recongised or 
recognisable icons or markers of place and recycle familiar stereotypical images. 
Thus, the stereotypical visual triggers or signifiers of place (e.g. a shot of the Eiffel 
Tower in Paris and that of sheep in New Zealand) are shown to confirm viewer’s 
existing preconceptions and the accompanying script tends towards the cliché of the 
guidebook. The main role of television holiday programmes seem to be to offer a 
collection of televisual and self-referential picture postcards rather than to effect an 
adequate translation of cultures in order to offer a variety of meanings.
When the tourism industry promotes a whole nation as an international tourist 
destination, national symbols such as flags, anthems, capital cities, ceremonies, customs, 
and ways of life are frequently used as a means of attracting overseas tourists to their 
nations. Those symbols are seen as the distinctive mark of a nation by overseas 
visitors (Lanfant, 1995, as cited in Palmer, 1999). The historical national symbols -  
heritage help to construct and to convey a distinctive sense of national identity or 
nationhood for tourists, transmitting very particular messages about a nation (Palmer,
1999). The tourism industry has increasingly packaged a national or cultural identity 
for sale to tourists. Home (1984, p i66) argues that “nationality can be one of the 
principal colourings of the tourist vision” because many overseas visitors pay their 
respect to nationality by seeking out the most stereotyped cultural forms such as 
souvenirs, national dishes, national drinks, national dress and national ceremonies.
Dilley (1986) suggests that the national tourist authority’s publication is one of the
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most important mediums for the formation of images of overseas holiday opportunities 
and an official tourist image of a nation. Waitt (1997, p57) argues that “inherent to all 
national tourist organisations is a power to speak authoritatively about a national 
identity that is promoted abroad”, although obviously it is quite a difficult business for a 
national tourist organisation to promote a singularly national identity because a nation 
as a destination is composed of a number of diverse geographical regions, attractions, 
products, services, and cultures. It is also often pointed out that there is an enormous 
gap between the description and image of a country as promoted by the tourism industry 
and the actual reality of the country.
Harrison (1997) raises doubts about whether there is social control which is exercised 
by the tourism industry through its promotional material as Dann (1996b) suggested. 
He argues that potential tourists do not believe all the information and description about 
holiday destinations in promotional material because they are more active in reading 
brochures and guidebooks. In other words, many tourists may well know that the 
images presented in tourism promotional material are unreal. Morgan and Pritchard 
(1998, p47) also suggest that “many individuals recognise that advertisers are 
misleading and dishonest and deny being unduly influenced by them”. It can be also 
argued that much tourist literature does not serve to persuade potential tourists but 
rather to confirm the intentions of those already planning to visit (Morgan and Pritchard, 
1998). Moreover, Lumsdon (1997) states that those promotional tools will be 
ineffective in the long term because tourists are increasingly becoming experienced, 
confident, and intolerant of manipulated images of destinations portrayed in the 
promotional material.
The image promoted through place promotion may not necessarily be matched in 
reality, which will result in a gap between the image perceived of the customers and the 
image projected by tourism promoters. As previously mentioned, consumers are not 
merely passive receivers of images and representations produced by tourism promoters 
and rather they are actively involved in the production of meanings and interpretation in 
ways unintended by the producers. People interpret and decode the message of the 
promotional material quite differently from the intended message by promoters through 
numerous cultural and individual filters, their social networks, other sources of 
information and their previous holiday experiences. People have their own individual 
geographical imaginations formed by a variety of social, cultural, personal, external 
factors. Representations of tourist destinations are subject to different interpretations.
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Thus, the ways in which destination images are actually perceived by people are diverse. 
Destination images perceived by individuals in the travel market, however, have much 
to do with a destination’s success in tourism development. The main goal of 
promoters may be to match to the greatest extent possible the promoted and perceived 
image (Kotler et al, 1993) because images determine expectations or preconceptions 
about tourism product or destination, and people tend to expect reality to confirm such 
expectations and preconception. It is, therefore, always critical for promoters to 
identify how actual and potential tourists perceive the destination and its attractions, and 
how they interpret them. This study, therefore, explores the relationship between 
projected images of a destination and its perceived images by tourists.
3.5.3 Tourism place promotion and popular culture
As seen above, popular cultural forms of the media can contribute to the creation of 
certain images of tourist destinations and play an important role in representations and 
reconstruction of places. Although popular culture is one autonomous information 
source which can be widely received beyond the destination’s control, many tourist 
destinations have employed the power of popular culture to assert their distinctiveness 
and cultural particularities. Places or cities have thus increasingly capitalised on the 
media image of the place, which can convey messages about distinct attributes of the 
place, stressing the cultural or heritage elements.
The media themes or associations have been utilised in the tourist industry, ranging 
from tourist products (destinations or tours), souvenirs, accommodation, and advertising 
to promotional activities by the regional tourist organisation. Some cities and towns 
appeared in literature have utilised its literary associations to offer tourism products. 
In Edinburgh there have been guided walking tours around the city’s real-life locations 
used in Ian Rankin’s modem crime novels, while in London followers of Sherlock 
Holmes, the famous fictional character in Arthur Conan Doyle’s crime stories, have 
been enjoying guided walking tours around locations included in the books. Recently, 
not only tourist destinations but also accommodation sectors increasingly draw on 
popular culture, especially films, to promote them. For example, a hotel group Best 
Western has run an advertising campaign in Radio Times magazine by introducing their 
hotels throughout Britain with the connections of film locations as area attractions. 
Dunn (2001) suggests that British television holiday programmes also tend to use strong
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fictional signifiers or markers derived from films and literature because images of 
places created in films and literature can be replicated or parodied visually and those 
places with strong images can be easily become the object of the camera and tourists.
There has been an emerging trend in tourism towards promotion of places both actual 
and imaginary, employing their associations with literature or films and television 
programmes. Those places are often promoted under the names of famous writers or 
particular television series in order to brand themselves and to provide a form of spatial 
identity to which tourists will then be drawn. Hans Christian Andersen’s Odense in 
Denmark and Anne of Green Gables’ Prince Edward Island in Canada are good 
examples of the case. In the UK these media-themed tourism landscapes include ‘the 
Last of the Summer Wine Country’, ‘Emmerdale Farm Country’, ‘Heartbeat Country’ 
and ‘Inspector Morse Country’, ‘Catherine Cookson Country’, ‘the Bronte Country, 
Yorkshire’, ‘Hardy’s Dorset’, ‘Bum’s Country in Scotland’, ‘Scott’s Border Country’, 
‘Shakespeare Country in the Midlands’, ‘Jane Austen’s Country, Hampshire’, and 
‘Wordsworth’s Lake District’.
Moreover, tourism advertisements increasingly refer to popular cultural cliches such 
as movies and television dramas filmed on location in places and utilise celebrities to 
promote a destination producing brochures that include actual shots of the stars and a 
foreword from them. For example, the Australian Tourism Commission used Paul 
Hogan in tourism campaigns in the United States for some years after Crocodile 
Dundee's enormous success to develop an image of Australia as a friendly, attractive 
and environmentally diverse tourist destination. The campaigns by Paul Hogan were 
more successful in generating interest and Australian bound travel from the USA than 
previous campaigns based more on the dissemination of information about tangible 
recreation resources (Ross, 1998). Sir Cliff Richard appeared on the Bronte Country 
Holiday Guide when he was acting Heathcliff of Wuthering Heights in the theatre. 
Wales Tourist Board produced a magazine-style collection of articles by celebrities with 
connections to Wales, including Sir Anthony Hopkins for the UK domestic market. 
The particularity and identity of a place created by media images or themes becomes an 
effective means for product differentiation.
Nottingham has also promoted itself as the home of Robin Hood, a fictional hero of 
legend since the 1980s, in particular after the opening of a new Robin Hood visitor 
centre in 1989. The city capitalised on Kevin Costner’s film, Robin Hood Prince o f  
Thieves released in 1991 and won the BTA’s UK Tourism Marketing Award for its
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marketing campaign relating to the release of the film (Holloway and Robinson, 1995). 
The success of the film generated a world-wide awareness and interest in the Robin 
Hood legend resulting in Nottingham being given an opportunity to stimulate awareness 
of the area and to create a desire to visit the city by providing themed products 
including a ‘Robin Hood Package’ offering a special accommodation rate for selected 
hotels. The success of the campaign, coupled with the attractive package, increased 
attendance at events, attractions and incoming enquiries (Holloway and Robinson, 
1995).
Since the power that film and television can have in raising the profile of places has 
been increasingly recognised, the tourism industry is working with film-makers to 
promote their destinations as possible locations and to place destination in a film or 
television series (Morgan and Pritchard, 1998). Morgan and Pritchard (1998) note that 
the trend has led to the blurring of a clear distinction between ‘projected’ and ‘organic’ 
images.
3.6 Conclusion
As seen above, representations and images which people consume are in fact 
constructing much of what people view as reality and influence their purchasing 
behaviour. Tourism is a social and cultural practice which owes its whole existence to 
people’s images and anticipation. Although the creation of tourist images is a complex 
process, involving an interrelation between the needs or motivations of the tourists and 
what can be offered by the host country, the tourism industry and the media including 
popular culture are prolific sources of certain kinds of geographical knowledge and 
images or imaginations. Images, knowledge, representations, and practices that 
construct tourist experiences may be influenced by a vast range of social and cultural 
activities including education, popular culture, and place marketing. It is certain that 
the media in all their forms play a prominent role in shaping people’s travel behaviour 
through representations of tourist destinations in which certain aspects of culture, 
landscape, history and activity have been selected and constructed as tourist markers. 
Mellinger (1994,p776) argues that “tourists inhabit a mass-mediated culture in which 
the proliferation of hegemonically-scripted discourses, including television programmes, 
feature films, travel books, brochures, and postcards, act as powerful tour guides that
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can produce ideals, identities, and role models for tourists and define their situations, set 
their agendas, and establish the boundaries of their gaze”. These media 
representations of tourist objects and destinations are more immediate and accessible 
than the originals. Media representations constantly produce and reproduce objects or 
sites for the tourist gaze as well as creating fresh place imagery. Thus, media 
representations are now integral to tourism and the tourist industry (Edensor, 1998).
As noted elsewhere, people tend to be motivated to visit a particular place by specific 
images, memories, associations, emotional commitment or attachment to the place and 
meanings (Schama, 1996), and people are concerned with what stirs their imaginations 
and raises their interest. Through associations with novels, films and television 
programmes, powerful meanings and images are given to places while these images and 
meanings become imprinted on people’s sensibility. The imagined world existing in 
people’s minds is far more significant than reality. Tourism promotional literature 
tends to be relatively immaterial in shaping general images of tourist destinations 
because it lacks in the power of generating such strong place meanings and emotions 
engendered from literature, films and television programmes. On the other hand, 
popular cultural forms of the media can “catch the way people feel but it can also shape 
the constitution of thinking, feeling and evaluation and it can influence the way that 
people act” (Shurmer-Smith and Hannam, 1994, plO). Images, sings, symbols, 
fantasies, associations derived from popular culture are so preeminent in constructing 
people’s perception of the world and can be sustainable for a considerable time. 
Literary or cinematic depiction of a country could be the most enduring image of the 
country. Furthermore, through repetition in the media and worldwide distribution, 
these meanings and images are widely recognised and collectively understood on a 
global scale. Popular cultural forms of the media thus can be enormously influential 
because they penetrate the subconscious of everyday life, creating new patterns of 
international tourist awareness, fuelling desires to see the places portrayed or 
represented, and instilling within people new ways of seeing tourist destinations 
(Williams, 1998). Since media representations have become so predominant, a certain 
way of representing a place or destination via television, cinema and literature may 
conceal other, alternative representations.
More and more people are being exposed to representations provided by ‘global’ 
popular culture and they are used to seeing places through the media. Popular cultural 
forms of the media can create tourism geographies in a strong sense, in particular a
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nation’s international identity, actively shaping interactions in and with places and 
offering images, symbols, dreams, fantasies, myths and associations into which people 
buy. Although the information and images of destinations are provided by a large 
media industry, it is popular culture, which exerts the most powerful influence on the 
images and identities of tourism places through its representations.
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Chapter 4 
Leisure and Tourism in contemporary Japan
4.0 Introduction
Japan’s rapid industrialisation, modernisation and westernisation, which began in the 
late 1900s and accelerated with the end of the World War Second in 1945, have made 
the nation a materially affluent society like advanced Western nations. Today Japan is 
generally viewed as a highly industrialised, overcrowded and congested society in 
which people live in small houses, work long hours, commute great distances and have 
little time for leisure. Since the 1980s, however, the Japanese government has 
encouraged Japanese citizens to spend more time at leisure by reducing working hours 
and providing a more leisure-oriented environment as well as opportunities for leisure 
enjoyment. Japan has made significant improvements in the lifestyle of its citizens 
through increasing leisure services and disposable income to purchase those leisure 
services, entertainment, and tourism products.
Japan is today the largest international tourist-generating country in the Asia Pacific 
region and has been the fourth leading tourism generator in terms of international 
tourism expenditures in the past few years. Although Japan has become increasingly 
internationalised and Asian destinations have dominated the Japanese overseas market 
there is still a strong trace of Occidentalism that originated in the Meiji era (1868-1912). 
The UK has long attracted Japanese tourists in significant numbers as one of several 
popular destinations in Europe with historical and cultural attractions. During the 
1980s, Japanese tourism to the UK grew faster than to any other European country.
The aim of this chapter is to provide an overview of the developments and trends in 
Japanese leisure practices, including the consumption of popular cultural forms of 
media such as films, television programmes, and literature, and international tourism as 
well as a broader understanding of the contexts within which Japanese leisure practices 
including international tourism are created and carried out. It then examines the 
developments and characteristics of Japanese international tourism, in particular that to 
the UK, focusing on what aspects of British tourism resources attract Japanese tourists 
and what marketing activities have been carried out by the British Tourist Authority
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(BTA, presently VisitBritain).
4.1 Japanese Society and Culture
It is a well-known fact that Japanese society and culture, including language, have 
developed under the influences of other foreign countries, in particular Chinese culture 
including Buddhism during the seventh and eighth centuries and Western culture in 
modem times since the late nineteenth century. The modernisation of Japan began 
with the Meiji Restoration in 1868 when the Meiji Imperial government was established 
and isolationism, a closed-door policy since 1639 ended, bringing great social change in 
Japan. With the aim of modernising along Western lines and catching up with the 
industrialised Western nations, Japan began to accept Western culture and technologies, 
including administrative and industrial techniques, by inviting technicians, engineers, 
scientists, doctors, legal experts, and educators from the West during the Meiji period 
(1868-1912). It can be argued that Japan could borrow Chinese culture because of its 
geographical location. Western culture was, however, introduced across a considerable 
distance in a very different way.
Different countries may have produced different images of Japan, but there are a 
number of stereotyped views of Japanese society and culture. In Orientalist (or old) 
views Japan is “an unchanging, traditional, conformist, group-oriented, Asian country, 
portrayed through images such as the samurai, geisha, and Mount Fuji” (Home, 1998, 
p38). It is clear, however, that Japan today is a modemised, post-industrialised and 
westemised society with the second biggest economy after the USA. Japan has 
increasingly been acknowledged through developments such as the ‘Walkman’, 
Karaoke, computer and video games, virtual reality leisure centres, and theme parks, all 
of which have contributed to creating ‘high-tech’ images of the country (Morely and 
Robins, 1995).
4.1.1 Characteristics of Japanese society
Like advanced industrial nations in Europe and North America, Japan is now making a 
further transition to what many authors see as a postmodem society, and has been 
affected by global trends, opportunities, problems and processes (McCreery, 2000). 
As Treiman (1970, cited in Ishida, 1993) suggests, Japan, as one of the mature industrial
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societies, has the cross-national similarity found in other industrial societies, such as 
extensive education, pervasive mass communications, greater urbanisation and 
increased geographical mobility. The Japanese population of 127.61 million (as of T* 
of August 2003) is unevenly distributed and concentrated on the industrialised coastal 
plains, namely in three major metropolitan areas (Tokyo, Osaka and Nagoya 
metropolitan areas) that accounted for 44.2 per cent of the total population in 2000 
(Statistics Bureau, 2003). Japan has now moved from high growth to slow growth 
after the burst of the bubble economy, from a young society to an aging society. With 
the rapid economic, cultural and social changes of the last fifty years, people’s ways of 
living have changed and are still changing, as well as the material circumstances in 
which Japanese children grow up.
Despite the similarities and overlaps between other industrial societies, it is certain 
that Japan has “something distinctive- collective but not unitary- about the contexts 
within which Japanese people give meanings to their actions and experiences and make 
sense of their lives (Robertson, 1997, p98)”. This section describes the contexts and 
some features which are identified as key aspects of Japanese society and culture as a 
background to understanding their tourism behaviour and perceptions.
Japan is a collectivist society
In her book The Chrysanthemum and the Sword, Benedict (1947) characterised Japan as 
a collectivist society, as opposed to the Western individualist societies where individuals 
speak for themselves and work together. The Japanese have been long portrayed as 
having a collectivist character of thinking and behaviour, placing importance on mutual 
dependence, group membership and group solidarity, rather than the independence and 
individuality valued in the West. The Japanese people have an extremely strong sense 
of belonging, in particular in relation to a group such as the family and the company to 
which they belong, developing strong insider and outsider attitudes. Vogel (1970, 
1979, as cited in Raz and Raz, 1996) suggests that the group orientation creates an 
atmosphere in which human alienation is minimal.
Hamaguchi (1977) argues that Japanese collectivism or groupism implies 
contextualism : individuals exist as human beings only in a social relationship between 
them. Murase (1984, as discussed in Wierzbicka, 1997) also argues that Japan has a 
relationship-oriented culture where trustful relationships with others foster openness and
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dependence. People are situated in a variety of context-bound particular relationships 
and the relationships form the very basis of human subsistence in Japan. Japanese 
society can be viewed as being composed of a network of personal ties and 
dependencies rather than of isolated individuals. The large and dense social 
relationship reflected in an endless round of gift giving and receiving, is regarded as a 
unique feature of Japanese culture. Gift giving and receiving is a means to build up 
and maintain personal relationships. The networks of long-term relations between 
people are also reflected in the Japanese version of industrial capitalism. It is well 
known that Japanese corporations rely on established long-term networks in business, 
rather than using newcomers (Money and Crotts, 2000).
The Japanese of today seem, however, to be moving toward a more individualistic 
society partly as a result of increased exposure to Western cultural influences. 
People’s desires and wants have increasingly become diversified because Japan no 
longer has a single goal for the entire population (Shindo, 1998, as cited in McCreery, 
2000). Different groups are now able to make various kinds of sense of their lives 
described as ‘fragmented’ or ‘different’ (Treat, 1996). A study by Woodring (1995, as 
cited in Yi and Park, 2003) revealed that Japanese university students value 
individualism and equality more than do the general population. A recent study 
reveals that Japanese children do not worry about being different from others and accept 
more diversity in values than previous Japanese generations, while they are very 
sensitive to trends and interested in their own appearance (McCreery, 2000). Although 
the older generation seem more society-oriented, young people are more individual- 
oriented, looking for a personal identity as individuals. Thus, young generations, in 
particular urbanites, have increasingly become more self centred, giving a high priority 
to self fulfilment and personal comfort. Japanese society has thus increasingly 
accepted the western sense of individualism, showing behavioural patterns and attitudes 
similar to those of Westerners.
Japan is a homogeneous (egalitarian) society
Japanese society is often said to be one of the most ethnically homogeneous countries in 
the world, based on the fact that a single ethnic group of Japanese with one language 
and a strong social and cultural coherence has occupied the same area for a very long 
time (Nakane, 1973, 1997). Although there are few distinct ethnic groups, such as
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minority populations of Ainu and Korean, as well as those from other foreign countries, 
many Japanese people tend to regard Japan as homogeneous in terms of ethnicity, all 
equally Japanese. It is said, therefore, that it is very hard for a foreigner to be fully 
accepted as a part of the Japanese society.
Furthermore, Japanese society is portrayed as a classless society or ‘middle strata’ 
society. Murakami (1977, as cited in Ishida, 1993) argues that the rapidly rising living 
standard since the 1960s created a huge intermediate stratum which belonged neither to 
the lower nor the upper class and whose members were highly homogeneous in their 
lifestyles and attitudes. He further explains that there are no longer any fundamental 
differences in ways of talking, dressing and living among managers, clerks, manual 
workers, shop assistants or farmers. According to a government survey in the 1980s, 
90 per cent of the respondents believed that they belong to the middle class and about 
50 per cent of those identify themselves as the middle of the middle class (Home, 1998). 
The 1999 survey reveals that approximately 80 per cent of respondents stated that their 
standard of living was in the middle level and the ratio still remains high (JETRO, 
2000).
In the workplace, salaries are awarded and increased according to age and experience 
(the length of service) rather than merit. Many Japanese companies offer considerable 
security of employment, including lifetime employment, with pay increased with years 
of service and seniority at work. The possibilities for its members to gain education 
and occupation are distributed fairly regardless of the family position into which they 
are bom. The Japanese education system has achieved widespread literacy (99 per 
cent of the population) and income is relatively evenly spread throughout the population. 
Most Japanese people are able to have the basic durable goods for modem living such 
as a colour television and a car. It can be argued that Japan continues to see itself as a 
nation with an unchanged middle-class orientation or ‘middle class consciousness’.
Ishida (1993, p236), however, argues that “employees in large firms tend to have 
more favourable status attribute than those in small and medium-sizes firms, even 
though they occupy the same class position in Japan”. Japanese elite or large 
corporations that carry prestige and higher pay and favourable benefits, recmit almost 
exclusively from prestigious universities while others from non-prestigious universities 
are likely to be employed by smaller companies. Education, especially whether one 
graduated from prestigious universities or not, therefore not only plays a role of 
allocating higher socioeconomic status, but it also represents symbolic status (Ishida,
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1993). In fact, the majority of Japanese employees work in medium and small 
enterprises (Hendry, 1995). Furthermore, although equal opportunities for men and 
women in employment were ensured by a law that became effective in 1986, for many 
women marriage may still mean the end of a career because there are firm expectations 
that women should take their place in society by marrying and being a wife and mother. 
There is a clear gap between employees in large corporations and those in small firms, 
and between male and female in terms of income level and status in society. In other 
words, the distribution of income and other benefits is not so equal in Japan.
Japanese socio-cultural values
As evidence of the cultural distinctiveness of the Japanese, Haga (1907, as cited in 
Ishida, 1974) listed several values, including loyalty to superiors and patriotism, 
reverence for ancestors, love of nature (trees and flowers), simplicity and neatness, 
cleanliness and purity, and strong attachment to ceremony and etiquette. Some of 
those values have roots in religious beliefs such as Buddhism, Shintoism and 
Confucianism thoughts. Japanese traditional culture encourages those virtues and 
qualities, which had helped the development of Japanese distinctive national character 
or personality. Those religious traditions have also provided a basic way of life for the 
population, the majority of whom organise their lives according to the religious 
activities or events accented by four distinct seasons.
Although the Japanese lifestyle has become more westemised or international, Japan 
has managed to maintain its own traditional culture. It is said that elements of 
Japanese traditional culture such as the Noh drama, the tea ceremony, flower arranging 
and landscape gardening, which were developed especially during the period of self- 
imposed isolation (1640-1867), express fundamental Japanese cultural values. The art 
of arranging flowers and landscape gardening demonstrate a unique aesthetic attainment 
of the Japanese. Japan has also a tradition of seasonal viewing of nature, such as 
cherry blossom in spring, and red leaves of maples in autunrn. Japanese people have 
long lived in harmony with nature, to which they have paid obeisance. Natural things 
such as flowers, plants, scenic vistas, and landscape have been highly valued in 
Japanese traditional culture (Grabum, 1995). The Japanese retain a close affinity with 
the idea of nature and celebrate nature’s transient beauties. Grabum (1995) argues that 
for most Japanese a wild, part of nature is boring to gaze upon, dangerous to enter, and
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very remote from everyday life. Nature is, therefore, only appreciated amongst the 
Japanese when it is controlled and represented in a ‘tamed’ form. Japanese people 
tend to be more attracted to the softness of nature.
Japanese identity
Japanese people are characterised as always being in search of their own specific 
identity and a concern with self-identity has become almost national obsession (Dale, 
1986 ; Hendry, 1995). As previously mentioned, there are strong us (insiders)- versus- 
them (outsiders) attitudes which promote close identification with the unit or group to 
which they belong (McCreery, 2000), and the Japanese have a tendency to identify their 
own position within the group. For typical workers their corporate group membership 
(the company for which they work) is their primary determinant for self-identity, rather 
than individual status or occupation (what one does for living) (Nakane, 1973). As 
noted above, the Japanese enterprise system has long placed great importance upon the 
traditional Japanese attitudes, such as diligence, a sense of belonging and comradeship 
and created the lifetime employment and longevity pay scale systems. Employees 
develop a strong sense of belonging to the company, or rather a sense of family among 
all its members, which helps each member have a highly emotional and subjective 
attitude toward it, namely loyalty or obligation.
Kurita (1983, as cited in Robertson, 1997) suggests that the Westernisation of the 
Japanese lifestyle noted above had the effect of making Japanese cultural traditions 
appear alien and exotic, which made Japanese traditions very attractive for the Japanese, 
who look at their traditions as a foreigner does This has led to a feeling amongst 
many Japanese people, especially the youth, of a loss of Japan’s ‘genuine’ cultural 
identity (Hosokawa, 1999).
Hosokawa (1999) argues that disciplined learning by simulating the Other (foreign 
cultures) is a characteristic feature of Japanese modernity and simulating is intrinsic to 
the Japanese sense of self. In the conspicuous feature of Japanese history of adopting 
foreign cultures, Japanese identity is constructed both by simulacra of what is wanted 
and imagined and what the Other (West) wants and imagines of them (Hosokawa, 1999). 
Hosokawa (1999, p526-7) further argues that “the Japanese can not only pretend to be 
the imagined Other but also recognize themselves as Other and ‘we’ and ‘they’ are 
sharply distinguished at some times, and at other times are ambiguously
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interchangeable”. This means also that the more Japanese appropriate the foreign or 
‘Other’, the more they become ‘Japanese’. The Japanese have acquired the fluidity of 
identity in the process of modernisation over the past century.
Consumerism
Japan’s rapid economic growth since the 1970s created a mass consumer society 
capable of absorbing the influx of Western goods, including cultural products, which 
entered Japanese markets in large numbers. In the 1980s Japan became one of the 
largest financial and economic powers, resulting in the period of the bubble economy 
(1986-1991). In Japan, as elsewhere, consumerism (cultures of consumption) and 
information technologies have led to a change in the sources of economic value, from 
hardware to software, from products to services, from things to information, and from 
substance to style or image. Especially, during the period of the bubble economy, 
consumption became more symbolic, meaningful, and a way of constructing a personal 
identity. Fujioka (1991, as cited in Hashimoto, 2000) further argues that the bubble 
economy lasted long enough for the Japanese to learn to live leisurely, spending more 
and working less, which resulted in a change in the monetary values of the Japanese and 
of their spending habits. During this period, affluent members of the post-war 
generation began to wear famous label clothes and consume foods and brand-name 
goods imported from the West, searching for American and European upper class life­
styles as their models. Consumption of products has come to signify happiness, well­
being, affluence, success and prestige. McCreery (2000, p247) suggests that Japanese 
workaholic culture, which requires strong loyalty, hard work, and self-sacrifice and 
spills over into non-working life, has been challenged by this consumption boom, and 
“advertising messages offering instant gratification and encouraging consumers to seek 
satisfaction of their own uniquely personal desires”.
Consumerism has had a profound impact on the traditional home-bound roles of 
women (McCreery, 2000). The rapid economic growth that encompassed 
consumerism has transformed Japanese women into the world’s most visible and highly 
regarded consumers. Growing numbers of women entered the workforce and in 1999 
about 40 per cent of the employed Japanese were women (JETRO, 2000). Highly 
educated young women employees are the prime consumers not only of goods but also 
of art, culture and travel. The so-called ‘office ladies’ are fashion-conscious, and
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enjoy shopping in trendy shops, dining in gourmet restaurants, and travelling abroad. 
Since they have much greater possibilities today to make their own choices in their lives 
than before, they have begun to challenge the ‘traditional’ values of Japanese society, 
including traditional female roles as housewife and mother. According to a survey 
conducted by NHK in 1998 (NHK Hosobunka kenkyujo, 2000), 65 per cent of the 
females interviewed responded that marriage is not necessary while 48 per cent of the 
male respondents supported the idea. Many females today stay unmarried or marry 
late and have fewer children. Marriage and having children are no longer social 
imperatives or attractive goals for many young female Japanese. Fujimura-Fanselow 
(1995, as discussed in McCreery, 2000, p91) argues that “women are portrayed as being 
more vibrant, more independent, more in tune with new ideas and new values, and 
enjoying a happier, longer, more balanced lifestyle in comparison with their male 
counterparts, who are often portrayed as holding on to old-fashioned view on everything 
from marriage to the environment and ties to the dull, stultifying routine of the salaried 
white-color worker.”
Globalisation in Japan
As discussed in Chapter 2, the transnational or globalisation processes, including the 
rapid and extensive flows of capital, labour, human, objects, and communication across 
national boundaries, and internal differentiation (class, gender, ethnicity), make any 
contemporary nation-state a poor candidate for easy generalisations (Lie, 1996). In 
other words the idea of a society or country as a coherent object of inquiry is 
problematic. Analyses of its extensive ties with other societies and nations are 
therefore required in an era of globalisation processes. McCreery (2000, p259) offers 
a new perspective on the Japanese and Japanese society located in the globalisation 
processes.
>  Japan is a modem nation affected by the same global trends, opportunities, and 
problems as other advanced industrial societies.
> Japanese responses to those trends and problems are constrained by material 
and institutional frameworks specific to Japan. These frameworks are not, 
however, uniquely Japanese, except perhaps for their coincidence in one 
geographically local place.
>  There are, however, specifically Japanese ways of perceiving what has been
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going on in Japan. Here is where Japanese tradition and its transformations 
may have an important bearing on where Japan goes from here.
As elsewhere in other industrialised societies, mass media such as television, 
newspapers and magazines have played a more important role in socialising process of 
both Japanese children and adults than before. The mass media’s instantaneous power 
of global visualisation and information flow makes it difficult for any country to 
maintain the boundaries between its own culture and other cultures. As discussed in 
Chapter 2, globalisation brings cultural fragmentation and deterritorialisation. Some 
theories of globalisation (Levitt, 1983; Tomlinson, 1991) view its process as cultural 
imperialism, especially of American popular culture, in which hegemonic Western 
culture is imposed on cultures of local societies.
Globalisation, however, also generates ‘glocalisation’, which denotes the combination 
of global and local and refers to the active role of local societies in importing, 
modifying, and consuming global cultures. The Japanese have been heavily 
influenced by Western, especially American, cultures including values, conventions and 
lifestyles. It has been argued often that the Japanese have transformed or converted 
all foreign cultures and new elements into something very Japanese through the system 
of selectivity, in which only desired elements are accepted and all others are ignored, 
rather than accepting the original forms existing in other cultures (Keene, 1972 as cited 
in Dale, 1986; Komatsu, 1997; Nakane, 1997). Japanese people often elaborate 
practices or things imported ftrom abroad on their own in their cultural contexts. In 
other words, some elements of foreign cultures are integrated into Japanese culture. 
For example, Tokyo Disneyland is regarded as a 100 per cent copy of the American 
original as a symbol of global Americanisation and cultural imperialism. Raz (2000) 
argues, however, that Tokyo Disneyland is ‘America’, but an America imagineered for 
the Japanese and adapted for them with Japanese ideology. Tokyo Disneyland is a 
good example where “the acculturated Japanese are not passively dominated but rather 
make an active and manipulative use of Western culture (i.e., Disneyland)” (Raz, 2000, 
p95). Katsura (1999) suggests that visiting Tokyo Disneyland serves reflexively to 
remind Japanese of their identity as ‘affluent Japanese’, who are no longer culturally 
and materially inferior as they used to be.
Thus, the Japanese have always been good at absorbing otherness and assimilating the 
difference of other cultures because they have an ability to respond to different
109
conditions and situations quickly, or in Giddens’ (1991) term, an ability to adapt 
reflexively to constant revisions in social activity. Western culture may be strongly felt 
everyAvhere in Japan at the same time its culture has become part of Japanese culture. 
It seems to be very difficult today in Japan to make a sharp distinction between 
‘traditional’ and ‘modem’ or between ‘Japanese’ and ‘Western’ culture. The boundary 
between Japanese (native) and non-Japanese (non-native) culture has become 
ambiguous or blurred (Yoshimi, 1999).
Attitudes towards foreign countries- internationalisation o f Japanese society
It has been argued often that the Japanese have sensitivity to inferiority-superiority 
implications in relationships with the outside world (Dale, 1986). The polls and 
surveys of attitudes towards foreign countries revealed that before the Pacific war the 
European countries were the most popular, but they were surpassed by the USA after 
the war. When Japan was eager to transform itself into a modemised and civilised 
nation in the Meiji era, the West was regarded as very different but the source of 
civilisation, strength, and high or prestigious culture. In its postwar process of re- 
modemisation and industrialisation, Japan had again looked to the West and the USA 
with admiration and inspiration, perceiving them in large collective terms. In the 
period of the 1960s American society, in particular, was admired as being affluent and 
advanced by the ‘poor’ Japanese, who had been defeated in the war and dominated by 
the superior ‘Other’. In this period all Japanese generations tumed to the USA as the 
model for everything from food to fashions, from personal relations to business 
management. American popular culture, in particular, exerted a tremendous influence 
upon Japanese youth in the 1960s.
Over the last two or three decades, as Japan has been globalised, the number of non- 
Japanese people entering Japan has increased significantly, from 780,000 in 1975 to 3.7 
million in 1995 (Tajima, 1999). In the 1970s, about 60 per cent of foreign visitors and 
residents were those from the USA and Europe, but from the late 1980s, the proportion 
of those from westem countries was surpassed by that of those from other Asian 
countries such as South Korea and Taiwan. This means that Japanese people have 
been exposed to increasing numbers of non-Japanese, different races and peoples in 
Japan. A survey that investigated what the Japanese think of different peoples or races 
of the world, namely the psychological distance, however, revealed that even though
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Japanese people have today more opportunity to meet foreigners and have developed an 
international outlook, the majority of the population have still more positive attitude 
towards Europeans and Americans, who tended to have been esteemed since the Meiji 
era, rather than those of geographically closer Asian countries (NHK Hosobunka 
kenkyujo, 2000). Distancing Japanese people psychologically from other Asian 
countries may be influenced by Japanese colonial and racist practices in the past.
A recent survey conducted by NHK in 1998, reveals that the USA still stands highest 
in Japanese favourite countries, followed by Australia (NHK Hosobunka kenkyujo, 
2000). Amongst European countries, Switzerland still topped the list, followed by the 
United Kingdom (UK), France, and Germany. There is, however, evidence of a 
diversification of Japanese favourite countries (see Table 4.1). Many of these Japanese 
favourite countries correspond to popular destinations amongst Japanese tourists, which 
will be discussed in the next chapter.
Table 4.1 Japanese favourite countries
Year 1998 1993
1. The United States of America (USA) 24.2% 22.9%
2. Australia 10.6% 15.2%
3. Switzerland 10.3% 10.5 %
4. Canada 5.2% 4.4%
5. The United Kingdom (UK) 4.9% 4.4 %
6. France 4.6% 5.0 %
7. China 3.7% 3.8%
8. Italy 3.6% 1.2%
9. Germany 2.3% 2.0%
10. New Zealand 2.1% 1.9%
11. Other countries 6.4% 5.3%
12. None 20.0 % 20.3%
Source: NHK (Nippon Hoso Kyokai) Hosobunka kenkyujo 2000, p29 (Appendix)
Main attributes of these countries that appeal to the Japanese are their natural 
environment, spaciousness, and histories, cultures and arts (NHK Hosobunka kenkyujo,
2000). The Japanese still have stereotypical images of the West. European countries 
are usually regarded as a source of high or elite culture, like a good museum, which 
could be a considerable attraction for Japanese tourists (Wilkinson, 1991). Switzerland 
has been seen as a model of neutrality, as well as a clean and rich country with beautiful 
mountains. France is regarded as a modish land of gastronomy and haute couture,
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whilst the UK is generally seen as a very traditional country.
As discussed in Chapter 3, an image of the nation as a whole plays an important role 
in influencing tourist behaviour, in particular in terms of destination choices. Japanese 
residents including potential tourists have a rosier picture of a country than those living 
there do. Tourism practices can be seen as a means to understand other cultures and 
peoples. It is certain that as an increasing number of Japanese residents travel abroad 
experiencing different cultures and ways of life, dealing with differences, there will be 
further changes in their attitude towards ‘others’. Since leisure is often culturally 
contingent, Japanese leisure practices including tourism will be discussed in the next 
section.
4.2 Leisure in Japan
In the1920s leisure activities such as baseball games and movies became an industry in 
Japan (White, 1993) and from the 1980s to the 1990s there was rapid growth of the 
leisure market in Japan (Harada, 1994). Specifically, during the ten years from 1982 to 
1992, including the period of the bubble economy, the market increased from 39.5 
trillion yen to 75.4 trillion yen, but over the last few years the market has been gradually 
decreasing (e.g. a 1.4 per cent decrease to 78 trillion yen in 1999) due to the economic 
recession after the burst of the bubble economy (Leisure Development Centre, 2000). 
The Japanese have experienced both an era of rapid economic growth when people saw 
hard work as a virtue and an era of the leisure boom during the bubble economy. 
Moreover, over the last decade there has been a growing concern with the quality of life. 
How do the Japanese regard work and leisure in pursuit of a better quality of life? 
Which, work or leisure, has come to dominate Japanese people’s lives in the rapidly 
changing world? In this section, the relationship between work and leisure, and the 
characteristics of leisure in Japan will be discussed.
4.2.1 Leisure and work in Japan
The word ‘leisure’ in Japanese refers to ‘free time left’ after taking all necessary time 
for a daily life like sleeping, work, and school. It implies that leisure activities are 
regarded as what people do in their spare time, and not central to people’s lives in Japan.
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People’s attitudes towards leisure and work change in different economic, social and 
cultural contexts, age and sex. During the period of Japan’s rapid economic growth, 
work came to dominate people’s lives, in particular men’s, and the work ethic has been 
a important value for most Japanese workers, who created ‘workaholism’, in which 
work is regarded as a serious, obligated activity. It is well known that Japanese 
workers tend to spend much of their leisure time after work with workplace colleagues, 
going out for a drink or karaoke, going on office trips and outings with them, all of 
which have become social customs, blurring leisure and work, and creating work-based 
leisure culture. Many workers might have found satisfaction and happiness in 
dedicating their lives to work. In the work-oriented society, people who have no work, 
such as retired senior citizens, women and the youth, were regarded as a disadvantaged 
group and the have-nots.
In the 1980s, however, some commentators thought that a more leisure-centred 
culture might be growing amongst some younger workers. The idea of the quality of 
life orientation was imported from the West and the leisure sector has become a key 
item in the Japanese government’s plan for the enhancement of the quality of life. In 
recent years, an increasing number of people, regardless of age and gender, desire a 
better-balanced life between work and leisure, which could contribute to the quality of 
life. This has led to a shift towards a more leisure-oriented lifestyle by which an 
individual can enrich their private life.
Some recent surveys confirmed that there have been changes in people’s attitude, 
from a work-centred lifestyle to a leisure-centred lifestyle. The NHK (Nippon Hoso 
Kyokai or Japan National Broadcasting Corporation) has conducted a survey every five 
years since 1973 to provide insights into people’s attitude towards leisure and work. 
The survey revealed that until 1983 more respondents regarded work as a central life- 
interest than leisure, but since then there has been a growing preference for leisure over 
other aspects of daily life. In 1988 for the first time leisure superseded work as a 
central life-interest, reflecting the social context in which the government encouraged 
the development of leisure opportunities. The proportion of respondents who chose 
leisure decreased to 29 per cent in 1978 after the Oil shock, but since then has gradually 
increased to 37 per cent in 1998 even when the business condition became worse (NHK 
Hosobunka kenkyujo, 2000). Over the last twenty-five years, respondents who regard 
both work and leisure as of equal central interest increased by 11 per cent to 34 per cent 
in 1998, while work-oriented decreased by 14 per cent to 21 per cent in 1998.
113
There also exist differences between men and women in the changes of their attitude 
towards work and leisure. For the majority of male respondents work remained central 
to their lives until 1983. In the 1988 survey, however, the percentage of those who 
chose work declined sharply to 38 per cent from 49 per cent in 1983. In the 1990s the 
proportion of male respondents who chose both work and leisure as equally central 
exceeded that of those who chose work, while the percentage of those who chose leisure 
became almost the same as that of those who chose work. In contrast, for a high 
proportion of female respondents (42 per cent in 1998), leisure has remained central in 
their lives since 1973. Sekizaki (1998, cited in McCreery, 2000) points out that 
Japanese women’s interest in pursuing careers has weakened and their commitment to 
companies seems very low. They may work only to achieve further goals such as 
travelling, studying abroad, and obtaining qualification for a more active way to live. 
Japanese women have started having more fun in their lives pursuing their own interest 
besides work than men.
The reason for the recent leisure orientation can be explained partly by the changes 
in Japan’s population structure and partly by corporation restructuring due to the current 
recession, which have had an impact on the Japanese company system, including 
lifetime employment and seniority-based wages and promotion. Sekizaki (1998, as 
cited in McCreery, 2000), states that Japanese company systems have changed and there 
has been a shift from traditional systems to meritocracy which emphasises personal 
achievement with merit-based pay. This new system has developed partly as a result 
of global standardisation and partly because of a shortage of management posts for baby 
boomers who entered the workforce around 1970, and partly because many recession- 
induced restructuring companies with too many older employees, have asked their 
employees, especially those approaching retirement, to take early retirement or to leave 
their jobs. There also exists a problem of job shortage for new university and high 
school graduates. Japan’s unemployment rate (4.7 per cent) surpassed that of the USA 
(4.2 per cent) for the first time in 1999, although the rate is still lower than that of the 
UK (6.1 per cent) and of Germany (9.0 per cent) (JETRO, 2000). Making a steady 
progress in their carrier ladder is now possible among only a small number of 
employees. Promotion competition and selection amongst the workforce have thus 
become more intense than before. There is no longer a guarantee that all employees 
will be rewarded equally for their hard work and long-term commitment. The 
individual is therefore increasingly respected more than the group and there is now a
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wide acceptance of individuality and differences in behaviour in Japanese society. Not 
all employees, therefore, are required to be conformists and more different behaviour 
can be accepted as the employment system has become more flexible. Some people 
may still find a reason to live in dedicating much of their time to work and retain a 
sense of company loyalty. Other people may feel free to demand more time for 
themselves outside work and find a reason to live for something else besides work. 
More and more people want their work to be more interesting and the rate of job­
hopping has become higher than it used to be even when the employment situation 
seems to continue to degenerate, although the rate is still low compared to the rest of the 
world. Moreover, many young people, even university graduates, prefer to work as a 
so-called ‘ffeeter’ who have chosen part-time or temporary jobs deliberately for the 
freedom it offers rather than joining a company as a full-time worker. A growing 
number of people are also looking forward to retirement and post-retirement lives, 
although in Japan many retirees used to prefer to continue working.
According to the annual “Priorities in Life” survey conducted by the Prime Minister’s 
Office, there has been a growing trend that the Japanese, young people in particular, 
regard leisure as one of the top priorities in their lives, surpassing that of housing, 
durable goods, clothing and eating (Travel Journal, 1998). Leisure is increasingly 
regarded as the aspect of their lives that most Japanese people would like to improve 
because they now feel that they have a materially affluent life. The shift from a work- 
oriented to a leisure-oriented attitude may have been at a stand-still given the difficult 
business situations and the fear of being unemployed. It seems, however, unlikely 
that the work orientation will become the ideal model once again for most Japanese 
people, especially among the younger generation (NHK Hosobunka kenkyujo, 2000). 
Many elderly Japanese people also have a desire for an enjoyable life or a more refined 
life through self-cultivation or improvement by having new hobbies and enrolling in 
lifelong learning programmes. Today’s elderly people have an active interest in 
recreation and leisure and the proportion of those who hold a passport had increased to 
27.9 per cent by 1996 (McCreery, 2000). It is certain that leisure has acquired a 
positive value among the Japanese. For many Japanese people to enjoy daily life and 
to have a peaceful everyday life is of central importance. Those people who actively 
use their free time will create a new model of happiness based upon their leisure 
activities as well as their own identities, rather than one based on their employment or 
work. Sekizawa (1998, as cited in McCreery, 2000, p214) argues that “the asceticism
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characteristic of traditional Japanese culture has weakened and people will be more 
concerned about what they will do with their lives and be more skillful in their choices”.
In terms of work and leisure time, recent years saw the number of actual working 
hours decline in Japan, partly because of the implementation of a forty-hour work week 
in 1997 and partly because of the decline of production in the manufacturing industry. 
The system of the five-day work week (a forty-hour work week) has spread in cities but 
not in provincial areas (Nomura Research Institute, 1998). The average actual 
working hours stand at 1,947 in 1998, down from 2,189 in 1988. According to a 
survey done by NHK, over the past twenty years, free time, especially on Saturdays, has 
increased while time for work has declined (Leisure Development Centre, 2000). As 
Table 4.2 and Table 4.3 show, however, it is clear that the Japanese still work longer 
than workers in European countries, compared with figures of 1,517 (Germany) and 
1,925 (UK) and take shorter holidays, often less than their official entitlement. The 
average Japanese worker in 1998 took only nine of seventeen days annual holiday 
entitlement compared with 24 in the UK and 29 in Germany (see Table 4.2 and 4.3). It 
should be noted that employees of smaller firms have been given fewer holidays and 
have taken less entitled holidays compared with those working in larger firms with a 
large number of employees. The actual utilisation rate of annual paid holidays has 
remained low (in 1998 it amounted to 51.8 per cent) as Table 4.3 indicates. As 
previously mentioned, there are strong pressures in Japanese society that workers 
should show a sign of loyalty and a feeling of comradeship, which make it difficult to 
take full entitlements as a right. Many workers feel that they may cause too much 
inconvenience to their fellow workers who would become busier during their holidays 
because they usually work as a team and share tasks. The smaller the number of 
employees, the stronger are the pressures to conform are. Others (e.g. Nishibori, 1997) 
point out that one feels shame or guilt if one is enjoying oneself while someone else is 
working hard because there is the conviction that work is good, play is bad in Japan. 
The Labour Standard Law was partly revised in April 1999, aiming at increasing the 
number of annual paid holidays provided.
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Table 4.2 International comparison of actual working hours
CountryA^ear 1988 1992 1998
Japan 2,189 2,017 1,947
U.K. 1,948 1,911 1,925
Germany 1,618 1,570 1,517
Source: JTB Report’99 (Ministry of Labour, Handbook of Labour Statistics)
Remarks: Estimated figures, employees in manufacturing industries
The scale of company : Japan- 5 employees and over. Others-10 employees and over
Table 4.3 Worker’s average annual paid holidays in Japan
Year 1988 1992 1998 1,000 employees
or more 100-999 30-99
Entitled 15.3 days 16.1 days 17.5 days 19.0 16.9 15.6
Actual days taken 7.6 days 9.0 days 9.1 days 10.8 8.3 7.2
Taken ratios 50.0 % 56T94 5L8 94 56.7 48.9 45.9
Ministry of Labour (JETRO, 2000, pl24)
Table 4.4 International comparison of holidays
Unit: days
Country/ Year 1998 Japan U.K. Germany
Weekly holidays 104 104 104
Days off other than weekly 15 8 12
Paid holidays 9 24 29
Absences 2 11 12
Total 130 147 157
Note: In Japan absences are includec in paid holidays.
Source: JTB Report’99 (Ministry of Labour, Handbook of Labour Statistics)
Remarks: Estimated figures, employees in manufacturing industries
The scale of company : Japan- 5 employees and over. Others-10 employees and over
It should be also noted that unlike workers in European countries such as France and 
Germany, who take three or four weeks summer vacation, many Japanese people tend to 
have short seasonal vacations; New Year holidays, when many business close during 30 
December-3 January, Golden Week in the beginning of May when several public 
holidays fall together and summer vacations around 0-bon festival (the Buddhist 
festival, 13-16 August). The majority of workers can take holidays in a guilt-free way 
during those periods, because these periods especially have been regarded as important 
opportunities for family gathering and many companies recognise these periods as 
customary holidays. Japanese workers’ vacations are therefore concentrated in those 
periods, which leads to massive congestion of roads, airports and long-distance train 
services. Those periods are peak seasons for Japanese holidays when prices of tours
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are high.
Since even during the period of the bubble economy, when domestic tourism grew 
significantly, average domestic trip duration has never exceeded two nights (Funck, 
1999). It seems to take a longer time for the Japanese to be able to take annual holiday 
entitlements in full as well as longer holidays whenever they want. Japanese working 
practices appear to be slow to change and Japanese time budgets for leisure remain 
constrained. For the bulk of the working population work responsibilities including 
family to support remain a considerable barrier to longer holidays.
There are, however, growing signs that the Japanese will move towards the Western 
tradition of taking longer summer holidays. A recent survey conducted by the 
Ministry of Health, Labour and Welfare, revealed that 79 per cent of Japanese 
companies plan to close an average of 6.8 consecutive days for summer holidays (Trew 
and Cockerell, 2002). Furthermore, the annual average hours worked by Japanese 
employees have decreased from 1,947 hours in 1998 to 1,825 hours in 2002 (Statistics 
Bureau, 2003).
4.2.2 Leisure activities in Japan
Leisure activities may have certain characteristics which reflect the economic, social 
and cultural contexts which generate them. With advances in technology new leisure 
forms (e.g. radio, cinema, television, and video) emerged and have gained mass 
popularity. Japanese technologies have created a new domain of leisure forms such as 
karaoke, pachinko, computer games, and virtual reality, blurring the line between the 
real and the simulated. In a 2001 governmental survey ‘the Internet’ was included as a 
leisure activity, and the survey revealed that about half of the respondents participated in 
browsing the Internet as leisure (Statistics Bureau, 2003).
Over the decade the main motivating factors of leisure activities have remained 
basically unchanged; the main purposes are mental relaxation, spending time with 
friends or family and physical relaxation as Table 4.5 below shows. It is argued that 
the majority of Japanese people engage in leisure activities mainly in pursuit of 
relaxation and sociability.
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Table 4.5 Purpose of leisure activities, 1989-1997 Unit: %
Purpose of leisure 1997 1993 1989
1. Mental relaxation 59.10 59.10 57.80
2. Spend time with friends 57.80 60.30 59.00
3. Physical relaxation 48.50 47.90 44.20
4. Spend time with family 42.80 46.20 42.30
5. Improve health, strength 40.20 42.20 44.60
6. Relief from daily stress 35.70 36.50 34.90
7. Keep in touch with nature 35.40 38.00 36.90
8. Expand knowledge/culture 25.20 26.30 27.10
9. Enjoy creating something 19.80 21.70 23.90
10. Appreciate art and beauty 16.50 17.00 16.60
Source: Travel Journal (1998), Japan Travel Blue Book 98/99
According to a 1999 survey on participation in Japanese leisure activities (Leisure 
Development Center, 2000), eating out, domestic tourism, going for drives, karaoke and 
watching videos (movies) at home were the five most popular leisure activities in terms 
of participation rates (see Table 4.6). Reflecting the prolonged recession, there has 
been a tendency for people to avoid expensive leisure activities such as domestic 
tourism which continues to show a yearly decline in the number of participants, while 
more people undertook accessible leisure activities such as dining out, video watching 
and gardening compared with the previous year. People are also increasingly 
participating in more varied leisure activities regardless of gender and age.
Surveyed about ‘desired’ leisure participation, however, many Japanese (31.7 per 
cent) put overseas travel at the fore, followed by domestic sightseeing and holidays 
(17.3 per cent) in 1999 (Leisure Development Centre, 2000). Another survey reveals 
that many people are very keen on travelling itself, whether domestic or abroad and 
tourism has become a customary practice among many Japanese people (JTB 
Foundation, 1998).
Although in recent years the Japanese most popular leisure activities have remained 
unchanged, activities such as cinema going and overseas travels have shown big 
differences by gender and age. For example, the participation rate in tourism, both 
domestic and overseas, of women in their twenties was much higher compared to that of 
men in the same age group (Statistics Bureau, 2003). Similarly, according to a 1999 
survey on cinema going, the proportion of female audiences amongst regular 
cinemagoers was higher than that of male audiences (Tamura, 2000). The next section 
will provide an overview of leisure activities related to popular culture.
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Table 4.6 Leisure activities ranked by the number of participants (1999)
Rank Leisure Activity 10,000 persons
1. Dining out (excluding daily meals) 7,130
2. Go on drives/outings 6,040
3. Domestic tourism (overnight trips) 5,600
4. Karaoke 5,060
5. Video watching (including rental videos) 4,940
6. Music listening (CDs, records, tapes, radio, etc) 4,300
7. Gardening 4,050
13. Going to the cinema 3,240
Source: White Paper on Leisure, 2000, Leisure Development Centre 
Mass media as popular culture
Popular culture is a highly developed culture sector in Japan (see, for example, Martinez,
1998). The entertainment industries have increasingly offered leisure opportunities for 
all sectors in society as goods to consume. Several surveys revealed that leisure 
activities related to the mass media such as watching television or videos, listening to 
the radio or music and reading (books, magazines, comic books, newspapers) are the 
most popular activities in terms of the length of time actually spent (NHK Hosobunka 
kenkyujo, 2000; Statistics Bureau, 2003). According to a survey conducted by NHK 
in 1995, nearly 75 per cent of the free time of respondents were dedicated to media 
consumption (NHK Hosobunka kenkyujo, 2000).
Television
In Japan, as elsewhere, the mass media, in particular television, is central to 
contemporary Japanese popular culture. There were 122 terrestrial television 
broadcasters, including both non-commercial and commercial companies, as of August 
2000 in Japan. In three major metropolitan areas around Tokyo, Nagoya and Osaka, 
eight terrestrial television channels are available, while in other areas there are generally 
five to six channels available to audiences. The last decade saw the development of 
alternative technologies like cable and satellite television channels in Japan as in other 
advanced countries. There has been a huge expansion in the number of satellite and 
cable companies, many of which have specialised channels, such as films and sport,
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each of which accounts for one third of the total channels. There were more than 100 
satellite companies and 250 channels available as of March of 2000, and 983 cable 
stations in 1999. In 2000, it was estimated by state sources that the penetration of 
satellite reception in private households was 38.9 per cent (Kimura, 2000).
Broadcasting time in Japan is also enormous: in 1995 television broadcasts were 
available about twenty hours per day and radio broadcasts twenty-three hours. Leisure 
time in daily life is to a great extent occupied by television viewing. For example, 53 
per cent or 3.7 hours of the 7 hours of daily free time of Japanese were devoted to 
television viewing in 1995 (NHK, 1996 as cited in Leisure Development Centre, 2000). 
According to a 1999 survey carried out by Economic Planning Agency, 98.9 per cent of 
Japanese households today have a colour television (JETRO, 2000) and most 
respondents state that television is now one of necessities in their daily lives. Nearly 
70 per cent of respondents also answered that not watching TV for seven days straight 
would make them ‘lonely’. Japanese people’s strong attraction to television and the 
centrality of TV in everyday life can be explained by the ‘curiosity and love of 
information’ shared by many Japanese. In other words, TV is regarded as the primary 
and intimate medium which provides both information and entertainment for Japanese 
people.
From the 1950s until the early 1960s, Japanese television screens were filled with 
westerns, family dramas, and comedies, mostly imported from the USA. British 
television programmes were also imported and broadcast in this period (see Appendix 
A-1). Since 1980, however, just 5 % of television programmes have been imported as 
local production has been on the increase (Kawabata and Hara, 1994, as cited in 
Iwabuchi, 2002). Japan today has a self-sufficient television programme market and 
locally produced programmes tend to be more popular than imported ones. This does 
not mean that there are no longer demands for television programmes imported from 
other countries amongst Japanese audiences. Japanese television networks have still 
regularly purchased American and British television productions, but they may be more 
selective in response to Japanese consumers’ tastes and preferences for media products. 
NHK (Nippon Hoso Kyokai), a noncommercial network of a high quality, tends to buy 
acclaimed (high-class) British television productions without explicit depictions of sex 
and violence, including Granada’s Sherlock Holmes adaptations and London Weekend 
Television’s Poirot series. Many foreign films have been also used to fill out the 
schedules of television channels. For example, during 1985 and 1995, the annual
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average number of foreign films that were broadcast on seven terrestrial channels in 
Tokyo was 947 although the number of the films broadcast has been decreasing in 
recent years (Tamura, 2000).
Cinema/films
In 1986, before the burst of the bubble economy, Japanese cinema attendance exceeded 
160 million, but in the early 1990s Japanese cinema attendance had dropped to 130 
million, and the end of 1990s saw a further decline of cinema audiences in Japan. In 
2001, however, the number of people attending the cinema reached 163.28 million with 
a 20 per cent increase from 2000 (Mainichi Shinbun, 2002). The number of people 
attending the cinema in 2002 was 160.76 million with a slight decline of 1.5 per cent 
from 2001 (Mainichi Shinbun (Newspaper), 2003). The average individual annual 
attendance was 1.27 times per year in 2002. At the end of 2002, there were 2635 
screens in Japan, a rise of 50 over the previous year as a result of an increase in the 
number of cinema multiplexes (purpose-built cinemas with multiple screen facilities).
During 2002, 640 films were shown at cinemas, of which 347 were foreign films, and 
293 were Japanese ones. Since 1964 when importing foreign films was liberalised, an 
increasing number of foreign films have been imported to Japan, and the number of 
newly released foreign films exceeded that of Japanese films by the end of the 1980s. 
Japan has served as the largest market for American Hollywood films outside the USA. 
Although American films have remained the bulk of imported foreign films over the 
past few decades, an increasing number of films imported from other foreign countries, 
including from the UK, have been screened in Japanese cinemas, in particular in the 
metropolitan areas, and they have attracted the younger urban population, creating a 
boom for certain countries’ films over the last decade. British films had been regarded 
as art cinema that are emblems of the nation and of Europe, hence very different from 
Hollywood commercial (Beale, 2002). The increasing number of British-themed films 
screened in Japan may partly reflect the increase in the number of British films 
produced since the early 1990. For example, in 1989 just thirty British films were 
produced, but over a hundred films with more diversity have been produced per year 
since 1996 (Brown, 2000). Thus, the last decade brought an increase in opportunities 
for screening more British-themed films in Japan (see Appendix A-2).
Watching movies remains a popular leisure activity among the Japanese population,
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in particular the young female population. A 1999 survey on cinema going found that 
Japanese films are not popular as the majority of respondents of both gender (70 per 
cent of male and 66 per cent of female) do not go to the cinema to see Japanese films 
(Tamura, 2000). On the other hand, the proportion of men who saw foreign films 
was 47 per cent, while that of female respondents was 53 per cent, and men and women 
in their early twenties were the largest groups who often see foreign films in cinema. 
Of these groups, the percentage of females who go to the cinema five times or more a 
year was 36 per cent, while that of males was 29 per cent. This suggests that going to 
the cinema to see ‘foreign’ films appeals more to women, in particular young women in 
their twenties, than men.
The way in which Japanese people see films is, however, changing. Audiences have 
greater choice in how they see films: in cinemas, on television, or video and DVD. 
Film consumption has become an increasingly private experience as a result of the wide 
spread availability of videocassettes, DVD, and video rental shops, and of the 
development of specialised film channels offered by the cable and satellite television 
networks. For example, in Japan the number of video rental shops reached 
approximately 12,000 by November 1996 (McCreery, 2000). The penetration of the 
VCR (more recently DVD) and the growth of video/DVD rental outlets enable people to 
select and enjoy films and television productions from both the past and present, and 
from foreign countries. Viewing films at home has become increasingly accessible to 
a growing number of Japanese people.
Books and printed media
Reading books and magazines has remained a very popular leisure practice in 
contemporary Japan, as discussed above. The number of magazines, books, comic 
books and newspapers published in Japan is large as is as the number of bookstores. 
For example, the total number of books and magazines printed in 2001 was 1.39 billion 
and 4.8 billion respectively: 10.9 books and 37.8 magazines were published per person 
(Statistics Bureau, 2003). In the same period, Japanese publishers released 71,073 
new books and there were about 4,447 different kinds of magazines published. There 
were nearly five times as many books and twice as many magazines as there had been 
in 1965. The range of those books and magazines is very wide, with many types of 
magazines to cover a huge range of interests of both genders and all age groups, such as
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fashion, travel, sport, news, cars, girls, wildlife, interior decoration, art, music and 
computing. Magazines targeted at teenagers and youth often help set trends in material 
goods such as fashion as well as holiday destinations. Of the total new books 
published in 2001, social science was the most popular subject, accounting for 21 per 
cent, followed by literature (17 per cent), and Arts (14 per cent) (Statistics Bureau, 
2003). Comic books (manga) are the most read of Japanese print media that became 
mass reading after the World War Second (White, 1993) and have accounted for more 
than 35 % of the total sales of printed publications since 1991 (Kawai, 2000). There 
have been many ‘foreign’ literary works translated into Japanese. The popularity of 
literature from the West had its roots in the Meiji period and a large number of Japanese 
translations of foreign novels and books are still sold (see Appendix A-3, examples of 
British literature).
In this way, the volume of information to which Japanese citizens are exposed 
through the mass media has increased dramatically. The young generation has grown 
up in such a media, information-saturated environment, and more people tend to rely on 
information provided by the media of various sorts.
Domestic Tourism
In 1998 the number of domestic holidays taken in Japan was 205 million (or 1.62 times 
per person per year), an increase from 144 million in 1986 (Prime Minister Office,
1999). Japan abounds with nature, as approximately four-fifth of its total area of 
377.855 square km are covered by hills, mountains and volcanoes which produced by 
geological instability (Boniface and Cooper, 2001). Japan is scattered with tourist 
attractions, which range from the natural beauty of the Alps, lakes, landscape gardens, 
national parks, preserved traditional villages, heritage sites, hot springs and wildlife 
sanctuaries, to high technological amusement parks or theme parks. Japan’s tourism 
resources are thus a unique mix of the traditional and the modem. As of October 1999, 
there were 28 national parks, 11 UNESCO heritage sites, 1,045 museums, 28 zoos, 26 
botanical and animal gardens, 39 aquariums, 730 ski courses, 400 marinas, and more 
than 2,400 hot springs throughout Japan.
Visits to cultural heritage sites including Shinto and Buddhist shrines and taking 
pleasure trips to hot springs resorts have remained as very popular activities. There is 
also the development of mral tourism and heritage tourism involving visits to the
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countryside with historical and archaeological sites. This trend may reflect the 
growing urban-based nostalgia for old villages or native places (furusato in Japanese) or 
a search for a cultural identity. Robertson (1997) argues that the term furusato (old 
villages/native places) connotes a desirable lifestyle aesthetic characterised by its rustic 
simplicity and quintessential landscape features including forested mountains, rice 
fields and thatched-roof farmhouses. Grabum (1995) suggests that the hot spring 
resort also appeals to populations longing for an ever-decreasing experience of 
‘Japaneseness’ as valued in both nature and culture. The Japanese longing for 
nostalgia resembles the current heritage tourism booms of many Western countries, but 
Japan has constantly continued to search and redefine its identity throughout its long 
history (Grabum, 1995).
According to the White Paper on tourism (Prime Minister Office, 2000), however, 
urban tourism visiting big cities such as Tokyo, has recently gained in popularity 
because of attractions such as amusement parks and shopping malls. Japanese 
domestic tourism can be characterised by the popularity of visiting so-called 
‘intemationaT theme parks that are recreations of foreign buildings, villages, cities and 
landscapes, especially those modeled on European and American landscapes, such as 
Tokyo Disneyland and Tokyo Disney Sea opened in 2001. Tokyo Disneyland alone 
attracted 17. 46 million visitors in 1998, while the estimated number of visitors to 
Tokyo Disney Sea was about 12 million in 2002. There are now more than seventy 
theme parks in Japan (Maeda, 1995). Not only theme parks but also many other visitor 
attractions or events have a theme of foreign cultures. Taking the UK as an example, 
there are some ‘English’ gardens, a ‘British’ hotel where guests can only use British 
pounds, and a statue of Sherlock Holmes.
The appeal of theme parks representing foreign cultures, in particular European and 
American cultures, may lie in Japanese unique attitudes towards the West throughout its 
modernisation processes as discussed earlier. There are no theme parks representing 
non-Western countries. The popularity of theme and amusement parks also 
corresponds to a trend of an increasing search for enjoyment and playfulness in leisure 
activities. The ‘fun’ experience which they can offer feeds the leisure desires of both 
Japanese children and adults. Attractions featuring foreign cultures may be enabling 
many Japanese people who are interested in other foreign cultures to have a simulated 
foreign holiday experience without the trouble of leaving Japan (home). Robertson 
(1997) suggests that international theme parks serve as a benefit for Japanese domestic
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tourists for whom the complexities of different cultural histories are simplified and 
essentialised. Hendry (1995) argues that the reconstruction of foreign locations helps 
Japanese people to resolve their ambiguous attitudes towards the outside world, which 
has brought much change to Japan. Millions of Japanese people, however, have 
continued to travel abroad each year. It is clear that some of strong interest in other 
‘foreign’ countries and cultures as well as the acceptance of other cultures amongst the 
Japanese have been translated into actual travel overseas. The next section considers 
Japanese outbound tourism.
4.3 Japanese International Tourism
Japanese international tourism has developed from virtual non-existence to becoming 
one of the world’s largest markets of global tourism over the past forty years. Today 
Japan is the largest tourist-generating country in the Asia Pacific region. Despite the 
prolonged recession and decline in consumer disposable income after the burst of the 
bubble economy, there has been a strong desire to travel overseas amongst Japanese 
consumers. The Japanese market’s relatively low propensity to travel overseas 
(approximately 13 per cent of the population during 1996-2001) means that there is still 
considerable potential for further growth and international tourism is an unequally 
distributed leisure practice amongst the Japanese.
This section provides an overview of the developments and characteristics of 
Japanese international tourism with a focus on why Japanese people want to travel 
overseas and what they seek in other countries.
4.3.1 A brief overview of the history of Japanese international tourism
In the early years of the post-war period the average Japanese had few resources to 
devote to travel because work hours remained long, leaving little free time, and the 
average income level was also low, and there were various strict restrictions or controls 
on recreational overseas travel. The liberalisation of overseas travel in 1964 was an 
epoch-making event in the history of Japanese international tourism (Travel Journal, 
1999a). Thereafter, many international carriers, in particular those operating on 
European and American routes, introduced full overseas package tours (organised group
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tours) for Japanese customers, who had many problems such as inexperience of 
overseas travel, language and cultural barriers. In the late 1960s major Japanese 
travel agencies introduced their own wholesale overseas tours. Travelling in a group 
with a Japanese-speaking tour conductor quickly established itself as the ideal mode of 
travel abroad because most Japanese customers could overcome their problems through 
participating in a packaged group tour. Some tourist destinations also opened tourist 
offices in Japan (Tokyo) based on the expectation that Japan would have considerable 
potential to become a growing market in global tourism (Travel Journal, 1999a). 
Between 1964 and 1970, the number of Japanese travelling abroad increased 
impressively from 127,749 to 663,467 with an annual growth rate of 20-40 per cent. 
Although in 1964 only 15.1 per cent of the overseas travel market was for pleasure, the 
proportion of pleasure travel had risen to 49 per cent by 1970 (Japan National Tourist 
Organisation, as cited in Carlile, 1996). In this period overseas travel was available for 
a relatively limited number of the population and tourism itself served as a marker of 
social status or prestige. The departure ratio (the ratio of those travelling abroad to the 
entire Japanese population) was only 0.34 per cent in 1968, and 0.64 per cent in 1970 
(JTB Foundation, 1979).
In the early 1970s Japan still continued to enjoy economic growth and a rapid trade 
expansion, which led to a rise in personal consumption expenditures including leisure 
among the population. In the 1970s the expansion of Japanese outbound tourism was 
accelerated by an introduction of the jumbo jet leading to a dramatic increase in the 
supply of seats available for overseas tours, and a shift of the exchange rate system from 
the fixed to the floating, resulting in a significant appreciation of the Japanese currency 
against other currencies. This event was followed by an introduction of a new format 
in air fares such as bulk and group discount fares, which allowed travel companies to 
reduce the price of overseas package tours and led to an increase in the supply of ready­
made package tour products with a distinctive brand name or image. The inclusive 
package holiday enabled distant destinations to become accessible to a mass market. 
Moreover, in 1978 the Narita New Tokyo International airport was opened, which made 
overseas travel more convenient by expanding the number of international flights. All 
these developments made overseas travel easier and cheaper. The falling prices of 
overseas tour packages and rising disposable incomes with increased leisure time led to 
a boom in overseas tourism, an era of mass tourism (Carlile, 1996). The overseas 
travel market in the early years tended to be dominated by the wealthy and businessmen,
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but overseas travel increasingly became within the reach of the general population. By 
the beginning of the 1970s, the number of Japanese overseas visitors for leisure rose to 
account for nearly 80 per cent of the total trips. The number of overseas trips taken by 
Japanese increased six times, from 663,467 in 1970 to about 4 million in 1979 with high 
growth in the early 1970s.
The year 1980 saw the first decline in the overseas travel market (a drop of 3.2 per 
cent) since overseas travel was liberalised in 1964. The early 1980s saw languishing 
demand for overseas travel mainly due to a grim economic outlook and inflation caused 
by the second oil crisis in 1980. Moreover, Japanese businessmen’s sex tourism to the 
Southeast Asian countries had become a big social issue, which led to the government’s 
response to dampen the growth of sex tourism (Travel Journal, 1999a). The outbound 
travel market, however, made a recovery in the middle of the 1980s, and the latter half 
of the 1980s saw another boom in overseas travel (See Table 4.7). This was attributed 
largely to the appreciation of the yen after the Plaza Accord in 1985 and the rise in the 
international purchasing power of the Japanese consumer with rising discretionary 
income (Morris, 1988). It is clear that the strong yen made travelling abroad, 
including a variety of goods and services overseas, inexpensive and shopping became 
an attractive incentive to overseas travel. The increasing demand for leisure and 
tourism derived from a generational shift in lifestyles and attitudes as income levels 
caught up with those of the wealthier Western countries. In the 1980s the interest in 
overseas travel amongst Japanese people was also renewed by travel agencies’ new 
marketing efforts that developed various kinds of products such as cheaper tour 
products under new brand names, more independent style tours, and customised 
package tours in which the tourist was given a wider choice of their tour components 
(e.g. transport, accommodation, meal plan) to suit changing consumer preferences.
Furthermore, in 1987 the Japanese government (the Ministry o f Transport) adopted a 
policy of encouraging more Japanese to travel abroad by launching the ‘Ten Million 
Programme’ (Travel Journal, 1999a). The programme aimed at boosting the annual 
number of overseas tourists from the 1986 level of 5.5 million to ten million by the end 
of 1991. One of major objectives of the Ten Million programme was to promote a 
sense of international citizenship among Japanese people as well as mutual 
understanding between Japan and the rest of the world through international tourism 
(Nozawa, 1992). There was, however, another political and economic reason. In the 
1980s, Japan had an extreme trade surplus with its trade partners, especially with the
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United States, which had become a major international economic issue leading to ‘Japan 
bashing’. The external economic pressures to reduce its trade surplus led the Japanese 
government to promote international tourism as a tool to offset the huge surpluses on 
Japan’s balance of payment by increasing the tourism deficit. The government carried 
out a campaign to encourage people to take longer holidays abroad and to broaden 
Japanese overseas travel destinations, aimed both at the Japanese population and 
potential destinations. With the government policy, the development and use of 
Japan’s regional airports were promoted and the airfare structure was revised. 
Furthermore, in 1988 the Labour Standard Law was revised to reduce working hours 
and enhance the use of more time for leisure. A survey conducted in 1988 revealed 
that people’s desire to travel abroad had increased and overseas travel had become the 
most desirable form of leisure activity (Nozawa, 1992). The active involvement of the 
government in overseas travel promotion contributed to generating interest in overseas 
travel not only among the Japanese but also in the receiving overseas countries. The 
late 1980s saw a significant increase in the overseas travel market with an annual 
growth of 1 million visitors. Although the percentage of Japanese travelling overseas 
amounted to just 5.6 per cent of the population in 1987, Japan increased its tourist 
expenditure and in 1988 became the third leading tourism generator, overtaking the UK 
which had 44.4 per cent of its population going overseas in 1987 (Morris, 1988). The 
programme’s goal was thus achieved a year early in 1990 when about 11 million 
Japanese took overseas trips (see Table 4.7) and Japan still enjoyed its longest post war 
period of prosperity, the so-called ‘bubble economy’.
Table 4.7 Number of Japanese outbound 1986-1997
Year Number Change % Year Number Change %
1986 5,516,193 +11.48 1992 11,790,699 +10.88
1987 6,829,338 +23.81 1993 11,933,620 +1.21
1988 8,426,867 +23.39 1994 13,578,934 +13.79
1989 9,662,752 +14.67 1995 15,298,125 +12.66
1990 10,997,431 +13.81 1996 16,694,769 +9.13
1991 10,633,777 -3.31 1997 16,082,750 +0.65
Source: Ministry of Justice ‘Statistics on Immigration Control’, Japan Travel Bureau 
Foundation, 1998, p i, p79
After achieving the Ten Million Programme’s target, in July 1991 the Japanese
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government announced a new programme called ‘Two-way Tourism 21’ with the 
emphasis on qualitative rather than quantitative goals (Nozawa, 1992). Its objectives 
include promoting mutual understanding and goodwill between Japanese citizens and 
citizens from all over the world, and expanding individual, greater contact with people 
in overseas destinations leading to better cultural understanding and appreciation. In 
other words, the Two-way Tourism 21 encourages Japanese citizens to understand local 
cultures and regard cultural appreciation as a motivational tool and post-travel outcome, 
and as a source of information used for travel decision-making (Andersen et al, 2000). 
The Japanese government’s continuous involvement in international travel and tourism 
activities has contributed to the growth of overseas travel market (Nozawa, 1992), 
mainly because of the symbolic values for both Japanese tourists and foreign hosts (The 
Ministry of Transport, 1992, as cited in Leheny, 1995).
In the early 1990s overseas travel demand was affected by the collapse of the bubble 
economy, the domestic recession, and the Gulf War in 1991 when there was a 3.3 per 
cent drop in overseas travel, marking the second fall since 1964. Although corporate 
travel was much affected by the recession, positive growth was, however, restored the 
following year. From 1992 to 1997, the number of overseas tourists increased every 
year despite the prolong economic recession and the Hanshin earthquake that hit the 
Kansai area in 1995. The steady growth of international travel demand was enhanced 
by the opening of Kansai International Airport, Japan’s first 24-hour airport, in the 
Kinki area in 1994. Graduation foreign trips by university students became part of 
their campus life and reflected prosperity in this period.
Changes in the organisation and demand o f overseas travel
As noted above, the number of Japanese travelling overseas was dominated by middle- 
aged men in the early days following the liberalisation of the outbound travel 
restrictions in 1964. Since the mid-1980s, however, segments of the population 
participating in overseas travel have steadily widened reflecting the overall increase in 
the number of overseas tourists. The ratio of male to female tourists in the total travel 
market has narrowed since 1970: the ratio of male to female tourists was 78:22 in the 
1970s, 62:38 in the late 1980s, and in 1992 the female share of the market for the first 
time topped the 40 per cent mark (Morris, 1988). Since the mid-1990s the total market 
has been comprised of 54 per cent male and 46 per cent females (JTB Foundation,
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1998). Especially, during the 1980s, the number of female tourists travelling abroad 
increased almost 300 per cent, while the number of men doubled (Leheny, 1995). This 
means that there has been a shift in the composition of outbound travel, in which 
women play a growing and more important role in the process of the Japanese overseas 
market growth. Since the mid-1990s, women in their twenties have become the main 
leader of the overseas travel market in total. The single largest segment of the travel 
market of those years has been women in their twenties, accounting for 40 per cent of 
the female travel market, pushing males in their forties into second place since 1992. 
Young women with fewer work and family obligations, plenty of leisure time and 
discretionary money, have become the most important key market segment in redefining 
the purpose of travel and dictating the destination booms. When travelling, young 
women spend their money very differently than men do. A huge boom in shopping 
trips to Hong Kong and Hawaii was created by this age group of the population. There 
has been also a noticeable increase in the young family market, particularly to resort- 
based destinations such as Hawaii, Guam, Saipan and Australia, and in the elderly 
market, especially married couples, travelling to Europe and Hawaii.
Furthermore, there had been a spread of the demand for outbound travel heavily 
concentrated in three main conurbations of Tokyo, Osaka, and Nagoya throughout the 
country. For example, in 1987 the Tokyo metropolitan area produced 50 per cent of 
the outbound travel, the Osaka conurbation 20 per cent and Nagoya and vicinity 10 per 
cent, totalling 80 per cent of the total overseas departures. However, in 1997, the total 
share of the three metropolitan areas decreased to 61.5 per cent.
As the travel market has matured with the rising number of repeat travellers, there 
have been qualitative changes in market demand. It is certain that Japanese tourism 
began in the form of travelling in groups composed of people who belonged to the same 
company, community, or circle, and has developed, from educational school excursions, 
and recreational outings for employees organised by companies, to packaged tours 
arranged by travel agencies. In recent years, however, there have been changes in the 
organisation of package tours. There has been also a marked trend from package 
holidays towards free independent travel (FIT), the widespread use of discounted air 
tickets for independent travellers, in particular amongst young generation and repeaters, 
who have become increasingly adventurous, less prejudiced and more knowledgeable 
about travel. In order to meet such consumer demand, travel agents have increasingly 
offered special package tours with a minimum of one or two participants providing only
131
accommodation-and-flight components and giving more freedom to travellers. Those 
inexpensive, do-it-yourself type tours include skeletal-type tours (flights and 
accommodation only) and gateway tours (flights and accommodation for the first and 
last nights). The market is also shifting towards single destination travel rather than 
visiting and staying in as many different places as possible. As a result of the 
introduction of those products, cities such as London, Paris, Rome and New York have 
been increasingly packaged as single destination using large-scale discounting of long 
haul airfares.
Furthermore, following the success of some small travel agencies which have made 
rapid inroads into the travel market by selling discount air tickets for individual 
travellers, larger travel agencies have moved into the growing low-price air tickets 
business. Reflecting the demand of air-only tickets among consumers, a new system 
of lower PEX (excursion) fares was introduced in 1994, and in 1998 APEX (Advance 
Purchase Excursion) fares for individual travellers were liberalised to meet the needs of 
the growing free independent tourist market.
Evolution o f Japanese oversea tourist flows: Destinations favoured by Japanese 
tourists
As previously mentioned, with the post-war growth of international travel by Japanese, 
neighbouring South-east Asian countries such as Hong Kong and Taiwan rose rapidly as 
important destinations for Japanese tourists in the 1960s. For example, in 1967 when 
approximately 270,000 Japanese visitors travelled abroad, Hong Kong and Taiwan 
received about 100,000 visitors each, accounting for about 75 per cent of the total 
Japanese departures (JTB Foundation, 1979). These short-haul destinations that were 
readily accessible dominated Japanese overseas travel in the 1960s.
In the 1970s, South Korea emerged as a new destination while Hong Kong and 
Taiwan experienced consistent increases, and by the late 1970s South Korea replaced 
Hong Kong as the single largest Asian destination. In this period, more distant Asian 
countries including the Philippines, Singapore, Thailand, and Mainland China also 
became important new destinations. The increase in traffic to China resulted from a 
general opening up of that country to tourism (Pearce, 1987) and Japan’s normalisation 
of diplomatic relations with China in 1972. On the other hand, the growth of South 
Korea, Taiwan, the Philippines, and Thailand as major tourism destinations in the late
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1970s can be attributed to developments of so-called sex tourism or the kisaeng tour 
geared to Japanese businessmen. Most of the businessmen were participants of 
corporate incentive tours being rewarded by companies for their hard or efficient work. 
During the 1970s, the number of Japanese visiting Asia doubled and accounted for half 
of all tourists. Thus, male tourists visiting the neighbouring Asian countries 
predominated the overseas market in the early phases. In this period, however, 
female office workers in their twenties also began to travel to beach resorts abroad. 
Hawaii and Guam became two of most popular destinations as tropical resorts with 
pleasant climates offering sun, sand and relaxation for honeymooners and young women. 
It was in 1977 that Hawaii for the first time became one of the three most popular 
honeymoon destinations, together with two domestic destinations. Between 1972 and 
1974, the US Mainland’s share increased partly due to developments of the West coast 
as a destination. The growth rate of Japanese travel to Europe grew faster than to any 
other area despite relatively high tour prices. For example, the number of Japanese 
visiting Europe rose 8.5 times from 40,000 in 1967 to 340,000 in 1977 (JTB Foundation, 
1979). Part of the reason for the rise of the European market can be explained by the 
large extent of circuit tourism or multi-destination travel in European destinations, that 
is travel to Europe involves visits to two or more countries in that area. In this period, 
Europe always ranked first in the most desired destination poll amongst the Japanese, 
although Europe registered only about 10 per cent of Japanese outbound travel during 
the 1970s.
In the 1980s, Hawaii and Guam retained their positions as favourite beach resorts 
among Japanese tourists. Hawaii and Guam were regarded as fashionable destinations 
because they were part of ‘foreign’ and the USA whose culture had a strong impact on 
Japanese society and culture in those days (Bailey, 1986). In 1981 Hawaii became the 
most popular destination overtaking Taiwan, while Asian countries including South 
Korea, Hong Kong, and Taiwan formed the top five popular destinations together with 
Hawaii and France in terms of the number of Japanese visitors (Bailey, 1986). On the 
other hand, the Philippines, which grew around sex tourism in the late 1970s, lost its 
popularity due to the widespread criticism and the political unrest in 1980s. In Europe, 
the most popular destination was France, followed by West Germany, Italy, Switzerland, 
and the UK. In this period, a sharp increased in Japanese arrivals were recorded by 
many destinations, in particular Australia, New Caledonia, Singapore, Hong Kong, 
Thailand, and Bali (Indonesia). In the latter part of the period, Queensland in Australia,
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in particular, increased in importance as a popular destination for honeymooners.
In the 1990 the number of Japanese tourists visiting the USA mainland increased by 
attracting younger tourists to theme parks in California and Florida, as v^ell as theme 
hotels in Las Vegas, and it became the most visited destination by Japanese in 1997, 
ahead of Hawaii and Hong Kong. Since the mid-1990s, Hong Kong has lost the 
popularity that it enjoyed until 1996, when there was a boom in the Japanese tourism 
market which exhibited a strong interest in visiting that country before it was handed 
back from the UK to China. Far-flung destinations including Scandinavian countries 
and Canada began to attract Japanese tourists with a special interest such as Northern 
lights or skiing.
Figure 4.1 below shows changes in regional preferences of the Japanese market 
between 1987-2000. There had been a relative decrease in the share of the market by 
Asia until 1998 when its share fell to 43.1 per cent, but Asian countries have seen again 
an increase in their share of the Japanese market in the last few years. In particular. 
South Korea and China have experienced steady increases, reflecting the trend toward 
more frequent, cheaper, short-haul trips. Europe and Oceania experienced consistent 
growth by the middle of the 1990s. However, long haul destinations including North 
America, Europe and Oceania have seen their share of the Japanese market gradually 
decrease, while Africa and South America’s shares levelled off in the later 1990s.
Figure 4.1 Evolution of Japanese departures (Regional distribution): 1987-2000
Data Source: JTB Foundation (1998),p.l0, Japanese Ministry of Justice (2001)
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Mediatising tourism in Japan
As discussed in Chapters 2 and 3, tourism has become massively mediatised, although 
the mediation strategy should change according to social and cultural contexts within 
which tourism promotion is carried out. Japanese travel agencies or wholesalers 
exerted a strong influence on travel patterns through their tour packaging, promotion of 
selected destinations, and travel brochures (Morris, 1994). Through an examination of 
Japanese overseas travel brochures, Moeran (1983) points out that Japanese travel 
brochures are full of detailed information or tips on what to eat where, what to do where, 
what to buy where, and what to see where.
During the 1980s direct sales of travel products through the media, namely through 
advertisements in mass-circulation newspapers and magazines were rapidly expanded. 
Several travel magazines like ‘AB-road’ (a bi-weekly 1,000-page magazine), consisting 
of advertisements for package tours and air tickets, and articles or reports about travel 
destinations, began publication in this period. Those travel publications enabled 
consumers to get information about travel products, and select one from many products 
advertised without collecting travel brochures and flicking through them. According 
to Recruit, a publisher of ‘AB-road, 19 per cent of all Japanese international leisure 
travellers use its travel publications when making travel plans (Edmunds and Bailey,
1999).
In the 1990s, consumers have increasingly played an important role in shaping 
destination flows and travel patterns. In the media-saturated Japanese society, 
Japanese consumers know more details about overseas destinations through various 
channels of the media than previously. It is clear that as consumers acquire more 
information, the needs of consumers become diversified. Rather than travelling 
overseas for the sake of travel, Japanese tourists are increasingly travelling to a 
destination which they would like to visit for specific objectives with the help of 
information gained via the media such as travel guidebooks, magazines, newspaper, 
television and radio programmes, and videos.
Globe Trotter Travel Guide, a travel guide series which targets independent young 
travellers and was first published in 1979, is currently a best-selling travel guide series 
with over 200 titles and a yearly circulation of over 8 million (Travel Journal, 1998). 
Detailed information about each destination including attractions, accommodation, and
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restaurants as well as information from readers based on their own travel experiences 
are characteristics of this successful guide book. Japan Travel Bureau, the biggest 
travel agency in Japan, has also published similar travel guidebooks.
There are many television programmes and documentaries which introduce foreign 
countries and cultures, as well as imported foreign television dramas and films featuring 
a particular city or country. As of 1997, in the Tokyo area alone, 28 television 
programmes had some kind of overseas travel component in which reporters or 
celebrities were sent overseas to cover some aspects of a foreign country (Travel Journal, 
1998). A growing number of Japanese television dramas also feature foreign countries 
as part of settings and are filmed on location. These television programmes generate a 
wide interest in viewers to travel to these particular countries or locations. Some 
overseas tourist destinations such as Greece and New Caledonia have boomed among 
the Japanese as a result of featuring in films. Relatively unknown destinations such as 
Africa and South America have recently attracted niche markets as a result of that place 
being featured in women’s magazines and movies (Travel Journal, 1998).
4.3.2 The Contemporary Scene of Japanese overseas tourism
Japan had been the third leading tourism generator between 1988 and 1997, accounting 
for 8.7 percent of the international tourism expenditures (US$ 33,041 million) in 1997 
(WTO, 1999). The number of Japanese travelling abroad, however, has fluctuated in 
the last five years. The year 1998 saw the biggest negative growth in the 35-year 
history of Japanese overseas travel with a drop of 5.9 per cent to 15.8 million, affected 
by continuing economic recession. In terms of spending abroad on travel, Japan was 
overtaken by the UK in 1998 and dropped its rank to fourth from third. The number of 
Japanese travelling abroad, however, rose from 15.80 million in 1998 to 16.36 million 
in 1999, and to 17.82 million in 2000, showing a 8.9 per cent increase, mainly due to a 
strong desire for overseas travel amongst Japanese consumers, in particular among 
repeat travellers, who place a high priority on a foreign holiday, and due to modest 
improvements in economic conditions (JTB Foundation, 2000a). Current overseas 
travel demand, however, has been massively affected by the terrorist attacks on the USA 
of 11 September 2001 as well as the economic recession and weak yen, which resulted 
in a decline of 9 per cent over 2000 in 2001 and a slight increase of 1.9 per cent in 2002 
(see Table 4.8).
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Most outbound trips have been taken for leisure purposes, accounting for 81.8 percent 
of the total in 2000, while trips for business purposes accounted for 14.6 per cent 
(Ministry of Justice, 2003). Although in 2000 about 14 per cent of the Japanese 
population took a foreign trip, the Japanese propensity to travel overseas is still low 
compared with mature European markets such as the UK with a high propensity of 
nearly 96.7 per cent in 1999 (Japan Tourism Marketing, 2003). Overseas travel 
demand is still concentrated in three major metropolitan areas (Tokyo, Nagoya, and 
Osaka conurbations), accounting for 58.6 per cent of the total overseas departures in 
2000 (Ministry of Justice, 2003). Analysis of departure ratio by prefecture (the ratio of 
those travelling abroad to the prefecture’s total population) reveals that the Greater 
Tokyo Metropolitan area recorded a departure ratio of 22.7 per cent, while the Kansai 
conurbation including Osaka had a ratio of 16.8 per cent and Aichi prefecture including 
Nagoya 12.2 per cent in 2000. Residents in the Tokyo Greater Metropolitan area were 
over-represented in terms of those taking a trip overseas compared to those living in the 
north-eastern district such as Aomori and Akita, both of which only had a departure 
ratio of about 4.5 per cent. This higher travel propensity of residents in the 
metropolitan areas can be attributed to higher income levels of employees and greater 
cosmopolitan lifestyles, as well as readier access to international airports.
Table 4. 8 Number of Japanese outbound 1998-2002
Year Number Change %
1998 15,806,218 -5.9
1999 16,357,572 +3.5
2000 17,818,590 +8.9
2001 16,215,657 -9.0
2002 16,522,804 +1.9
Source: Ministry of Justice ‘Statistics on Immigration Control’, 2003, Japan Tourism 
Marketing, 2002
Current market segment o f overseas tourists
Of the total number of 16.52 million Japanese overseas visitors including all purposes in 
2002, men accounted for 9.12 million with 55.2 percent of the total market and women 
for 7.4 million with 44.8 percent. In leisure travel the female and male totals are 
almost equal: 6.6 million (51 per cent) males to 6.3 million (49 per cent) females in
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1998 (Edmunds and Bailey, 1999). As Table 4.9 shows, the current Japanese market 
includes a wide range of segments with no predominant groups. The largest segment 
was women in their twenties, at 2.1 million (12.7 per cent), followed by men in their 
thirties (2 million, 12.3 per cent), men in their fifties (1.93 million, 11.7 per cent), and 
men in their forties (1.81 million, 11 per cent) (Ministry of Justice, 2003). Working 
young women (Office Ladies) in their 20s and 30s have long taken the lead in overseas 
travel demand as the most dynamic segment that the travel industry had identified. 
Women in their twenties, however, have reduced their market share as the population of 
this age group has been decreasing as Table 4.9 shown. On the other hand, women in 
their late twenties and thirties can be expected to support further overseas travel demand. 
This is because those age groups have experienced extensive travel during Japan’s 
bubble economy and overseas travel has become part of their lifestyles. They have 
also much disposable income and discretionary time to travel as more and more women 
tend to marry late in life, as discussed in the previous chapter. There has been a trend 
amongst the single women market that they are increasingly choosing holiday 
destinations in neighbouring countries because their buying power has been reduced by 
the recent economic situation. Similarly, it is expected that the Japanese aged 65- 
years-old and over (so-called ‘silver’ generation) will become a powerful consumer 
market in the future with pensions and a high level of personal savings (Trew and 
Cockerell, 2002). Table 4.9 illustrates a rise in the silver tourists’ share of the Japanese 
market between 1997 and 2002.
Table 4. 9 Overseas Travel Departures by gender and age (incl. Ail purposes)
Age
Gender Year 0-9 10-19 
Percentage
20-29 30-39 40-49 50-59 60 over
Male 1997 1.4 2.3 10.1 11.7 11.9 9.9 7.0
2002 1.5 2.2 7.8 12.3 11.0 11.7 8.5
Female 1997 1.3 3.0 16.8 7.4 5.4 6.3 5.4
2002 1.5 2.8 12.7 8.9 4.9 7.3 6.7
Source: JTB Foundation (1998), Ministry of Justice (2003)
It should be noted that a large number of overseas tourists are, in fact, those who have 
experienced travel abroad before. The number of those who have travelled abroad
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more than twice has doubled over the last decade and the repeat tourist market 
underpins Japanese demand for overseas travel (Prime Minister Office, 2000). 
According to a survey conducted in 2000, 16 per cent of respondents were repeat 
visitors to the same destination (JTB Foundation, 2000a). Destinations attracting the 
highest repeat visits included Hawaii (66 per cent of respondents have been there at 
least twice), the US Mainland (58 per cent) and China (54 per cent).
Japanese motivation for leisure overseas travel
As discussed in Chapter 2, motivation for the modem leisure travel can be socially 
constmcted. What motivates Japanese people to travel? What is the main reason for 
travel? What induces them to visit a particular place? These questions are extremely 
difficult to answer fully because tourism involves an extremely complex process by 
which an individual located in a different social and cultural context travels to a 
particular destination. As discussed in Chapter 3, tourist motivations which stimulate 
people to travel can generally be categorised in two factors: ‘push’ factors referring to 
socio-psychological motives or needs that predispose the individual to travel; ‘pull’ 
factors referring to specific attributes related to destinations. In this section 
motivations as ‘push’ factors will be discussed.
Iso-Ahola (1982) suggests that there are two motivations for tourism: the desire to 
leave behind an environment and to seek an intrinsic reward. Similarly, Krippendorf 
(1987) argues that people are motivated to travel to redress stresses and strains from 
everyday life and to develop mind and body to its full potential. Yuan and McDonald 
(1990) examined the motivations of overseas travellers from four countries: Japan, 
France, West Germany and the United Kingdom (UK), and found that individuals from 
each of the four countries travelled to satisfy the ‘same’ unmet needs (push factors). 
For tourists from all four countries, ‘novelty’ was the most important factor in the 
decision for a holiday abroad, followed by ‘escape’, ‘prestige’, ‘enhancement of kinship 
relationships’, and ‘relaxation/hobbies’.
Moeran (1983) claims that tourism is basically a product of urbanisation. Japan’s 
industrialisation and urbanisation have created many overwhelmingly modem, ugly, 
noisy and polluted cities surrounded by crowded suburbs. The Japanese population is 
unevenly distributed and concentrated on the industrialised coastal plains. As 
elsewhere in advanced industrialised societies with a large number of urban city
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dwellers, it is clear that there is a strong desire to travel far away from a busy urban 
daily life amongst many Japanese people who lead busy lives in congested cities. As 
noted earlier, the major metropolitan areas around Tokyo, Nagoya, and Osaka have 
accounted for the majority of the total overseas travellers. JTB Foundation’s survey 
(2000b) also reveals that the majority of Japanese tourists, both domestic and 
international, are motivated by the desire to escape from everyday life, followed by rest 
and relaxation. These main ‘push’ motivations have remained unchanged since 1985 
despite changes in travel style and desired destinations (JTB Foundation, 2000b).
Beer (1993, as cited in Rea, 2000) identifies four major ‘push’ motivations of 
Japanese overseas tourists: acquiring status through cultural and material capital, 
escaping the limits of urban life, binding social ties, and establishing one’s identity as a 
Japanese. Cai and Combrink (1999) discovered differences in motivation between 
Japanese men and female tourists. The leading push factors for the Japanese female 
tourists were their desires for life-long learning (increase knowledge and learn new 
things), and for an escape and relaxation, while for the Japanese men the top three push 
factors were their needs for physical activities, adventure, and status seeking.
Japanese international tourism has been long characterised primarily by recreational 
type (Rea, 2000). There is, however, evidence of the emergence of the experiential 
tourist amongst the Japanese population who seek authentic experiences in the hope of 
finding meaning. There is a sense among the Japanese population that society and its 
social divisions are now less solid and rather more fluid, which has led to an increase in 
feelings of alienation, anxiety, insecurity, restlessness and inability to settle. This 
situation might stimulate people’s search for meaning in a pre-modem place in pre­
modem time. The nostalgia-seeking Japanese tourist has been generally attracted to 
the countryside in Japan, to a pre-modem place of its own history, unlike Westem 
tourists who have sought things or places lost to an industrialised world in cultures other 
than their own as an intemational tourist. In recent years, however, an increasing 
number of Japanese people, in particular a new generation, to whom Japan is not the 
home it was to their parents, have engaged in overseas tourism practices in order to 
escape from the present Japanese environment, and the alienating features of everyday 
modem life in Japan (Rea, 2000; Andersen et al, 2000). The young generation is less 
attached to work as a source of existential purpose and have no nostalgia for Japanese 
traditions and countryside as older generations do. They have rather a negative 
impression of the traditional elements of Japanese culture, valuing more Westem and
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non-traditional things. Those young Japanese tourists are escaping from Japan to 
foreign countries, seeking ‘things’ or environments which are almost impossible to find 
in Japan. Rea (2000) suggests that for a growing number of Japanese people what they 
seek or nostalgia has been found in the tradition of the West, in which they feel free and 
at home.
Preferred Destinations
Since there was a non-regular event (the terrorist attack on the USA) affecting 
distributions in 2001, figures from 2000 may better represent the current trends of 
popular destinations amongst Japanese tourists. For Japanese travellers the three most 
popular destinations in 2000 were the U.S.A. (including Hawaii and Guam) with about 
5 million visitors, Korea (2.47 million), and China (2.2 million) (Japan Tourism 
Marketing, 2002). Asian destinations such as Thailand (1.2 million visitors), Taiwan 
(923,000) and Hong Kong (1.38 million) received more Japanese visitors with double­
digit growth rates than the previous year. Breaking Japanese travel flows down by 
region, Asia accounted for the largest share of the Japanese market with 45.6 per cent of 
the total, followed by North and Central America with 32.3 per cent, Europe with 13.4 
per cent, and Oceania and the South Pacific with 7.7 per cent in 2000.
The popularity of travel to Asian countries reflects the Japanese preference for 
‘cheaper, nearer and shorter’ trips in recent years. Asian countries have benefited from 
their geographical closeness to Japan because short staying tourists opt for the most 
accessible destinations. Moreover, the cultures of each region in Asia including 
fashion and interior decoration also appeal to Japanese tourists, in particular to young 
female tourists, as ‘exotic’ rather than ‘similar’ to their ovm (JTB Foundation, 2000). 
The female Japanese tourists tend to travel abroad for shopping, sunbathing, and 
visiting theme parks in places such as Hawaii and the Mainland USA. On the other 
hand, Hawaii and US mainland are the two most popular honeymoon destinations. 
Hawaii and Australia are particularly popular for family travel. In Europe, France, 
Italy, Spain, Germany and the UK are the top five leading destinations for Japanese 
tourists in terms of the number of travellers received. Over the last few years, France 
and Italy have enjoyed strong market appeal among young women because of their 
image of modishness and elegance. Especially, the average annual growth rate in the 
number of Japanese tourist visits to Italy recorded 22 per cent between 1990 and 1997.
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Major cities rich in historical attractions and cultures in those European countries have 
become magnets for many Japanese tourists, especially the elderly segment and female 
tourists in their thirties and early forties. Culture and heritage in Europe have a strong 
appeal among those Japanese tourists. Europe may still serve as the best indicator of 
cultural prestige for the Japanese.
As discussed in Chapter 3, images of a destination play a key role in the decision of 
tourists to visit a particular destination. According to a survey conducted by Mainichi 
Newspaper in 1998 (Travel Journal, 1999b), Hawaii was perceived as the safest country 
with the friendliest local people. Switzerland was regarded as the country with the 
most beautiful scenery, followed by Canada and New Zealand. Countries with an 
image of culture and history included Italy, China, the UK, and France. Hong Kong 
topped the list as a shopping destination, followed by Italy, France, and Hawaii.
Table 4.10 Leading Destinations for Japanese tourists
Year 1997 2000
(trips) (‘000) (‘000)
1. u s  mainland (2,032) 1. South Korea (2,472)
2. Hawaii (2,223) 2. China mainland (2,202)
3. South Korea (1,676) 3. US mainland (2,194)
4. China mainland (1,582) 4. Hawaii (1,818)
5. Hong Kong (1,369) 5. Hong Kong (1,382)
6. Guam (1,113) 6. Thailand (1,198)
7. Singapore (1,094) 7. Guam (1,049)
8. Thailand (965) 8. Singapore (930)
9. Taiwan (908) 9. Taiwan (923)
10. Australia (814) 10. France (852)
Source: Japan Tourism Marketing (2003), JTB Report
In terms of favourite destinations in the Japanese ‘wish’ list, Australia and Hawaii 
have regularly topped the lists of the most desired destination to visit (multiple answers 
allowed) since 1995, according to ‘the Opinion Survey of Overseas Travel Preferences’ 
annually conducted by JTB Foundation. In the 2000 survey, Italy ranked third, 
followed by France, Canada, Switzerland, the UK, West Coast of the U.S.A., New 
Zealand and Egypt. Apart from Egypt, all those countries have remained in the top ten 
rankings in desired destinations to visit since 1996. Japanese people have positive
142
stereotyped images of Westem countries and many Westem countries included in the 
‘wish’ list are Japanese favorite countries as noted earlier. This suggests that there is 
still a gap between frequently visited destinations (reality) and those most desired 
(dream) among many Japanese people. There have been no Asian countries which 
were listed among the top ten preferred destinations, although Asian destinations 
dominate the Japanese overseas market. This may suggest that the majority of 
Japanese tourists tend to travel to ‘easy-to-reach’ Asian destinations, being constrained 
by time and money. Although Asian countries will continue to be traditional popular 
destinations for most Japanese people, potential clearly exists for further expansion of 
Japanese overseas travel to those long-haul destinations in the West.
Preferred Activities at Destinations
The 1999 Japanese government’s survey on Japanese overseas pleasure travel revealed 
the desired objectives and activities at travel destinations (what they want to do). The 
main objectives (multiple answers) were to view natural beauty or scenery (71.4 %), 
followed by visiting historical sites (heritage), museums and art galleries (58 %), 
sampling local cuisine or gourmet (47.5 %), and shopping (44.4 %) (Prime Minister’s 
Office, 2000).
JTB’s overseas travel surveys (1998, 2000, 2002, 2003) revealed the actual activities 
undertaken by Japanese overseas tourists in particular destinations, which were also 
presumed to be the reason they chose that destination or ‘pull’ factors to travel (see 
Table 4.11). Viewing natural and scenic attractions, shopping, and visiting cultural and 
historical attractions have been the three most popular pursuits in recent years. In 
other words, Japanese tourists place these attractions as a high priority in their 
destination choice. The percentage for shopping, however, has decreased from 64 per 
cent in 1996 to 56.0 per cent in 2002, and percentages for both natural and scenic 
attractions (64.9 %) and historic and cultural attractions (47 %) have increased by 5.4 
per cent and by 5.7 per cent, respectively, compared to the 1996 results. This indicates 
that Japanese travellers are increasingly attracted to ‘nature’ destinations with beautiful 
natural landscapes and ‘heritage’ destinations that cannot be found in Japan. In 
general they are less interested in active activities like hiking, scuba diving and skiing.
143
Table 4.11 Top 10 Activities at Destinations in 2002
Activities Percentage (%) Activities Percentage (%
Natural & scenic attractions 64.9 Rest & Relaxation 27.1
Shopping 56.0 Beach &swimming 12.6
Historic & cultural attractions 47.0 Theatre/concerts/movies 8.5
Food sampling 40.6 Night Tour 7.8
Visiting museums 32.6 Visiting family/friends 6.4
Source: Japan Tourism Marketing (2003, p30). Factual Survey of Overseas Travel 
Situation, Note: Holiday & honeymoon tourists only, plural responses
What Japanese tourists do of course differs in different destinations. For example, in 
the USA, shopping and viewing natural attractions are the most popular activities, while 
culture associated with history scores lower. Viewing natural and scenic attractions 
accounts for a high percentage in Canada, Oceania, China and Europe. Viewing 
historical and cultural attractions, and visiting art galleries and museums are also very 
popular activities in China and Europe. Shopping scores highest in Hawaii, Guam and 
Saipan. Eating and shopping are the main reason for visiting Asian countries. Rest 
and relaxation has a high score for Pacific destinations.
4.3.3 Characteristics of the Japanese overseas travel market
As discussed in Chapter 2, people’s travel behaviours including vacation patterns and 
preferences for travel products and services can be in many respects influenced by 
characteristics of the culture and society to which they belong. Japanese tourists have 
been long described as camera-wielding tourists who love shopping, marching 
obediently behind the upraised flag of a Japanese tour guide in a big group. Japanese 
visitors have been often described as big spenders with high-spending habits when 
travelling mainly due to the habit of souvenir shopping. As noted elsewhere in this 
chapter, scenic vistas and landscapes have been highly valued in Japan and the Japanese 
tend to be attracted to destinations with outstanding scenery and landscapes. It may 
be true that Japanese tourists are highly involved in photography to record all the 
highlights of the trip, especially that beautiful scenery which they visit, for themselves. 
Those characteristics mirror some of the Japanese cultural traits such as aestheticism, 
strong social networks, and collectivism as discussed earlier. Thus, some aspects of 
Japanese tourism behaviour are influenced by Japanese cultural traits. Some of
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important characteristics of Japanese tourism will be discussed in more depth in the next 
section.
The culture o f Shopping
The Japanese overseas market is often characterised by high spending behaviour and 
high levels of shopping expenditure as noted above. Shopping is an important part of 
Japanese overseas holiday as well as a motive for the choice of a particular destination, 
although shopping is a very common activity of the ‘average’ tourist from many other 
countries (Kent et al, 1983, as cited in Jensen-Verbeke, 1994). As discussed earlier, 
‘consumerism’ has been pervasive throughout Japan and the tradition of exchanging 
gifts still plays an important role in Japanese social networking. The tradition of 
buying souvenirs for family, friends, and colleagues in the office remains amongst 
Japanese tourists. Many Japanese tourists, in particular female tourists, have a keen 
interest in buying an ‘authentic’ intemational brand product for a reasonable price in the 
country of origin. For some Japanese tourists, buying brand name products comes to 
be the same thing as a symbol of status gained from having been abroad (Moeran, 1983). 
According to a 1999 survey, 43 per cent of the respondents made purchases primary for 
themselves, while 51 per cent did shopping both for themselves and for family, friends 
and colleagues (JTB Foundation, 2000a).
Types and Organisation o f Travel
It was a popular presumption that Japanese tourists travel more in larger groups than in 
smaller groups or as individuals, reflected the group-oriented stmcture of Japanese 
society. According to JTB Foundation’s survey (2000b), there has been an increasing 
tendency to travel in smaller groups such as family, married couples, and friends in 
recent years. There is, however, still a strong preference for package tours over 
individually arranged travel in overseas pleasure travel, accounting for 67.9 per cent 
in 1999 and 65.8 per cent in 2002 (JTB Foundation, 2000b; Japan Tourism Marketing 
2003) (see Table 4.12). The proportion of package tours in the Japanese overseas 
holiday market is high compared with that in European countries: in the UK package 
overseas tourists accounted for 54 per cent and independent tourists 46 per cent in 1998 
(BTA, 2001a). The majority of Japanese tourists may prefer to join a package tour for
145
security and value for money as Japanese consumers have now a wider choice of 
package tours as a result of the advent of many new types of package tours discussed 
above.
Table 4.12 Types of Japanese Overseas Travel
Purpose All purposes Pleasure
Year 1997 1999 1999 2002
Package tour 52.6% 49.3% 67.9% 65.8%
Group tour 10.8% 6.7% 5.3% 5.1%
Individually arranged 29.3% 36.7% 22.7% 24.4%
Others 5.0% 7.3% 4.0% 3.5%
Source: JTB Foundation (1998, p46, 2000, p46), Japan Tourism Marketing (2003, p44), 
JTB Report, ‘Factual Survey of the Overseas Travel Situation’
Despite the Japanese government’s attempts to extend the length of overseas trips, the 
average length of trip has remained unchanged over the last decade. Reflecting limited 
time for leisure in Japanese society, the majority of Japanese leisure tourists stayed for a 
shorter length of time than intemational tourists from Westem countries. The average 
length of trip was 8.2 days in 1999, while on average British overseas tourists spent 10 
nights abroad for a holiday in 2001 (Office for National Statistics, 2002). Japanese 
overseas trips of 1-5 days accounted for more than half (56 %) of the total Japanese 
departures in 1999, increased by 2 per cent over 1997 (Ministry of Justice, 2000, as 
cited in WTO, 2002b). Approximately 29 per cent stayed overseas for 6-10 days, 
while the remaining 15 per cent stayed more than 10 days.
It is also pointed out that despite their shorter travel duration, they prefer visiting as 
many places as possible rather than remaining and staying in one place or country. 
However, there has been a shift towards longer stays in a single destination. For 
example, results of a 2000 survey revealed that 73 per cent of respondents wanted to 
stay at one or two destinations rather than travelling to as many destinations as possible 
(JTB Foundation, 2000a). Europe has long been seen as an ideal for touring holidays, 
rather than stay-up holidays, but an average Japanese tourist visited 2.2 European 
countries at each trip in 1999, decreased from 2.7 visits in 1995 (WTO, 2002).
Japanese tourists have been described as those preferring an ‘environment bubble’ in 
Cohen’s terms, being surrounded by other Japanese, demanding familiar food (Japanese 
food), drink, and accommodation (Japanese-owned hotel). This demand has been
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supported by worldwide networks of Japanese tourism industries (hotels, restaurants, 
shops, and tour companies) in popular destinations to cater primarily for Japanese 
customers. This preference for things ‘Japanese’ in foreign countries can be attributed 
to concerns about language barriers and security that many Japanese tourists have.
Information sources
According to a study by Uysal et al (1990, as cited in Chen and Gursoy, 2000) 
concerning the information search behaviour of German, French, British and Japanese 
tourists to the United States, it was found that books and other library materials were the 
most important external information source for Japanese tourists followed by travel 
brochures and pamphlets, family and friends, and travel agents. On the other hand, for 
German and French tourists the family and friends were found to be the most important 
source of external information. A more recent survey carried out in 2002 revealed that 
in terms of their destination choice, travel brochures and pamphlets (29.6 %) was the 
most major information source used, followed by information from the family and 
friends (20.7 %) and the media such as television coverage and articles of newspapers 
and magazines (10.0 per cent) amongst Japanese tourists for pleasure and honeymoon 
purposes (Japan Tourism Marketing, 2003). This may suggest that Japanese tourists 
have a tendency to depend more upon information provided by the travel media than 
that from social groups when selecting a destination. Their reliance on travel 
brochures and pamphlets may also reflect the high percentage of Japanese tourists using 
package tours as noted above.
It is also pointed out that Japanese tourists like to gather as much detailed and 
accurate information as possible about their destination in advance (JTB Foundation, 
1998). This may be partly explained by the Japanese characteristics as ‘risk avoiders’ 
(Hofstede, 1980) who try to avoid uncertainty in destinations as much as possible. The 
Japanese tourists also like to be well informed and well prepared to maximise the use of 
their limited time during rather short stays. Japanese tourists, therefore, take a longer 
time to plan their trips (Nozawa, 1992), utilising travel planning products, services, 
sources of information that originate in Japan (Milner et al, 2000). They obtain travel 
information from a range of sources, including printed material, the Internet, and 
television. Most of them buy travel guidebooks with considerable detailed information 
before their departure and carry them at the destination as devotional texts. Acquiring
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information itself also gives pleasure and expectation as well as outweighing anxiety 
about barriers such as language problems. Even those who have never travelled 
abroad have clear images and expectations of their travel destination thanks to the 
information provided by the mass media.
The mass media such as television programmes, newspaper and magazine articles 
play a significant role in creating familiarity and approval by representing desirable 
attractions and destinations in a highly aestheticised way. Grabum (1995) argues that 
aestheticisation creates an image or an atmosphere which strongly appeals to the 
Japanese and the use of aesthetics in the service of commerce has been stronger in Japan 
than in many other industrialised societies. The Japanese young generation, especially 
young women, is easily influenced by the mass media and follows vogues and trends 
created by the media. This is because those are the branded places that bear the 
markers of popular media frame. The mass media in Japan is thus the determining 
factor for many young women’s decision making, including travel (Hashimoto, 2000).
Destination choice patterns
A travel destination, namely where to go, has become increasingly one of the most 
important factors in the decision-making process of a Japanese tourist. Moeran (1983) 
argues that this is because the tourist’s decision about where to go can achieve elitism or 
prestige and it is a way that people associate themselves with society. In general, 
many Japanese tourists prefer to visit well-known and established destinations which 
are socially and culturally approved and familiar, rather than new unknown destinations 
that few Japanese travellers visit (Grabum, 1995). According to a survey in 2000, 64 
per cent of the respondents preferred famous destinations to new destination that not 
many people visit (JTB Foundation, 2000b). Japanese tourists tend to be attracted to 
destinations or attractions with one or more socially approved famous things (icons or 
symbols) and specific associations with the famous or the popular. ‘Cultural markers’, 
in MacCannell’s (1976) terms, thus play an important role in attracting Japanese tourists. 
Montgomery (1989) suggests that visiting the places of a royal wedding, a tovm which a 
popular singer has sung about, or an author has written of, and being photographed in 
those places, bring Japanese tourists honour and prestige.
Since many Japanese people have concerns about security and safety, ‘crime free’ 
reputations of the host destination are also very important (Morris, 1990). According
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to a study by Cai and Combrink (1999), natural environment and safety (standards of 
hygiene cleanliness, outstanding scenery, environment quality of air, water, and soil, and 
personal safety) were the most important pull factors for the Japanese tourists. A study 
on German and Japanese tourists with a strong potential for visiting rural areas in 
Canada by Murphy (2003) found remarkably similar activities engaged during their 
recent trip between the two groups: picture taking or filming; shopping; dinning out and 
sightseeing in cities, although the Japanese sample favoured more passive activities than 
the German sample, who preferred more adventurous activities. Furthermore, for 
Japanese tourists, visiting scenic landmarks was among top five activities while it was 
not included in the top five activities amongst German tourists. Thus, so-called 
‘scenic’ tourism visiting beauty spots and viewing the natural beauty may characterise 
Japanese overseas tourists’ destination preferences.
The Japanese overseas travel market tends to be perceived as having different travel 
patterns and preferences from those of Westem countries. The uniqueness of Japanese 
culture and society is frequently invoked to explain the behaviour of Japanese tourists 
abroad. However, pattems of Japanese overseas travel has been progressively moving 
towards a demand for travelling in smaller groups, less frantic schedules, and more 
independent arrangements, following classical pattems established in Europe (Tourism 
Planning and Research Association, 1993). On the other hand, Japanese tourists still 
have some characteristics in their travel behaviour: high percentage of taking ‘short’ 
package holidays, high levels of shopping activities, a strong interest in viewing natural 
beauty and visiting cultural attractions, preference for well established ‘safe’ popular 
destinations, and being risk-avoiders. Many Japanese tourists may be attracted by 
novelty and at the same time they very much seek ‘familiarity’.
Japanese tourists are increasingly motivated by ‘pull’ factors to travel to a certain 
region or country and a very specific place. In other words, more and more Japanese 
tourists have clearer motivations related to a destination with the help of a wide range of 
sources of travel information. As discussed in Chapter 2, there is a general assumption 
that tourists from different countries and cultures have different perceptions of their 
travel destinations. In this sense, tourism pursuits may be an expression of the 
relationship between the origin country and the destination. It can be argued that even 
though Japan has become increasingly intemationalised there is still a strong trace of 
Occidentalism, reflected in the ‘wish’ list of destinations for future trip, which may 
influence Japanese consumers’ choice of travel destinations and their motivation. The
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UK has been long amongst the top ten preferred destinations included in the ‘wish’ list 
of destinations, and has still potential to attract more Japanese tourists. The next 
section will look at the UK as a global destination and Japanese tourism to the UK, 
focusing on what aspects of British tourism resources appeal to Japanese tourists.
4.4 Japanese international tourism to the UK
The United Kingdom (UK) has been a popular destination for overseas visitors with a 
range of assets that underpin its tourism appeal, and at the same time has long 
recognised that tourism is one of the key drivers of the British economy. The UK has 
been promoted worldwide as a tourist destination for overseas visitors through activities 
by the British Tourist Authority (presently VisitBritain).
The UK has long attracted Japanese tourists in significant numbers as one of several 
popular destinations in Europe and Japan has become one of the key overseas markets 
for the British tourist industry and the largest Asian market for the UK (BTA, 1999c). 
During the 1980s, Japanese tourism to the UK had grown faster than to any other 
European country, but was not developed to the scale that the UK’s neighbouring 
countries as France and Italy cover with the Japanese market, which would leave the 
potential for the growth of Japanese tourism to the UK. This section provides a brief 
overview of the development of Japanese tourism to the UK with a focus on what 
aspects of the UK attract Japanese tourists and what the Japanese tourist seeks in the 
UK. Marketing activities carried out by the British Tourist Authority (BTA, presently 
VisitBritain) targeted at the Japanese market will also be explored.
4.4.1 The nature of the British tourism product 
Physical and natural resources o f British Tourism
Geographically, the UK is located off the coast of mainland Europe and the climate is 
mainly tempered by maritime conditions. Its coastline ranges from the westem coasts 
with irregular estuaries, cliffs, sandy coves and islands to the eastern coasts which are 
smooth and low with long beaches and low cliffs. The UK comprises a variety of 
landscapes, ranging from the Highland zone and the Uplands with high hills and
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plateaus, to the Lowlands which do not exceed 300 metres in altitude. In the highland 
and upland areas there are many British national parks and national park direction areas 
which have natural beauty and characteristic landscapes. The lowlands encompass 
much of southern and eastern England where land use is dominated by intensive 
agriculture and sprawling conurbations. Natural resources for British tourism include 
forests, lakes, rivers, and canals, coasts, many of which are important attractions. 
Chalk and limestone grassland, lowland heath, waterside landscapes, coastal land, and 
uplands are also considered as other beautiful traditional English landscapes (Hall and 
Jenkins, 1998). There are twelve areas which have been given National Park status, 
including Dartmoor, Exmoor, Brecon Beacons, the Peak District, the Yorkshire Dales, 
and the Lake District.
Cultural resources o f British Tourism
It is often said that the social and cultural characteristics of a host society influence its 
attractiveness to tourists and a distinctive culture, in particular has the power to attract 
certain groups of tourists (Ritchie and Zins, 1978). The UK is rich in existing cultural 
resources such as historic buildings (e.g. country houses, palaces and castles) and 
monuments as well as attractions artificially created for the visitor (e.g. theme parks). 
Throughout the 1980s and early 1990s in the UK there was also a sudden burgeoning of 
heritage attractions (Elliott 1997, as cited in Meethan, 2001). A good example 
includes Ironbridge Gorge in Shropshire, one of England’s earliest industrial regions, 
developed as an assemblage of museums in the industrial sites, which became UNESCO 
World Heritage Site and it is now marketed as the birth-place of the Industrial 
Revolution as well as a global heritage site. In the UK there were 6,164 attractions 
where the numbers of visitors were known or estimated in 1998 or in previous years 
(English Tourism Council et al, 1999). These attractions include 1,509 historic 
properties, 1,509 museums and art galleries, and 380 gardens.
It is clear that the UK’s cultural resources, in particular its heritage and history, have 
long appealed to overseas visitors. For example, in 1990 more than 50 per cent of 
foreign tourists had visited historic buildings and 40 per cent had visited museums and 
art galleries during their stay (National Economic Development Office, 1992). The 
results from the 1996 Overseas Leisure Visitor Survey also revealed that activities 
important in the decision to come to the UK for overseas leisure visitors were visiting
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‘heritage sites’ including castles, monuments, and churches (37 %); exploring historic 
and interesting towns and cities (29 %); visiting artistic or heritage exhibits 
(museums/art galleries/heritage centres) (29 %); attending performing arts such as 
theatre, cinema, opera and ballet (18 %); and visiting gardens (16 %) (BTA, 1999b).
The widespread themes of British heritage are exemplified in the pastoral landscapes 
and stately homes protected by agencies like the National Trust and English Heritage. 
The ‘traditional’ English landscape with country houses, castles and gardens has been 
used to symbolise the English national identity as well as a supposed national character 
(e.g. conservative, behaving in a gentleman-like manner, and an attitude of paternalistic 
tolerance). The English countryside has also been increasingly idealised, romantised 
to feed a continuing desire for nostalgia, heritage, and rural idyll for people living 
contemporary society. In other words, the countryside has become a cultural landscape 
in which ideas of rurality are socially and politically constructed (Hall and Jenkins, 
1998). Even foreign tourists may expect to understand or absorb the stereotypical 
‘Englishness’ or ‘Britishness’ (Britishness and Englishness become almost 
interchangeable in most foreign countries) by visiting those places in the countryside 
because the appeal of the British countryside is also closely linked to the British way of 
life. The British countryside, which is valued primarily as a landscape aesthetic, has 
become a natural and cultural heritage, an attractive object of the tourist gaze (Bunce, 
1994). The British countryside has become symbolic national landscapes of cultural 
significance for both British and overseas tourists. The quality of the countryside with 
landscapes protected and recreation facilities provides the basic resources on which 
much tourism depends (Department for Culture, Media and Sport, Tourism 
Division, 1999).
The beauty of the British countryside and its heritage have been recognised and have 
spread through a variety of cultural forms of the media. As discussed in previous 
chapters, how the UK is featured in films, television programmes, and literature, from 
Shakespeare, Dickens, Jane Austen, Conan Doyle, Agatha Christie, to J.K. Rowling, is 
very important in influencing who knows what about the UK and the construction of the 
image of the UK as a whole. Literary tourism and, in particular film/television tourism 
are extending tourism in new ways and into new regions in the UK as discussed in 
Chapter 3. The importance of films and literature for British tourism has been 
recognised with a Movie map marking locations of worldwide renowned films and 
television programmes (three versions for 1991, 1996 and 1999) and a literary Britain
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leaflet (1997) produced by the BTA. Tourism marketing and promotions are also 
increasingly organised around films and literary fantasies or tales, as discussed in 
Chapter 2.
4.4.2 The Japanese market
An overview o f the development o f the Japanese market
There were only 1,400 Japanese overseas visitors to the UK in 1954 and 8,700 visitors 
in 1960 (BTA, 1975b) because leisure travel abroad was forbidden to the Japanese 
before 1964. Although with the introduction of the new route flying via Anchorage 
and the North Pole, flight time between the two countries shortened to 32 hours from 56 
hours, the UK and Europe in general were still too far away, too expensive, and too 
inaccessible for travelling from Japan.
In the 1970s and 1980s an increasing number of package tours to Europe at cheaper 
prices became available with further developments in air transport and increased airline 
capacity between Japan and the UK. Furthermore, with a 1986 new aviation 
agreement between Japan and the Soviet Union which enabled airlines serving Japan 
and Europe to operate non-stop flights flying over Siberia, travel time between Japan 
and the UK shortened to 12 or 13 hours. It is clear that the introduction of non-stop 
services had brought Britain nearer in time, cost and mind. With those airlines 
operating frequent direct flights between Japan and the UK, the UK proved be a very 
important gateway to Europe for Japanese travellers. The problem was that many 
Japanese tourists tended not to stay in the UK for a long period. In the early 1980s the 
majority of Japanese tourists came to the UK as part of a package Europe tour group 
and tended to stay only a few nights in London and leave for other European 
destinations, such as Rome and Paris, rather than touring the rest of the UK. At that 
time the package tour visiting London, Rome and Paris in eight or ten days had become 
an established popular product for the Japanese market. There were few package tours 
to Europe staying in one country only or featuring multi-destinations in one country. 
From the mid-1980s onwards semi-package tours providing only ‘air and hotel’ began 
to attract young travellers who prefer to have more free time when travelling. Most 
Japanese tourists of those years (about 90 per cent in 1987) headed to London as their 
primary destination in the UK. By the mid-1980s Japan had become Britain’s fifteenth
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most important travel market (Montgomery, 1989).
Between 1980 and 1989 Japanese visitors to the UK increased by 311 per cent. 
During this period the value of Japanese yen against sterling increased from 525.99 yen 
to one pound in 1980 to 225.66 in 1989 (BTA, 2001a), which made the UK a less 
expensive destination. The number of Japanese residents in the UK also increased to 
about 30,000 as a result of Japanese investment in the manufacturing industry in the UK 
by 1989, which resulted in stimulating visiting friends and relatives, study, and business 
traffic (Polunin, 1989). In the late 1980s, in particular, Japanese traffic to the UK, 
continued to grow rapidly, recording an average annual increase of 35 per cent during 
1987-9 (see Table 4.13 and Figure 4.2). The UK was one destination that recorded 
strong growth rates in the Japanese market in the late 1980s as Figure 4.2 shows.
Table 4.13 Japanese visits to UK 1980-1989
Year Number of visits Change (%) 
Male/Female
Share/gender
1980 162,000 +15.7
1981 164,000 + 1.2
1982 159,000 -2.8
1983 170,000 + 6.8 67/33
1984 201,000 +17.8
1985 211,000 + 5 63/37
1986 205,000 -2.5 62/38
1987 297,000 +44.7
1988 388,000 +30.6 58/42
1989 505,000 +30 55/45
Source: British Tourist Authority (2001a), Digest o f Tourist Statistics, No.24, UK Intemational 
Passenger Survey
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Figure 4.2 Growth rate of Japanese overseas travel
Percentage: 1980-89 
Source: British Tourist Authority (2001a), JTB Foundation (1998, p80)
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The early 1990s saw united efforts made by all interested British parties aimed at 
Japanese consumers. In 1989 the British government set a target of 1 million Japanese 
visitors to the UK by 1992, which led to ‘the Britain Welcomes Japan Campaign’ 
founded in 1990. The campaign ran in parallel with the Department of Trade and 
Industry’s Priority Japan campaign launched in April 1991 to promote trade with Japan. 
The governmental campaign aimed at encouraging the development of customer 
services for Japanese tourists and establishing support for cooperative marketing targets 
as well as raising the awareness in the UK of the importance of the Japanese market to 
the British tourism economy (BTA, 1993a). Coinciding with these movements, an 
increasing number of hotels and shops or stores employed Japanese speaking staff 
members and attractions produced their brochures in Japanese.
During the early 1990s the UK experienced steady growth in the Japanese market 
although when the Gulf War occurred in 1991 and the bubble economy hit the bottom in 
1993 negative growth over the previous year was recorded (see Table 4.14 and Figure
4.3 below). In the early 1990s the BTA stated that one out of three Japanese visitors to 
the UK were either independent travellers or participants in free-style package tours and 
predicted that the proportion of independent travellers would increase. Special 
attention was given therefore to independent travellers, especially female travellers, 
who had accounted for 80 per cent of Japanese holidaymakers to the UK by 1993.
As noted earlier, in the Japanese market to Europe there has been a shift from the 
excursion type of travel visiting three or four different countries to travel staying in one 
particular country. During the 1990s many travel agents began to offer full-package 
tours visiting and staying in the UK alone as well as semi-package tours providing air 
and hotel in London only, reflecting the trend that Japanese tourists were now visiting 
fewer places than before. London, Oxford, Stratford-upon-Avon, the Cotswolds, 
Chester, Haworth, the Lake District, Edinburgh and Inverness, were featured on the 
typical ‘milk-run’ tours for the Japanese market although the duration of the tour varied 
from 8 days to 12 days. By 1996 it was estimated that 25 per cent of all Japanese 
tourists to the UK were independent travellers (BTA, 1997). Furthermore, ft^ om the 
mid-1990s onwards there has been a boom of British gardening in Japan. A huge 
number of books and magazines featuring English gardens and gardening have been 
published. Many travel agents have organised special package tours visiting famous 
gardens in the UK reflecting the gardening boom.
Table 4.14 below illustrates that the number of Japanese visitors had been gradually
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decreasing since 1996, and dropped from 545,000 in 1998 to 495,000 in 1999 (BTA, 
2001a), when there was positive growth of Japanese overseas travel as a whole. The 
Japanese market for the UK for the past decade has not shown strong growth at all.
Table 4.14 Japanese visits to UK 1990-1999
Year Number of visits Change (%) Share/gender
Male/Female
1990 563,000 +10.3 57/43
1991 458,000 -18.6
1992 554,000 +21.0 48.9/51.1
1993 492,000 -11.2
1994 578,000 +17.5
1995 619,000 + 7.1
1996 584,000 -5.7
1997 570,000 -2.4 48.4/51.6
1998 545,000 -4.4 46.7/53.3
1999 495,000 -12.0 50.9/49.1
Source: British Tourist Authority (2001a), Digest of Tourist Statistics No.24 
Office for National Statistics (1998, 2002), Montgomery (1992)
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Figure 4.3: Annual growth rate for Japanese overseas travel and traffic to the UK 
(1990-1999)
Source: British Tourist Authority (2001a), JTB Foundation (2000a)
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4.4.3 The Current Trends of Japanese tourism to the UK 
Market profile
In describing the Japanese market in the UK, data from 2000 are mainly used here 
because the data from 2000 illustrate a more typical scene of the Japanese market than 
2001 and 2002 when there were huge declines in traffic as a result of a series of 
negative events.
The number of Japanese tourists to the UK increased again to 557,000 in 2000, 
showing an increase of 12.5 per cent after a fall of 12 per cent in 1999 (BTA, 2001c). 
In 2001, however, fears associated with BSE and FMD, and concerns over safety and 
security following the terrorist attacks of 11 September 2001, led to a 34.3 per cent 
decline of Japanese arrivals to the UK (Trew and Cockerell, 2002). In 2002, the 
number of Japanese trips to the UK (368,000 visits) was almost the same as the 
previous year and the Japanese market did not recover to 2000 levels as a result of 
prolonged fears related to more terrorist incidents.
In terms of purpose of visit, the main reason for Japanese visits to the UK is for 
holidays. For example, of the total visits by the Japanese to the UK in 2000, 58.5 per 
cent (326,000) were for holidays and 20.5 per cent (114,000) were for business (BTA, 
2001c). Trips for visiting friends and relatives constituted 9 per cent while educational 
travel took a 8.1 per cent share of all trips in 2000.
Among pleasure tourists the proportion of those on package tours (39 per cent) is still 
greater than that of fully independent travellers (27 per cent). Although package tours 
remain popular, the proportion of holiday independents has increased gradually over the 
past decade, reflecting a greater willingness to travel independently among Japanese 
tourists to the UK, in particular repeat visitors. Sixty per cent of the total number of 
Japanese visitors were repeat visitors (Beecham, 1997) and 51 cent of those for leisure 
purpose are fully independent travellers (BTA, 2003).
The average length of stay for Japanese visitors for all purposes in the UK was 10.9 
days in 2000. (BTA, 2001c). Japanese holidaymakers stayed in the UK for only 5.8 
days and tend to stay shorter than business visitors (6.9 days). The average 
expenditure per visit was £817 in 2000 (BTA, 2001c) and Japanese visitors are still 
amongst the highest spenders in 2002 as indicated in Table 4.15.
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Table 4.15
Top Ten overseas visitors to UK: expenditure by market countries in 2002
Country £ m Visits (,000) £expenditure/per visit
1. United States 2,443 3,611 676.5
2. Germany 743 2,556 290.7
3. France 733 3,077 238.2
4. Irish Republic 674 2,439 276.3
5. Australia 531 702 756.4
6. Spain 444 1,010 439.6
7. Italy 406 977 415.6
8. Netherlands 384 1,419 270.6
9. Canada 338 660 512.1
10. Japan 320 368 869.6
Source: Office for National Statistics, Intemational Passenger Survey (2003) 
Table 4.16 Behaviour of Japanese tourists in the UK in 2000
Purpose (%)
Holiday Business VFR Other
Total 36.9 29.0 23.0 10.7
Japan 58.5 20.5 9.0 12.0
Average length of stay (days) Spending per visit (£)
Total Holiday 
Total 8.1 7.2 £503
Japan 10.9 5.8 £817
Source: British Tourist Authority (2001c), w w w .startuk.org.uk. Office for National 
Statistics (2002)
The UK has attracted both male and female visitors across a wide range of ages as 
Table 4.17 shows. In the early 1990s women had outnumbered men as visitors, but the 
proportions of male and female visitors are nearly equal: women accounted for 49 per 
cent and men for 51 per cent in 1999 as seen Table 4.14. For holiday visits, about 60 
per cent of the total visitors were women while 40 per cent were men in 1999. Table 
4.17 below illustrates that relative young visitors, the group aged 16-34 years old 
dominates much of the Japanese market to the UK, accounting for approximately 48 per
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cent of the total in 2000. Compared with data in 1995, however, the group aged 25-34 
years old was less represented while the proportion of the elderly group (55 and over 
years old) has increased in 2000.
Table 4.17 Age of Japanese visitors to the UK (all purposes)
Visitor numbers percentage (%)
Age/Vear 1983 1992 1995 2000 Change (19
0-15 2.0 3.0 3.6 4.1 +0.5%
16-24 20.0 23.1 23.1 22.0 -1.1%
25-34 24.0 26.5 28.8 25.5 -3.3%
35-44 19.1 16.8 19.6 +2.8%
45-54 ^ 46.0 20.0 18.5 17.7 -0.8%
55-64 7.0 7.2 7.6 8.6 +1.0%
65+ 1.0 1.1 1.6 2.5 +0.9%
Source: British Tourist Authority (1993a, 2001c)
The majority of Japanese visitors to the UK come from large urban areas with a high 
propensity of overseas travel, as noted in the section of Japanese intemational tourism. 
In 2002, 63 per cent of Japanese visitors came from the Greater Tokyo area (Kanto), 
followed by those from the metropolitan areas of Osaka and Nagoya (27 per cent) (ONS, 
2003). Other regions only produced 10 per cent of the total Japanese visitors to the 
UK.
Popular destinations in the UK for Japanese tourists
Table 4.18 shows the Japanese visitor numbers in each region within the UK in 1999. 
London is the most popular destination in the UK for Japanese tourists. In 1999, 80 
per cent of Japanese travellers visited London but the number of ovemights spent by the 
Japanese in London decreased from 56 per cent in 1995 to 50 per cent in 1999. The 
data indicate that London is still dominating the Japanese market, but an increasing 
number of Japanese tourists are staying in London shorter than before and travelling and 
staying in other destinations outside London. Japanese tourists tend to visit and stay 
more in destinations within England, in particular in Cumbria and the South East 
regions, compared with those from other countries, including the USA. The 
proportion of Japanese visits to Scotland is also higher than that of the average overseas 
tourist.
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Table 4.18 : Overseas visitors to the UK: regional patterns in 1999 
Staying visits
Total USA Japan
England 84.7
Percentage (%) 
93.2 96
London 51.9 69.0 80
Northern England 10.5 11.0 8
Northumbria 1.9 1.2 1
Cumbria 1.0 1.4 3
North West 5.3 5.5 4
Yorkshire 3.4 4.7 2
Central England 15.1 14.5 11
Heart of England 8.7 9.0 7
East of England 6.9 6.1 5
Southern England 21.2 22.3 14
South West 6.3 7.5 4
South East 8.9 8.9 11
Southern 8.1 8.5 NA
Channel Islands 0.1 0.1 0
Isle of Man 0.1 0.1 0
Scotland 7.3 11.5 8
Wales 4.0 3.9 3
Northern Ireland 1.2 0.6 0
Source: National Statistics ‘International Passenger Survey’, cited in BTA (2001a), 
Office for National Statistics (2003)
Visits for component parts of the UK may not add to 100% since some visitors stay in 
more than one region.
NA= not available
Some Japanese tour operators state that popular destinations in the UK for Japanese 
tourists have not changed over a long time: those close to London are the heritage cities 
of Windsor, Cambridge, Oxford, Stratford-upon-Avon, Bath, and Salisbury with 
Stonehenge, all of which are popular venues for a day trip from London, and other main 
destinations are Chester, York, Haworth, Edinburgh and Inverness. An analysis of 
regions and cities included in itineraries of full package tours to the UK organised by 
major Japanese travel agents indicates that almost all tours visit London, while the 
Cotswolds, Stratford-upon-Avon, and the Lake District are all included in many tour 
itineraries. According to some travel agents, the most popular journey for the package 
tour market in summer season (April to September) takes 8 to 12 days, visiting London, 
the Cotswolds with Bath and Stratford-upon-Avon, the Lake District, and the Highlands
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of Scotland with Edinburgh. All these places have now became well known 
destinations attracting a large number of both independent travellers and those on 
package tours. Those areas or destinations popular with Japanese tourists correspond 
to areas generally popular with other overseas tourists.
As previously noted, Japanese tourists tend to be attracted to destinations or 
attractions with one or more socially or culturally approved famous things (icons or 
symbols) and specific associations with the famous or the popular - ‘cultural markers’ in 
MacCannell’s (1976) terms. Many of the popular destinations for the Japanese shown 
above have such cultural markers or icons.
What features o f the UK attract Japanese tourists?- The UK s^ appeal
For most Japanese, the UK is perceived as one nation among European countries. As 
discussed earlier, Europe has been long seen as a place that they admire for the deep- 
rooted, long-standing culture which permeates much of its modem way of living. In 
general the UK’s range of attractions, heritage, the rich culture, the arts, offered in 
beautiful countryside (natural beauty) are thought to have strong pulling power to attract 
many overseas visitors. Research carried out by the BTA in the early 1990s indicated 
that the UK’s main appeal to the Japanese was partly that of Europe in general, its 
history and culture, its scenery and well-preserved towns for sightseeing (Montgomery, 
1992).
Other selling points of the UK to the Japanese include security and its language 
(English) (Montgomery, 1992, BTA, 1999c, 2000a). According to the BTA survey, the 
UK was generally imagined as a traditional, historical and solid country where there 
was a high standard of safety and security and people were fairly solenrn, but with a 
mentality more similar to that of the Japanese than those of Southem Europe 
(Montgomery, 1992). English was the foreign language that Japanese people were 
most likely to be familiar with. In other words, the UK has a kind of familiarity for the 
Japanese as a place where people have a similar mentality and security standard and 
speak English, which plays a certain role in making it easier for the Japanese to travel in 
the UK and feel comfortable there.
The reader survey of ‘Quality Britain’ conducted in 1995 also revealed that many 
Japanese were particularly attracted by the British countryside. The countryside may 
provide an escape from life’s harsher realties for many Japanese urban tourists who
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want relaxation or rest. As discussed in Chapter 4, English literature rich in 
description of rural landscapes is a powerful source of viewing the British countryside. 
It is well known that there is Japanese enthusiasm for popular ‘cute’ figures in 
children’s literature such as Peter Rabbit and Winnie-the-Pooh, as well as literary 
personalities such as Heathcliff of Wuthering Heights and Sherlock Holmes. The Lake 
District is one of Britain’s most popular holiday areas for domestic tourism, combining 
rugged and pastoral landscapes with literary and historic sites. Haworth has the Bronte 
parsonage museum located at the edge of the heath described in Wuthering Heights. 
The popular destinations such as the Lake District, Haworth, and the village of Hartfield 
attract many Japanese women because of their associations with those popular figures 
and the portrayal of the English countryside. Japanese visitors are second only to 
Americans at the Bronte Parsonage Museum (BTA, 1989a). Works of Wordsworth, 
Bronte sisters, and Beatrix Potter including their created characters have become very 
familiar to the Japanese through education and the media.
Many Japanese tourists, however, appear to have more interest in figures or 
characters rather than writers themselves. The ways that certain attractions appeal to 
Japanese tourists appear sometimes to be different from those to other overseas tourists. 
One good example is Beatrix Potter’s Hill Top Farm. Beatrix Potter’s picture books 
have attracted a huge readership since the Japanese version of the tale of Peter Rabbit 
was first published in 1971. As noted above, it is certain that Potter’s books have 
transferred the portrayal of the English countryside to Japanese children or even adults 
who enjoyed the books. The Lake District has certainly become a pilgrimage point of 
the readers who want to see the real places featured in the books.
Japanese enthusiasm for Peter Rabbit, however, seems to be largely derived from the 
book or figure-related merchandising activities such as children clothes and dolls and 
chinaware. Furthermore, between 1992 and 1999, Peter Rabbit was used for the 
promotion of mayonnaise by Kewpie, a foodstuffs company which has sponsored a very 
popular cooking television programme (Kewpie Three Minutes Cooking) for more than 
thirty years. During 1993 when Peter Rabbit’s hundredth birthday was heavily 
marketed, an animated series of the Tales of Peter Rabbit was shown on the television. 
Through those Peter Rabbit related merchandise goods and the television advertising 
featuring Peter Rabbit as well as the television series, many Japanese people who have 
never read the Peter Rabbit books, came to know Peter Rabbit and have an attachment 
for the familiar cute character. Thus, Peter Rabbit has become a cultural icon or
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marker that exerted power to attract the Japanese to the Lake District, despite no strong 
childhood associations with the books. Squire (1994b) argues that the tourist 
experience of many young Japanese women at Potter’s Hill Top Farm is characterised 
by souvenir purchases of Peter Rabbit products, and the tourist visit, the characters, and 
shopping are indelibly linked creating new meanings of the tourist site, where none 
existed previously. The Japanese are very concerned with the idea of purchasing 
products in their country of origin. Similarly, the Peter Rabbit goods bought at the real 
place where Peter Rabbit was bom or created per se have a special meaning to those 
Japanese tourists who know Peter Rabbit only through the products. The Japanese 
Peter Rabbit phenomenon might be a good example to indicate that tourism is a social 
and cultural constmct and visitors make sense of the tourist experience in different 
ways.
In recent years, however, there has been a shift in Japanese consumer orientation 
from ‘goods’ to ‘spiritual satisfaction’. Reflecting the trend, there has been ongoing 
positive media coverage of the UK as the ideal country where many people have a 
quality of life giving spiritual satisfaction and of the British way of life. Since the 
1980s there has been enormous fascination in Japan for the British way of life including 
gardening and tea drinking customs and an increasing number of Japanese people have 
translated this interest into actual tourist travel to the UK.
The BTA (1999c, 2000a) suggests that there has been a shift by the more experienced 
traveller from ‘visual tours’ to ‘journeys of experiences’ among the Japanese market 
since the 1990s. The experiences include local culture, history and ways of life which 
Japanese highly respect. This trend is reflected in some package tour itineraries and 
even in optional tours for semi-independent tourists. For example, tour participants on 
some tours are offered an opportunity not only to visit popular attractions such as Hill 
Top Farm and Dove Cottage but also to enjoy walking in the Lake District, which many 
British tourists and North American tourists do, although previously the Lake District 
was known to many Japanese tourists only as Peter Rabbit or Wordsworth Country. 
There are a wide variety of programmes in which participants can enjoy ‘journeys of 
experiences’ with themes such as ‘Sherlock Holmes’s London’, ‘Touring places in 
London associated with Princess Diana’, ‘Tour for British products and tea’, ‘Visit the 
forest of Winnie-the-Pooh’, ‘Touring the Cotswolds, the most beautiful place in Britain’, 
and ‘Experience of British pub’ (ANA Hallo tour, 2000). The results fi*om a survey by 
Hirayama (1999) also indicate that many Japanese visitors want to experience the local
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and the traditional elements of the UK such as traditional pubs, local handicrafts, and 
local food rather than modem aspects of the UK. The Japanese now have interest in 
emulating the daily lives of British people, whether it is taking afternoon tea in a 
country house hotel, drinking ‘warm’ beer in the pub, tasting fish and chips, full English 
breakfast or even ballroom dancing.
The next section looks at marketing activities by the BTA (VisitBritain) in which 
these changing tastes are clearly reflected.
4.5 Marketing the UK in Japan: BTA (VisitBritain)’ s marketing 
activities
4.5.1 Image of the UK in Japanese’s minds
Tourism essentially depends on creating a vision in the mind of the tourist, an image and 
identity of a destination which is to be valued and sought after. The destination’s 
positive image provides the reason for visiting and influences the decision to visit the 
destination. As discussed in Chapter 3, tourist perceptions of and attitudes towards the 
UK have been shaped and constmcted not only by their personal experiences, education, 
cultures, and social values, but also by the information to which they have been exposed 
via various forms of the media, including government promotional materials.
Images o f the UK as a nation held by the Japanese successor generation
In 1999 and 2000 the British Council commissioned Market & Opinion Research 
Intemational (MORI) to carry out research in 30 different countries, to try to establish 
how the UK is perceived through their eyes. What do the Japanese think about the 
UK? According to the survey of young Japanese professionals (aged 22-35) (the 
British Council, 2000), the UK was perceived as a country with tradition, culture, 
heritage and conservatism, thus being a ‘very traditional’ rather than a modem society. 
British products were also described as traditional but reliable. 73 per cent of the 
respondents were favourable towards the UK and Japan was one of the few countries in 
which respondents are more favourable towards the UK than towards the United States. 
The belief that British people are friendly and very welcoming towards foreigners
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was not well supported because 45 per cent of the respondents did not feel that the 
British were racially tolerant or very welcoming towards foreigners claiming that the 
British look down on foreigners, especially Asians. The British were also not 
perceived to work overtime because they are more interested in spending time with their 
family and having free time outside of work. There was clear recognition of the four 
constituent countries of the UK although a proportion of respondents (one in ten) did 
not know which countries make up the UK. Favoured images of the UK nations were 
fairly stereotypical as in the most countries around the world: the Royal Family in 
England; kilts in Scotland; rugby in Wales; Northern Ireland is symbolised by conflict 
or violence. The results of the survey concluded that “Britain does not have much 
appeal to the successor generation in Japan. Its image of tradition, seriousness and 
unwelcoming attitudes towards foreigners, coupled with the expense of travel, and its 
poor weather, does not make it top of the list as a place to visit or live, particularly for 
young people” (The British Council, 2000, p45).
Images o f the UK as a tourist destination
The survey by the British Council above suggested that the Japanese have a rather 
negative image of the UK. On the contrary, amongst the Japanese who have an 
interest in the UK as a tourist destination, there are obviously some positive perceptions 
about the UK which were identified by consumer research; harmony between nature 
and towns, a calm and serene way of life, and a good-natured national character (BTA, 
1993c). The BTA believes that many Japanese tourists to the UK are now motivated 
by its ‘high class’ image based on the wealth of culture and its refinement whilst young 
Japanese women have ‘cute’ images of the UK (BTA, 2000a). The ‘cute’ images may 
derive from familiar literary characters in English children’s stories such as Peter Rabbit 
and Winnie-the-Pooh and the romantic landscapes of the English countryside portrayed 
in much British literature. As discussed earlier, younger Japanese generations were 
brought up with an enormous number of children’s books and literature imported from 
the West and those western literary personalities have become part of the Japanese 
tradition as well. However, the perception of the UK as being expensive and closed in 
winter, its poor food, its poor weather (or its general air of gloominess), its reputation 
for being a conservative and cliquish society and non-fashionable image are thought to 
be impediments to attracting Japanese tourists (Montgomery, 1992, BTA, 1999c, 2000a).
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British people are seen as being serious and a little unapproachable when compared to 
those of other European countries.
Issues of images of the UK as a destination amongst Japanese tourists who have a 
strong interest in the UK will be investigated by a survey and findings from the survey 
will be presented later in Chapter 6.
4.5.2 Marketing activities by BTA (VisitBritain)
The perceptions of and attitudes towards the UK discussed above are an accumulation 
of vast daily outpourings of communication and information about the UK over decades 
or centuries. Although the impact of the national tourist organisation on the way the 
UK is perceived may be small (Jeffries, 1989), the British Tourist Authority (BTA) has 
been responsible for generating positive perceptions or images of and interest in visiting 
Britain through their promotional activities.
Evolution o f BTA*s marketing activities
Since its opening in 1965 BTA’s Japan office has worked with the travel trade in 
persuading tour operators to feature the UK in their package tours through organising 
numerous workshops, seminars and fairs as well as educational trips to the UK for 
travel agents. During the 1970s the UK was much less well known in Japan than in 
the USA or Europe as a holiday destination. Before the mid-1980s, the BTA Japan 
office therefore concentrated on educating the travel trade and the Japanese population 
about attractions of the UK, generally with no specific themes or just following BTA’s 
overseas marketing slogans such as ‘Heritage’, ‘Royal Britain’ and ‘Britain for all 
seasons’. In order to generate positive media coverage o f the UK as a tourist 
destination, the BTA office has also engaged in public relations activities through 
hosting Japanese media visitors and producing several supplements in co-operation with 
them. BTA Japan office has participated in several consumer exhibitions every year 
and supported fairs with British themes held at major department stores. Their major 
promotional activities since the 1970s are summarised in Table 1 in Appendix B.
In the 1980s BTA introduced régionalisation as the main plank of its policy rather 
than centralisation, so that each overseas office can customise its campaign to suit the 
cultural background of the generating country. BTA’s Japan office has printed and
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distributed many Japanese language publications designed for Japanese tourists and the 
travel trade. Their publications reflect their own marketing message and campaign 
themes, which also reflect Japanese journalists’ itineraries in the UK.
‘Ladies Britain ’ Campaigns
In the late 1980s British tourism turned its gaze towards the Japanese market reflecting 
the rapid growth of Japanese international tourism, in particular of women travellers. 
Attitudinal research, however, suggested that the UK had a masculine image as a 
maritime, colonial nation with guardsmen, policemen, castles, rugby and golf, whisky 
and pubs, the pipe and bowler, the British gentlemen and decorum. The very 
masculine image was thought to be discouraging female tourists, a fast-growing 
segment (Sell, 1994). It was suggested that Britain’s image should be re-presented to 
appeal to female interests. In 1986 the British Tourist Authority (BTA) therefore 
launched the ‘Ladies Britain’ campaign aiming at increasing the number of women 
travellers to Britain (Polunin, 1987, Montgomery, 1989). The campaign tried to 
develop a promotional language in which the UK was softened and ‘romanticised’ in 
order to counter the stereotyped masculine image of the UK with more emphasis given 
to its softer aspects. Those feminine elements of tourism products included beautiful 
gardens, pretty villages, afternoon tea, country house hotels, historic houses, literary and 
royal romance, and fashion such as Laura Ashley, antiques and crafts. The promotion 
projected a feminised identity of Britain in the Japanese mind, especially in young 
Japanese women’s mind. The projection of a romantic image of the UK influenced 
much of their Japanese promotional literature and consumer exhibitions.
During this period students, honeymooners, office ladies and older couples were 
identified for concentrated promotion over the next few years as among the most 
important markets for British tourism. A tour called ‘The Royal Triangle’ featuring 
the Tetbury region where three royal couples lived at that time was also designed 
specifically for the Japanese and a new brochure, ‘Ladies Britain’ featuring the royal 
triangle tour and country house hotels was produced. The promotional material aimed 
to cater for the fascination with the British Royal Family, in particular Princess Diana. 
Brochures targeted for honeymooners titles ‘Honeymoon in Britain’ and ‘Sweet 
Honeymoon with the Swans’ were produced. In the promotional material the delights 
of relaxing in the countryside and staying in Country House hotels were stressed to
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stimulate interest of many Japanese women who want to experience being ‘a princess’.
In 1989, the third year of the campaign, it was broadened to emphasise British 
‘manner and elegance’. Bath, Cardiff, Chester, Edinburgh, and York formed the 
‘Elegant British Cities’ consortium to focus attention of Japanese tourists and to combat 
the conservative image of Britain. These five cities were featured in BTA’s 
promotional literature, ‘Ladies Britain’. The Japanese ‘Ladies Britain’ campaign was 
expanded by specially developed honeymoon programmes in 1990. BTA started to 
organise annual UK travel trade sales mission to Japan with the theme of ‘Elegant 
Britain’ focusing on ‘elegant’ tourism products to soften its image. Through the 
slogan ‘Elegant Britain’ the cute and cosy side of British life was stressed projecting the 
image of Britain as ‘elegance and tradition’.
In 1991 and 1992 the BTA produced a special brochure for women travellers full of 
romantic elements featuring Upper Thames with manor house hotels, the Cotswolds, 
Bath, the Lake District, Chester, Wales and Edinburgh as well as travel products 
including those places. In 1992 the campaign ran for the first time in magazines aimed 
specifically at younger office ladies. Promotional activities in 1993 included 
honeymoon fairs and tea parties. A press trip to the West Country on an Agatha 
Christie country theme resulted in over 20 pages in a leading consumer magazine. 
Similarly, a tour of Wales based on Wales’ Celtic and industrial heritage by Japanese 
travel writers resulted in substantial press coverage. In 1993 a new ‘Character Britain’ 
brochure featuring popular characters from literature such as Peter Rabbit, Winnie-the- 
Pooh, Miss Marple, Heathcliff and Alice was produced. A special Agatha Christie 
tour, a Laura Ashley tour to Wales, a Ladies Britain tour and a National Trust tour were 
also organised by large Japanese travel companies.
In 1994 the BTA’s campaign of ‘Ladies Britain’ since 1987 was reinforced by the 
introduction of a new theme ‘Tea and Rose’ representing British lifestyle. The idea 
was based on a NHK survey that revealed that the image of the UK is ‘Afternoon tea’ 
which had become very fashionable in Japan and something visitors can experience in 
the UK. In the campaign the concept of ‘afternoon tea’ was used to create a softer 
image of the UK that could appeal to Japanese women over the age of 40 whilst the 
term ‘rose’ was used to give it an even stronger British flavour and to promote Britain’s 
gardens and countryside (BTA, 1994). The ‘Tea and Rose’ theme was also used in 
joint initiatives with department stores, credit card companies, airlines and tour 
operators.
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Joint marketing schemes
The 1990s also saw marked marketing efforts targeting the Japanese market by joint 
marketing schemes with other National and Regional Tourist Boards in the UK. 
Although the Scottish Tourist Board (STB) had assisted Japanese television companies 
in producing programmes about Scotland almost every year since the early 1980s, in 
1987 the Board decided to commit itself to a long term sales effort directed at the 
Japanese market which increased significantly during the year (STB, 1988). Since 
1987 the Scottish Tourist Board has made an annual visit to Japan with the Scottish 
travel trade and has held an annual workshop ‘Scotland Travel Fair’ for the Japanese 
travel trade. Their promotional activities include publishing more promotional 
literature in Japanese, such as sales manuals for the trade and themed trails map of 
Scotland. Scotland has managed to create a strong identity for itself as the brand that 
allows itself to be differentiated from the other destinations within the UK, projecting a 
historical and romantic image of Scotland. Scotland has established itself as the 
second most popular region for the Japanese market after England.
Another example is the Cumbria Tourist Board of the Lake District. Although the 
Lake District tourism has depended on English speaking long-haul markets, primarily 
North America, Australasia and Canada, the Japanese market was recognised as a 
special niche market where interest in the area was continuing to grow in the early 
1990s. The Lake District’s literary personalities such as Wordsworth and Beatrix 
Potter’ Peter Rabbit have become very familiar with Japanese people through education 
and the media. Furthermore, two exhibitions, the National Trust’s exhibition about the 
life and work of Beatrix Potter in 1990, and the Wordsworth Trust’s exhibition of ‘The 
English Lake District’ in 1991 were held in Japan and attracted a large number of 
customers. McCormick (1996) suggests that both the Beatrix Potter and Wordsworth 
exhibitions increased awareness of the Lake District in Japan as an ideal tourist 
destination which could offer something quintessential and a meaningful tourism 
experience.
Reflecting the Japanese enthusiasm for the Lake District, ‘Wordsworth’s Lake 
District’ publication in Japanese was produced by the Board in partnership with the 
Wordsworth Trust in 1992. In 1993 the Cumbria Tourist Board in partnership with 
BTA Japan office produced a joint promotional brochure in Japanese, on the twin theme
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of Beatrix Potter and Wordsworth, “the Lake District -  in the footsteps of Peter Rabbit”, 
in which the worlds of both Peter Rabbit and Wordsworth were strongly presented. 
The year 1993 saw the centenary celebrations of Beatrix Potter’s Peter Rabbit and the 
celebrations featured highly in various Japanese media. The publication became the 
second most requested item after the London Guide in BTA’s Tokyo office in the 
publication year. Since 1993 the Wordsworth Trust had made a visit to key companies 
in the Japanese travel trade to promote the world of Wordsworth, which led to an 
increase in travel agents including the Lake District in their package holidays by the 
mid-1990s (McCormick, 1996).
As previously mentioned, Cardiff had been marketed in Japan soon after the ‘Ladies 
Britain’ campaign started in 1987. The Wales Tourist Board also identified the 
Japanese market as having tremendous potential partly because by the mid-1990s there 
were more than 45 Japanese companies in Wales, creating a large Japanese community. 
Wales is thus well placed to capitalise on established business links between the two 
countries to attract more Japanese visitors (Wales Tourist Board, 1995). In 1995 in 
conjunction with the BTA ‘Wales for Free Travellers’, a new Japanese language 
brochure, was produced in response to the growing trend amongst the Japanese to travel 
independently rather than in groups. The brochure included literary tours featuring 
Alice in Wonderland, Laura Ashley Country including a stay at Llangoed Hall, a 
famous Laura Ashley hotel. Medieval Wales, Royal Wales, the Steam Trains of Wales, 
Golf in Wales and shopping opportunities. The Wales Tourist Board also has 
promoted farm holidays in Wales targeted the Japanese market and produced ‘Home 
Stays and Farm Stays’, another new brochure in conjunction with the BTA, JTB Global 
Club, Japanese travel company, and Euro Wales.
4.5.3 Current marketing activities of the BTA
Target customers (market)
The BTA has targeted those seeking the authentic British experience. The BTA has 
identified two groups of Japanese consumer who can be considered as pertinent to the 
British market and attracted to the UK (BTA, 2003). The two most important 
segments of the Japanese market are:
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1. Modem Post-Nesters, aged 50 or over (Salary £42,000- £52,600), whose children 
are no longer their main focus in their life. For them self-fulfilment, being creative 
and health are important. Those aged 65 and over hold 80 per cent of Japan’s 
personal savings. Their sources of travel information are mostly travel agents, 
travel brochures, TV programmes, and word-of-mouth. First timers take packaged 
tours but repeat visitors increasingly choose B&Bs and homestays. They enjoy 
gardens, heritage, traditional culture and self-expression (e.g. flower arranging).
2. Those aged 25-to late 30s (Salary £21,000- £40,000). Mainly female between the 
age of 35-44 with higher interest in visiting Europe and living at home or living 
alone, who are conscious about trends and lifestyles. They are well educated, 
generally better off financially, and keen on self-fulfilment activities. TV 
programmes, lifestyle magazines, the Internet, and word-of-mouth have an effect 
on their travel behaviour.
Rebranding o f Britain-^ Cool Britania*
In 1996 BTA Japan adapted a new theme ‘Style and Design’ in addition to ‘Ladies 
Britain’ theme aiming at promoting Britain through ‘British style’ in fashion, 
architecture, design and the arts, which are enjoying popularity among Japanese 
consumers. The objective of the ‘Style and Design’ campaign was to establish Britain 
as a stylish, up-beat and contemporary destination that leads the world in fashion, 
design, architecture, the decorative arts, nightlife, cuisine and pop music (BTA, 2002a).
In its own promotional literature, Britain’s selling points to the Japanese have always 
been green countryside and heritage which seem to be ‘timeless’ and will be the same 
whether they visit it now or in few years’ time. Its image as a heritage destination has 
resulted in the tourist’s conclusion that there is no rush to visit Britain now (Hospitality, 
1997). In 1997 BTA therefore launched a campaign ‘Old meets New’ which combined 
the traditional appeal of Britain with innovative and stylish contemporary elements, 
such as music, style and design, and new British food in order to attract a younger 
market. An additional poster campaign focussed on London was also launched on the 
subways of Tokyo to position Britain as a fashionable ‘timely’ destination to the young 
Japanese generation. The emphasis of the campaign was on the intriguing blend of 
history, tradition and new achievements and trendy things happening in Britain.
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BTA Japan office is also promoting the British countryside, one of its important 
selling points encouraging individual travellers to explore the countryside by rent-a-car 
or train or on foot through several publications such as ‘Driving through British 
Countryside (1999)’, ‘In Britain driving is fun (1997)’, ‘Britain: Countryside- feeling 
like living in the rural (1998)’,‘Britain walking sales guide 2000 (1999)’, and ‘Country 
Holiday in Britain (2001). The growing popularity of the British countryside as a 
Japanese tourist destination can be seen in the increasing number of guidebooks and 
featured articles in magazines published recently. It is certain that there has been also 
an upsurge in interest in gardens and gardening among Japanese people, which could 
motivate them to visit the UK in search of a new horticultural experience (BTA, 1999c). 
Garden themed holidays have become very popular amongst independent travellers.
In October 1998, a three-year ‘Britain-Now is the Time’ campaign was launched to 
attract overseas visitors to Britain for the celebrations of the new millenium. 
Through this campaign BTA emphasised that Britain had all the elements for overseas 
visitors to expect for the new millennium, “from the glories of 2,000 years of history to 
the excitement of modern technology, from ancient tradition to the highest quality art 
and culture, from the quiet beauty of the countryside to the vibrant buzz of modem 
cities” (BTA, 1999a, p i, emphasis in the report). A new brochure titled ‘Britain-Now 
is the time’ was produced for the Japanese market, featuring the Greenwich area with 
the Millennium Dome, Millennium Mile in London, Edinburgh and Cardiff.
Since 1991 the BTA has continuously promoted locations in the UK that have 
featured in films and television programmes. The campaign supported by the Movie 
Maps (produced in 1991,1995 and 1999) and Movie Map website, has proved to be one 
of the BTA’s most successful (BTA, 2002d). When the first and second versions of 
movie maps were produced, there was no Japanese version, but the Japanese version 
Movie Map was for the first time produced in 1999. As part of the Movie Map 
campaign, the BTA Japan office undertook a consumer promotion in a leading travel 
information magazine, featuring a cinema-themed travel in the UK targeted at young 
women who are considered to love both going to the cinema and travelling abroad, as 
noted earlier.
During 2000/2001 ‘Britain’s Gardens’ and ‘Sporting Britain’ campaigns ran based 
around new Japanese promotional literature such as a map of over 100 top gardens and 
a sporting venues map. In November 2001, the BTA launched ‘the Magic of Britain’ 
campaign to promote Britain through the blockbuster Warner Bros. Film, Harry Potter
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and the Philosopher’s Stone. The campaign highlights the film locations as well as 
Britain’s magical and mysterious attractions such as Glastonbury, Tintagel Castle in 
Cornwall, and Wookey Hole in Somerset. In 2002, the Commonwealth Games and 
other sports, as well as the timeless attractions of Britain’s countryside, cities and 
heritage were highlighted in the Queen’s Golden Jubilee campaign.
4.6 Conclusion
As elsewhere in advanced societies, Japan has assimilated external influences into its 
own culture throughout its long history. Japanese culture can be seen as the result of 
its interactions with other societies in the global system. Involved in the globalisation 
process, Japan has become more culturally diversified and more heavily targeted by the 
global media and global popular culture. Japanese daily life has become saturated with 
media images originating from different cultures and nations. Japanese are “socialised 
in the light of global knowledge, global awareness and global imagery” (Spybey, 1996, 
p i50). In terms of behaviour, attitudes, and values, Japanese people show increasing 
similarities and overlaps with those of other developed or globalised countries. With 
first-hand experience with consumerism and affluence, Japan is slowly but surely 
moving towards a more individualistic, heterogeneous and leisure-oriented society from 
a ‘traditional’ collective, homogeneous and workaholic society. There are, however, 
still cultural characteristics that are uniquely Japanese, such as a tradition of gift giving 
and receiving, seasonal viewing of nature, aestheticism, and communication in non­
verbal ways, which will continue to influence Japanese behaviour including leisure 
practices.
Although the progress of the use of leisure time may be very slow and uneven, there 
has been a widespread acceptance of the view that leisure and tourism are important 
elements of the quality of life amongst the population. More and more Japanese 
people find life without some ‘free-time’ or leisure intolerable. With the proliferation 
of reconstructed foreign countries and cultures in international theme parks and the 
mass media, many Japanese everyday sites of activity get redesigned in tourist mode.
In contemporary Japanese society, overseas travel has an official guarantee as the 
most appropriate ‘international’ leisure activity as the Japanese government has been 
encouraging its citizens to travel overseas. Many Japanese people are now more
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mobile and restless, well-informed, and curious about places, peoples and cultures in 
foreign countries with a willingness/ability to appreciate some elements of the culture of 
the ‘other’. The size of the travel market suggests that the Japanese exhibit a marked 
enthusiasm for travel when the means and the opportunity are given. Although the 
Japanese market’s propensity to travel overseas is still very low compared with the 
western European markets, the Japanese overseas travel market has been growing faster 
than many other outbound markets in the world over the past thirty-five years. The 
Japanese overseas travel market has matured to include a wide range of groups of 
people and destinations.
There is a general assumption that tourists from different countries and cultures have 
different travel behaviours and perceptions of their travel destinations. It is, however, 
clear that there are increasingly more similarities and overlaps in Japanese tourist 
behaviour with that of other Western countries than ever before although Japanese 
tourists still have some distinct characteristics in their travel behaviour; a high 
percentage of taking ‘short’ package holidays, high levels of shopping activities, a 
strong interest in viewing natural beauty and visiting cultural attractions, a preference 
for well established ‘safe’ popular destinations, and being risk-avoiders.
As discussed in Chapter 3, a destination’s positive image provides a reason for 
visiting and influences a decision to visit a destination. The UK has been promoted as 
a nation with rich cultural attractions such as history, heritage, and beautiful countryside 
and has a familiar historical image. The UK has been long amongst the top ten 
preferred destinations amongst Japanese tourists. The UK appears to have attractive 
natural and cultural tourism resources which appeal to Japanese tourists. It is believed 
that the Japanese who have an interest in the UK as a destination are motivated by its 
‘high class’ image based on the wealth of culture and the image of a calm and peaceful 
atmosphere, in particular in the countryside.
The UK attracts a half million Japanese visitors annually and has generated a high 
proportion of repeat visitors (more than 60 %). An increasing number of Japanese 
tourists have now began to travel independently throughout the country, as many North 
American visitors do as a result of the increased awareness and knowledge of Britain’s 
regional attractions gained through various media and their own actual travel 
experiences. They are increasingly looking for not only famous ‘sights’ but also 
‘experiences’ of the British culture and the way of life. In contemporary Japanese 
society much more emphasis has been put on ‘quality of life’ issues. The Japanese
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sentiment for the British way of life may derive from the search for a more authentic 
better way of life among the Japanese tourists, many of whom live in busy urban areas 
and have suffered a crisis of identity. The UK seems to be sold as a great place to live 
where people have an opportunity to lead a fulfilling and satisfying lifestyle, which 
appeals to altemative-lifestyle seekers of today.
The BTA’s wide range of marketing activities may have exerted a considerable 
influence over both the decision to travel, and where to go within the UK. The BTA 
has also worked to project a favourable image of the UK as a destination through its 
marketing efforts and campaigns such as ‘Ladies Britain’ Campaign’ stressing the cosy 
and traditional side of British life, and more recent ‘Old meets New’ campaign 
combining the traditional appeal of the UK with contemporary elements. As discussed 
everywhere in the previous chapters, the popular cultural forms of the media have also 
played an important role in generating awareness and creating images of a destination 
through representations and reconstructions. Leisure activities related to popular 
culture such as watching television and movies and reading written media are principal 
leisure activities amongst the Japanese. Britain’s main attractions to the Japanese- the 
British culture including the countryside and the British way of life- could have been 
enhanced by popular cultural forms of the media featuring the UK.
It is worthwhile, therefore, examining to what extent perceived images held by 
Japanese tourists who value the UK highly as a tourist destination match the projected 
image by the BTA and the images constructed in the popular media. Chapter 7 will 
examine the way in which the UK is constructed as a tourist destination through an 
examination of the repertoire of imagery and discourse used in BTA’s promotion 
literature and in other media, especially films, television programmes, and creative or 
imaginative literature.
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Chapter 5 
Research Methodology
5.0 Introduction
Methodology refers to a general approach to studying research topics: research 
procedures, methods for collecting data, and the ways to interpret those data. Thus, 
methodology literally means a rational way to undertake the pursuit of some specified 
goal and it has come to signify the acceptance of standardised procedures in planning 
and executing a social research study (Dann et al, 1988). All research involves choices 
that depend on the research topic, the particular data sought about the topic, theoretical 
perspectives, and practical constraints such as the time, energy and money available to 
do the research. Seale (1998) suggests that doing a research project involves political, 
theoretical and philosophical roots and implications of making particular choices of 
research methods. The main focus of this chapter is concerned with describing how 
this study was carried out and evaluated, explaining why the choices were made.
5.1 Research context (Study area)
As explained in Chapter 1, there is a need for attention to be paid to the broader social 
and cultural contexts in which tourism occurs in order to gain a clear understanding of 
this phenomenon. In this study tourism was placed in a sociological and cultural 
context, in particular in an increasingly accelerated globalisation process, and was 
examined from a social constructionist perspective. This study adopted a case study 
of Japanese international tourism to the UK because it was believed that focusing on 
overseas tourists from a particular country which can be characterised as a post­
industrial or postmodern, globalised society, visiting a particular foreign country with 
many media-induced tourist attractions or destinations, would be the most suitable for 
the examination of the phenomenon in question (see Chapter 1). It was also felt that 
studying many different overseas tourists from different countries visiting different 
overseas countries would not lend itself to detailed investigation.
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Case studies are one of the most frequently applied research designs within the social 
sciences (Burton, 2000). Although there is little consensus about what the term ‘case 
study’ means, and what should be regarded as ‘a case’ (Burton, 2000), it is defined here 
as in-depth study of a case or cases that refer to an entity such as an individual, an 
organisation, a community, a country, and a continent bounded in time or place. It 
usually involves a widest array of data collection and the use of many different sources 
of information or evidence to provide ‘depth’ to the case (Creswell, 1998). Snow and 
Anderson (1991) suggest a number of strengths of a case study: it can contextualise 
social action and processes; it can facilitate multi-perspectival analysis. Case studies 
are, however, frequently criticised for their lack of generalisability, that is, there is doubt 
about the extent to which the research findings can be generalised to a wider population 
beyond the case study. Yin (1984) argues that case studies are not generalisable to a 
wider population or universe of cases, but are generalisable to theoretical positions by 
distinguishing between statistical generalisation and analytic or theoretical 
generalisation. He stresses that clarifying theory by case studies is the broader and 
more significant issue. Stake (1978, as cited in Snow and Anderson, 1991, p i65) also 
suggests that “the data generated by case studies are often likely to resonate 
experientially or phenomenologically with a broad cross section of readers and thereby 
facilitate a greater understanding of the phenomenon in question”. What this study 
sought to achieve was precisely the greater understanding of a phenomenon from a 
social constructionist perspective, as well as making analytical generalisations. This 
study intended to increase an understanding of how popular cultural forms of the media 
function as a catalyst for tourism, using the case of Japanese tourists visiting the UK.
5.2 The Research problem/questions
The overall purpose of this study was an investigation of how and to what extent 
popular cultural forms of media, which are not directly associated with tourism and 
destination marketing but feature the UK, have an effect on Japanese international 
tourism to the UK. The specific focus of the study was to examine the role of the 
media as popular culture, i.e. films, television programmes, and literature, in influencing 
Japanese tourists’ behaviour in terms of the decision-making process of the destination 
choice and travel planning (travel itinerary), and to explore the ways in which Japanese
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tourists themselves use the media for their travel planning (the travel itinerary to pursue).
The principle focus of the study was thus to understand how the phenomenon works and
how popular cultural forms of the media function as a catalyst for tourism.
The following central research question was determined:
What roles do popular cultural forms of media (not directly associated with tourism 
and destination marketing but featuring the UK) play in shaping Japanese tourists’ 
behaviour, in terms of their choice of the UK as a destination, and of places to visit 
within the UK?
In order to investigate the main question, the following sub-questions were examined:
1 What are perceived images of the UK held by Japanese people who have a strong 
interest in the UK as a destination?
2 What attributes of the UK (British identity as a tourist destination) appeal to the 
Japanese tourists who view the UK as a holiday destination?
3 Which information sources increase interest in travelling to the UK among 
Japanese tourists who have a strong interest in the UK as their holiday destination?
4 What are the popular images and perception of the UK constructed through 
representations in films, television programmes, and literature which feature the 
UK to which Japanese people are exposed?
5 What are the projected (promoted) images of the UK constructed through tourism 
promotional activities and material in the Japanese market?
6 What relationships exist between the popular images of the UK from the media, the 
projected images from promotional material, and perceived images from other 
sources?
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5.3 Sampling Strategy
5.3.1 Sample Population and Selection
Since it is not usually possible for researchers to survey all people who are the focus of 
research, taking a sample drawn from a relevant population is needed. Sampling 
approaches can be categorised into two: probability and non-probability sampling. 
Probability sampling is a technique whereby all subjects which are the focus of attention 
in a particular research project (target population) have an equal probability of being 
selected, while non-probability sampling is one whereby some people have a greater 
chance than others of selection.
Having decided to use a case study of Japanese tourists who have an interest in 
visiting the UK in advance, the selection of a sample was needed as part of the case 
study. One of the most obvious criteria in sampling is to have access to the person. 
Japanese members of the Britain Travel Club were identified as the most suitable 
sample population for this study because it was presumed that most members were 
potential tourists or repeat visitors who already have a shared interest in the UK as a 
tourist destination. The Britain Travel Club was originally launched in 1998 by the 
British Tourist Authority Japan office, aiming at the fully independent travel consumers’ 
market in an attempt to encourage conversion among enquiries to their office. The 
club was re-launched as an internet-based club in April 2000. Its website comprised 
information on travel to the UK, including destinations and special organised tours 
available, BBS (Bulletin Board Site), and chat-rooms. As of 20* June 2002, the 
Britain Travel Club had a membership of 7,020. Sample design in this study was thus 
not probability sampling but convenience sampling, one of non-probability techniques; 
that is, the sample population was selected based on their availability for the study.
5.3.2 Negotiating access to the sample
Securing access to the sample as soon as possible is necessary for the successful 
completion of any research project because without gaining access to the sample 
population, the project can not continue. In order to gain access to the members of the 
Britain Travel Club, the researcher contacted the British Tourist Authority (BTA), Japan 
office. In May 2001, a meeting with Mr Gareth James, the regional manager of the
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BTA, and Ms Itsuko Nakanishi, Marketing Executive, who was in charge of the Britain 
Travel Club, was held in their office in Tokyo where the researcher explained the 
research aims and objectives asking to undertake a research for a doctoral study 
employing the membership of the Britain Travel Club. The researcher’s preference 
was to conduct a survey with the list that contains members’ mailing addresses, 
telephone numbers, names and other contact details. However, access to the list was 
not granted to the researcher because of the confidential nature of the list with such 
personal information. The BTA instead agreed to co-operate with the research by 
distributing the questionnaire as a project of the BTA on behalf of the researcher, and by 
covering the cost for the distribution and incentives. Agreement was also made that 
the researcher would include in the survey a series of questions that the BTA was 
interested in and could conduct further research with the club members under the name 
of the BTA in order for the researcher to be easily trusted by respondents. The 
researcher also promised to provide the BTA with an account of the findings or a copy 
of the report.
The sample population of this study therefore consisted of adults (18 years of age or 
order) derived from the member list of the Britain Travel Club, maintained by the 
British Tourist Authority Japan office in Tokyo.
5.4 Research design
In a broad sense, there are two methodological paradigms: the quantitative and the 
qualitative. Quantitative and qualitative methodologies have different features which 
can be distinguished from each other as seen in Table 5.1 below.
A quantitative methodology is designed to determine how many things there are or 
what large groups of people do and concerned with measurement, whilst qualitative 
ones are generally intended to determine what things exist or how things work (Walker, 
1985). A quantitative methodology is used to elicit numerical (hard) data in such a 
way that it produces reliable evidence about a large sample leading to generalisability of 
findings. Thus, quantitative research seeks to establish general law-like findings 
which can be considered to hold regardless of time and place (a nomothetic approach). 
On the other hand, qualitative methodologies are concerned with non-numerical data 
that result in rich, detailed, and contextually situated data based on people’s spoken or 
written words and observable behaviour (King, 1996). Qualitative research thus
180
locates its findings in specific time periods and limited geographical areas (an 
ideographic approach).
Table 5.1 Contrasting Features of quantitative and qualitative methodologies
Quantitative Qualitative
Nature of data Hard, reliable Rich, deep
Research strategy Fixed, structured Flexible, unstructured
Scope of findings Nomothetic Ideographic
Image of social reality 
Relationship between
Static and external to actor Processual and socially
constructed by actor
Theory/concepts and research 
Relationship between researcher
Confirmation Emergent
and subject 
Researcher’s stance
Distant Close
in relation to subject Outsider Insider
Philosophies Positivist, Empiricist Interpretivist
Phenomenological
Role of qualitative research Preparatory Means to exploration 
of actors’ interpretations
Type of research Explanatory Descriptive, exploratory
Objective Subjective
Hypothesis testing Speculative/illustrative
Value-free Political
Methods Surveys, experiments Case studies 
Ethnography
Source: Halfpenny (1979, p 799), Bryman (1999, p 36)
Quantitative methodologies are often characterised as yielding more ‘reliable’ data 
than that yielded by qualitative studies, that is, different researchers using the same 
research method are likely to obtain the same responses from the population. On the 
other hand, a qualitative methodology is considered to be able to provide a deeper 
understanding of social phenomena than that obtained from purely quantitative data. 
In other words, qualitative data have greater ‘validity’, that is, they are more likely to 
accurately represent what happens in the social world (the social phenomenon) than 
quantitative data (Williams, 1991). Disadvantages of qualitative methodology are, 
however, that its transferability or generalisability to other populations or settings is
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problematic (Marshall and Rossman, 1995), and its research is highly subjective and 
influenced by the researcher’s political values. Quantitative research is concerned 
with applying pre-existing concepts and theory, whilst for qualitative research concepts 
and theory are an outcome of an investigation. Quantitative and qualitative research 
are each associated with particular approaches to data collection and research strategy. 
As seen Table 5.1 above, quantitative research has been associated with surveys and 
experiments whilst ethnography, participation observation, and case studies have often 
been regarded as the quintessential methods associated with the collection of qualitative 
data.
There are a variety of data collection techniques available to researchers, including 
interviews, observation, and analsying texts and documents, which can be used 
differently according to the methodology selected. The interview is one of the most 
intensively used methods of data collection in social research (Bryman and Burgess, 
1999; Seale, 1998). The interview involves actively creating data which would not 
exist apart from the researcher’s intervention. In quantitative research, a structured or 
standardised interview approach is typical. The most widely used interviewing 
technique for quantitative research studies is a questionnaire survey which can explore a 
large number of people’s views and produce the breadth of data (information about a 
wide range of topics). Questionnaire survey research is structured in the sense that 
sampling and questionnaire construction are conducted before the start of data 
collection. A self-administered questionnaire survey is a useful way to get large 
amounts of data quickly and generally cheaply surveying people who are dispersed over 
a wide geographical area. Respondents can also complete the questionnaire at a time 
convenient to them and there is no interviewer bias in the absence of the interviewer. 
Other strengths of such surveys include their accuracy, generalisability through statistics 
and convenience. However, a questionnaire is unable to explore the detailed diversity 
of people’s views because its too standardised question formats serve to reduce the 
variety in individual respondents to a limited number of answers (pre-determined 
answers) given to a particular question, usually a set of simple questions. On the other 
hand, in qualitative research, there are different types of interviewing. These range 
from unstructured or in-depth interviews, which aim at understanding the perspective of 
the interviewee based upon their personal and in-depth (detailed) response through a 
lengthy conversation with few prompts on the part of the researcher, to semi-structured 
interviews in which each respondent is asked the same series of questions, but are given
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considerable freedom in how they answer and in the sequence of asking questions. 
However, the semi-structured one-to-one (or face-to-face) interviewing is the most often 
employed approach in qualitative research (Bryman and Burgess, 1999).
As seen above, each methodology, quantitative and qualitative, has advantages and 
disadvantages, and it is obvious that certain questions simply cannot be answered by 
quantitative methods, whilst others cannot be answered by qualitative ones. The 
choice between them relates to their suitability in answering particular research 
questions. In the past the distinction between quantitative and qualitative 
methodologies has been used to represent fundamentally opposed approaches to the 
study of the social world, one is good and the other bad (Hammersley, 1999). In recent 
years, however, there is a tendency towards a rapprochement between quantitative and 
qualitative research and the distinction between the two approaches is regarded as 
complementarity rather than as opposition (Bryman and Burgess, 1999). Researchers 
have shown increased interest in the combination or integration of quantitative and 
qualitative methods and have increasingly employed both approaches in their 
investigations. Hammersley (1996) identifies three forms of the mixed methodology 
approach: (1) methodological triangulation, where one is used to verify or validate the 
findings of the other; (2) facilitation, where one is used as groundwork for the other; 
and (3) complementarity, whereby they are used together to explore different aspects of 
a research question. For example, qualitative approaches can assist quantitative work 
such as a survey by acting as a mechanism for validating survey data, whilst survey data 
can identify individuals for qualitative study (Burton, 2000). Thus, the combination of 
the two different methods is frequently recommended because through their 
combination, respective weakness of each method can be cancelled out and they can 
gain from and enhance each other: breadth and depth of information could be balanced 
(Dann, 1996c).
As previously mentioned, the choice between different research methods should 
depend upon what the researcher is trying to find out, the purposes and circumstances of 
the research project. This research project was interested in exploring ‘how’ Japanese 
tourists are influenced by popular cultural forms of the media in their destination choice 
as well as ‘the extent’ to which popular cultural forms of the media have effects on 
tourists’ behaviour. The researcher judged it essential to obtain data from Japanese 
tourists themselves who have a strong interest in the UK as a destination because their 
standpoints would provide insights into the ways in which they have (successfully from
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the tourism promoters’ view points) become interested in the UK as a destination, and 
what images they hold of the UK, as well as how they have been influenced by the 
popular cultural forms of the media. It was decided to focus on individual responses in 
this research project. Acknowledging the strengths and weakness of quantitative and 
qualitative approaches as methods of data collection, the researcher decided to use both 
methods as the means of gathering information required for this study.
Quantitative techniques which are concerned with measurement were needed mainly 
to answer the questions: “To what extent does popular culture (films, television 
porgrammes, and literature) have an effect on Japanese tourists?”; “What are perceived 
images of the UK held by Japanese tourists?”; Which films, television programmes, and 
literature are influential?” The survey data was also used to identify and select 
individuals as the focus for qualitative study. Face-to-face individual interviews 
(qualitative technique) were needed to discern how the popular cultural forms of the 
media influence the tourist’s decision making ‘process’ of destination choice, as well as 
their role in influencing the tourist because questionnaire surveys are not good at 
exploring ‘processes’ (Veal, 1997). Although individual interviews are time 
consuming for the researcher and are often criticised for interviewer bias where the 
interviewer influences the replies, it was felt that individual interviews could not only 
illustrate the process of making destination choice and of being influenced by the 
popular media but also add elaboration by seeing each respondent’s case.
In terms of measuring destination images, most of the destination image studies have 
employed structured methods in which various common image attributes are specified 
by scales. As discussed in Chapter 3, since the image construct has several different 
components including psychological attributes that are difficult to measure, a 
combination of structured and unstructured methods is suggested in order to capture 
both physical (functional) and abstract (psychological) attributes (Echtner and Ritchie, 
1991). It was therefore decided to further explore images of the UK and to cross­
check the perceived images of the UK derived from the quantitative method in 
individual interviews employing an unstructured technique in which the respondent is 
allowed to more freely describe his or her impressions or images of the UK.
It was decided to conduct the research in four parts as follows:
(1) a questionnaire survey targeted at Japanese members of the Britain Travel Club;
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(2) a small number of face-to-face individual interviews with selected respondents from 
the questionnaire survey;
(3) content and semiotic analysis of BTA’s promotional material;
(4) content and semiotic analysis of films, television programmes, and literature which 
have a setting of the UK and feature the UK
5.5 The Questionnaire Survey
5.5.1 Questionnaire Design
The questionnaire was structured with mainly closed questions and a few open-end ones. 
The survey instrument consisted of four sections: questions relating to previous travel 
experience with the UK including travel patterns and destinations within the UK and 
motivations; questions relating to variety and type of information sources which 
increased interest in the UK and popular cultural forms of media influenced; questions 
relating to images of the UK which the respondents held; and questions designed to 
gather demographic information (Appendix C).
The questionnaire with the four sections was designed to collect information on:
(1) demographic characteristics including age, gender, marital status, occupation, level 
of education (Question number: 24-28);
(2) previous travel experience with the UK, including such travel characteristics as the 
number of previous visits, travel arrangements (package and independent) party size, 
length of trip, trip types and destinations visited within the UK (Ql-11);
(3) images of the UK as ‘a country’ in general, images of British people, and images of 
the UK as ‘a tourist destination’ which the respondents hold (Q12-14);
(4) activities respondents would like to engage in and what interests they have when 
visiting the UK (Q15);
(5) information sources which generated or increased interest in the UK (Q16-17);
(6) films, television programmes and literature which increased interest in the UK and 
experience of popular media-induced tourism (Q18-20);
(7) use of the Britain Travel Club’s web site and its usefulness (Q21-23);
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(8) willingness to participate in individual interviews (Q29)
The analysis and measurement of tourist destination image was carried out through 
profiling destination attributes. A list of 18 destination attributes was generated from 
secondary sources, including brochures about the UK and literature focused on 
destination attractiveness and image. The questions regarding images of the UK as a 
tourist destination were designed to measure the extent to which respondents agreed or 
disagreed with 18 Likert-scaled statements regarding destination attributes including 
attractions, facilities, hospitality and services. Respondents were asked to answer on a 
5 scale with “strongly agree” at the high end and “strongly disagree” at the low.
In order to make it easier for respondents to identify specific films, television 
programmes and literature which had influenced them, and to prompt responses, a wide 
range of options of those cultural forms of the media was provided. Thirty-six films, 
nine television programmes, and nineteen British writers with the titles of a few popular 
works were listed in the questionnaire, as well as spaces that gave respondents the 
freedom to write any specific productions or writers which were not listed as other 
options.
5.5.2 Piloting of the questionnaire
Piloting the questionnaire with a small number of people is essential to produce reliable 
and valid data before conducting the survey with the main sample. A seven page, 29 
item questionnaire was drafted, and pre-tested in December 2001, using six respondents 
who had already visited the UK to check for question ambiguity. The pretest was used 
to determine the content validity of the instrument, continuity and flow of the 
questionnaire; whether respondents understood the questions, and could answer the 
questions sensibly and accurately. As a result of the pre-test of the questionnaire, it 
was found that there was a case in which a respondent whose interest in visiting the UK 
was not increased by films, television programmes and literature, but has visited places 
associated with those popular media. This was due to the fact that many popular 
package tours’ itineraries tended to include literary places such as Hill Top Farm in the 
Lake District and Haworth in Yorkshire. Question 17 was therefore modified to 
instruct all respondents who did not choose popular culture as influential information 
sources, to answer question 19 asking whether the respondent visited any places he or
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she had read about or seen on television or movies.
5.5.3 Data collection
There is growing popularity of online data collection survey, mainly because of its low- 
cost and its effectiveness in providing information in a very short time, compared to 
conventional survey collection methods such as postal surveys (Tierney, 2000; Litvin 
and Kar, 2001). The proportion of the population who own computers and have 
Internet access in Japan has increased as in other many advanced societies. Since the 
Britain Travel Club was an internet-based club and member registrations take place on 
its web site, e-mail was thought to be highly suitable for undertaking a survey with 
those members where e-mail access is 100 per cent. It was therefore decided to 
undertake the survey by e-mail, using a self-administered questionnaire that was cheap, 
quick and provided easy access to geographically dispersed subjects. However, a 
disadvantage of the use of a self-administered questionnaire is its relatively low 
response rate (Tierney, 2000; Litvin and Kar, 2001). This is because many people tend 
to receive ‘junk’ e-mail messages and e-mail messages can quickly be deleted or 
forgotten by saving in a file (Thach, 1995, as cited in Burton, 2000). Although it was 
first planned to e-mail a questionnaire to respondents and to receive the completed 
questionnaire by e-mail, it was predicted that the amount of data would be enormous. 
This study therefore adopted an online survey methodology in which a self­
administered questionnaire was placed on the web site and answers were directly typed 
into the programmed questionnaire, employing internet survey software.
Initially, it was thought that piloting the survey on the web site was essential to assess 
non-response rate and to evaluate the suitability and effectiveness of the data collection 
method chosen. However, it was not possible to test the questionnaire on the web site 
before the actual survey, because of the researcher’s lack of access to the list of club 
members and control of the web site.
With the agreement and cooperation of the British Tourist Authority, the 
questionnaire (see Appendix D) was put on the web site of the Britain Travel Club from 
7* of January 2002 until 28* of February 2002. A draw for 300 British Tourist 
Authority’s telephone cards was included as an incentive for completing the 
questionnaire. All club members (approximately 5,000 members as of 3F‘ of 
December 2001) received a message explaining the study and asking for their
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cooperation by e-mail on 8* of January 2002 from the British Tourist Authority Japan 
office. A total of 324 questionnaires were returned and elimination of one unusable 
questionnaire resulted in a total of 323 completed responses. Response rate was low, 
representing an approximately 6.5 per cent response rate, although there was no 
information about exactly how many emails were deliverable and undeliverable because 
of wrong addresses or closed mail accounts.
There is seldom a definitive answer to how large sample should be for any given 
study (Burton, 2000; Fowler, 2002), although it is often said that large samples always 
reduce sampling errors and increase a level of the precision of sample estimates (to 
what extent the findings from a sample precisely reflect the population). Fowler 
(2002), however, suggests that most sample size decisions are concentrated on the 
minimum sample sizes that can be tolerated for small subgroups of importance within 
the total population for which figures are needed, rather than focusing on estimates for 
the total population. In terms of the reliability of survey estimates, increasing the 
sample size up to 200 results in a steady increase in the precision, but after that point, 
there is a much more modest gain from increasing the sample size (Fowler, 2002). The 
sample size of 323 respondents was, therefore, considered to be large enough to allow 
for statistical analysis and for the reliability.
The main reason for the low response rate was considered to be because of the 
difficulty in getting the attention and cooperation of members and the length of the 
questionnaire. As previously mentioned, respondents were e-mailed an invitation to 
complete the online survey and the respondent then had to go to the web site later and 
click to find the online survey. Since the researcher was not allowed to access the list 
of members’ e-mail addresses, no follow-up e-mails were made to remind the club 
members of the survey being undertaken and to ask for their help. Because of 
unexpected technical problems in receiving the completed questionnaire, missing data 
occurred in three questions and the data were re-collected in March, which resulted in 
an increase in the number of partially completed questionnaires. The data obtained 
and input in files by the BTA were sent to the researcher via e-mail to be statistically 
analysed at the end of April 2002. The number of usable responses to three questions 
(a question regarding the reason for media-related tourism and two questions regarding 
use of the Britain Travel Club’s website) was therefore less than 323 because of these 
technical problems and re-collection of the data.
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5.5.4 Data analysis
SPSS (Statistical Package for the Social Sciences) was used for the statistical analysis of 
the responses. Descriptive statistics to determine the frequency distribution of each 
item in the questionnaire were used first. Since most of the data collected in the 
questionnaire survey were assigned numeric codes and were nominal level data, the 
frequency distributions of each question were easily obtained. Further detailed 
analyses were done in order to examine whether there are any differences and 
correlations between different variables, in particular whether different groups of 
respondents held different images of the United Kingdom, using one-way ANOVAs.
5.6 Qualitative individual interviews
5.6.1 A pilot study- pilot interviews
Interviewing involves a series of steps in a procedure; (1) identifying interviewees; (2) 
determining the most suitable type of interview to derive the most useful information to 
answer research questions; (3) deciding how to record information; (4) determining the 
place for conducting the interview.
It is also often suggested that for inexperienced researchers conducting interviews is a 
very difficult task, as it requires essential skills such as good listening skills and being 
skillful at personal or artificial interaction of the interviewer, because it consists of a 
long detailed conversation between total strangers (Walker, 1985). The interviewer 
has to listen and respond to the interviewee covering the topics necessary to collect the 
required data. It thus involves question framing, gentle probing for elaboration, and 
asking questions and writing answers at the same time.
When determining the interview location, issues of safety of both respondents and 
researchers should be taken into account because both respondents and researchers need 
to feel comfortable for effective research (Burton, 2000). Burton (2000) suggests that 
it is good idea to use public places to conduct interviews and to avoid entering 
someone’s home. It was thus thought that the most suitable place to conduct 
interviews would be a café or restaurant where an interviewer and an interviewee, both 
of who are a stranger to each, can have a feeling of safety because people can easily be
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seen and heard.
Whether or not to tape-record interviews is always a dilemma, and researchers need 
to consider the context of the research setting and how the data is to be analysed 
(Burton, 2000). It is, however, generally recommended that interviews be taped and 
the technique is widely used with advantages. The major advantage of using the tape- 
recording is that it is more reliable and facilitates less interruption in the interview than 
extensive note taking. It is difficult to write comprehensive notes at the time of an 
interview and it requires a special skill. Transcripts of tape-recorded interviews can be 
used to analyse the results of interviews in a methodical and complete manner (Veal, 
1997). The researcher can also easily quote verbatim from participants when writing 
up the research. However, there are also disadvantages that need to be carefully 
considered. For example, there is the difficulty in obtaining ‘informed consent’: the 
respondent may not be willing to talk if the interview is to be recorded. There is also 
the possibility that the respondent may consent, but might behave in a more guarded 
way or get nervous. In addition, it was felt that the Japanese tend to hide actual 
feelings in public and might be afraid of making negative comments or not be frank 
with the interviewer when being recorded. Another disadvantage is that the 
interviewer is aware that everything is going down on tape, which leads to the 
possibility that the respondent’s remarks may not be listened to carefully and the 
interviewer may be passive. It is also often pointed out that the process of tape- 
recording and subsequent transcription from the interviews is enormously expensive, 
both in an economic sense (money) and in time required, because qualitative interviews 
tend to produce a mass of data, including both useful and irrelevant information for the 
study. The aim of the interviews was mainly to obtain factual data on details of the 
media’s effects on respondents and images of the UK they hold. It was therefore felt 
that full transcription from the interview was not essential.
Recognising the disadvantages of the use of audio-recording above and the specific 
Japanese disposition of hiding actual feelings and of being afraid of making negative 
comments on formal occasions, it was felt that avoiding the use of the tape recorder and 
to depend on manual note-taking would be most suitable to create an informal 
atmosphere in which the respondent can relax and talk freely. It was also thought that 
the informal conversation type interview would be the best method to interview 
Japanese people.
In order to check the suitability of the interview location, the non-use of the audio
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recording, and the dependence on manual note taking, a pilot study was conducted. 
Conducting a pilot study was also thought to give the researcher a chance to develop 
essential skills required discussed above and to refine interviewing technique.
A message to recruit interviewees for the pilot study was placed on the bulletin board 
on the Britain Travel Club’s website at the end of August 2001 with the BTA’s approval 
and four club members replied to the message. One of the four members introduced 
the researcher to further two potential participants in the pilot interviews. Two pilot 
interviews with a sample of three Japanese tourists were conducted in the UK in 
September and November 2001 and the other four interviews were conducted in Japan 
in December 2001 and January 2002. Open-ended questions framing the pilot study 
included; (1) how respondents become interested in UK as a tourist destination in the 
first place; (2) what features of the UK appeal to them; (3) whether their interest in the 
UK has been increased by popular cultural forms of the media.
Through the pilot study, it was found that it was indeed difficult or impossible to vrite 
down everything that was said, but it was possible to making additional notes by writing 
down everything of importance that the researcher could remember immediately after 
the interview. It seemed that the manual note-taking was an adequate recording 
procedure for this study. The participants’ opinions about the use of a tape recorder 
were also sought after the interview. Each participant was asked what he or she would 
have reacted if the interview had been tape-recorded, all six participants had no 
objection to the tape-recording, but some participants expressed concern that they might 
have got nervous and have tried to use more polite words. It was therefore decided to 
use the manual note-taking as the method of data collection for this study, and to only 
transcribe the ‘relevant’ sections for this study.
5.6.2 Data collection of individual interviews
It is usually only possible to interview a small number of people because both 
conducting the interview and recruiting interviewees are time consuming. Sample 
design in qualitative interviews should be purposive to carefully choose a group of 
people on the basis of their relevance to research questions. As previously mentioned, 
the on-line survey asked respondents if they were willing to participate in the face-to- 
face individual interviews. If they agreed, they were requested to provide their email 
address in the first survey. In total, of the 323 respondents approximately 200
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individuals indicated an intention to be interviewed. Sixty respondents were then 
identified as representing potentially valuable sources of information with respect to the 
data needed for the research objectives: those who answered that their interest in 
visiting the UK was influenced by popular cultural forms of the media in the 
questionnaire survey. Each of the 60 individuals was contacted by e-mail and asked 
about the availability of participation in an interview which would be conducted in the 
Tokyo metropolitan area in June 2002. The reason why interview location was limited 
to the Tokyo metropolitan area was mainly because of financial constraints of the 
researcher, whose base was in that area, although it is accepted that sampling subjects 
over a wide geographical area may improve representativeness. It is also important to 
keep the sample to a manageable size to produce in-depth analysis. It was therefore 
decided to select up to thirty interviewees who had the common characteristic that their 
interest in the UK as a destination had been influenced by popular culture and who had 
lived in the Tokyo metropolitan area.
The in-depth personal interviews were conducted in public places such as cafes and 
restaurants in the Tokyo metropolitan area in Japan from the middle of June to the end 
of June 2002. Interviewees were informed briefly what was to be asked of them 
beforehand, information about the interview, at what time and where the interview 
would take place was sent, in order to conduct the research in an ethical manner, in 
particular to achieve ‘informed consent’ from participants. This study took the form of 
open-ended, semi-structured, and conversational interviews which aimed at creating an 
atmosphere in which the respondents were able to answer their questions in a frank and 
open way. Each interview lasted approximately between one hour and an hour and a 
half. The interview was intended to provide as many insights as possible about the 
media’s influence on the destination choice of respondents and its process, as well as 
their attitudes towards attractions and images of the UK as a holiday destination. The 
interviews were organised around a list of topics that needed to be covered with each 
respondent, but started with a very general question and the order and exact wording of 
questions were not the same. In the question, the same series of questions prepared in 
advance were posed to all the respondents. Those questions were about what made 
them interested in the UK as a holiday destination in the first place, what impression 
they had of the UK and the British, what aspects of the UK appealed to them, and the 
issues of the media influence on them in terms of their destination choice. The 
prepared interviewer-questions were followed by further questions improvised to
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follow-up the respondent’s answers to the original questions.
All the relevant comments and information were quickly written down by the 
researcher during the interview, paying attention to the balance of note-taking and active 
listening required. As previously mentioned, not everything could be written down 
during the interview, so immediately after the interview incomplete important points 
made by the respondent were added to the notes. The detailed hand written notes were 
kept and transcribed in Japanese, including as much as possible of what had been said. 
An example of extracts in Japanese from interview notes is given in Appendix E. The 
interviews were not translated into English, but instead a selection of extracts and 
quotations were translated into English.
After the 30 interviews, it was felt that it might to be interesting to explore images of 
each country of the UK: England, Wales, Scotland, and Northern Ireland amongst those 
respondents. Further follow-up questions were asked by e-mail. The dataset also 
consisted of e-mail exchanges between the researcher and sixteen respondents who 
lived outside the Tokyo metropolitan area in order to improve the representativeness of 
the sample. However, it was impossible to address all the topics covered in the face- 
to-face interviews and the questions asked in the e-mail interviews were therefore 
limited to two questions: (1) What had made the respondent interested in the UK as a 
holiday destination in the first place, and (2) which films, television programmes and 
literary works had a great impact on the respondent in increasing interest in the UK as a 
destination.
5.6.3 Data analysis
There are various approaches to analysing data from a qualitative interview. The 
analysis of qualitative data involves processes of interpretation and creativity of the 
researcher (Jones, 1985). A qualitative study seeks to analyse the meanings of what 
people say. For this study, a combination of content analysis technique and textual 
interpretation was used to clarify the responses. The analytic focus was upon what 
was said -  comments that were made by interviewees and points they had made related 
to research questions. As previously mentioned, qualitative interviews tend to 
produce a mass of data, both useful and irrelevant. At the initial stage, the information 
was therefore classified and managed into what was useful for the research. Various 
useful descriptions made by respondents were classified and labelled by means of
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frequency analysis.
5.7 Analysis of the BTA Japanese brochures
There are two methodologies commonly employed in analysing cultural objects 
including photographic images: content and semiotic analysis (Albers and James, 1988; 
Slater, 1998). Content and semiotic analysis are both forms of textual analysis aimed 
at providing convincing readings of cultural texts, including visual, aural and tactile 
structures of meaning (Slater, 1998). Textural analysis looks at the texts themselves, 
rather than at the ways in which people actually consume or interpret these texts.
Content analysis is the most common technique of evaluating images conveyed by 
print media (Timothy and Groves, 2001). Content analysis is defined as “any 
technique for making inferences by objectively and systematically identifying specified 
characteristics of message (Holsti, 1969, p i4, as cited in Bryman, 2001). Content 
analysis is an approach to the analysis of texts (printed or visual) that seeks to quantify 
content by organising them around their focal themes or subjects, establishing a set of 
analytical content categories and then counting the number of instances that fall into 
each category to seek some kind of patterns, distributions, and frequencies. However, 
content analysis is unable to capture context within which a written or visual text has 
meaning (Manning and Cullum-Swan, 1994).
On the other hand, semiotic analysis treats texts (words, images and objects) as signs 
which construct meanings and carry messages which can be interpreted in the same way 
by those who share the same cultural backgrounds or rules and codes. As discussed 
in Chapter 3, meanings are communicated via a representation system operating in the 
circuit of culture. A semiotic approach attempts to understand the representation 
system in which meanings are produced by language including signs in a particular 
culture (Hall, 1997b). A sign is regarded as something that represents or stands for 
something else in the mind of people by their making connections between an 
expression such as a word or sound and a content that is seen as completing the 
meaning of the expression (Manning and Cullum-Swan, 1994). The way of linking or 
connecting expression and content is socially and culturally constructed and maintained 
and that depends upon the perspective of people who interpret a sign. Within the study 
of signs, there are two levels of meaning: denotation that refers to a simple description
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of signs (the surface meanings of signs) and connotation that refers to a deeper level of 
meaning (Barthes, 1972; Hall, 1997b) Connotation links the sign itself to society, to 
social ideology, the concepts, the beliefs and values to read a symbolic message or 
wider cultural meaning. Semiotic analysis explores patterns of meaning at a deeper 
symbolic and connotative level beyond the denotative surface layer of the obvious 
contents of signs (Echtner, 1999). While content analysis is primarily a descriptive 
approach concerned with appearances and their manifest message, namely the surface 
level of meaning of texts, semiotic analysis is an approach concerned with analysing 
what the surface meaning signifies and what kinds of message at the connotative level 
they have. Thus, semiotics is concerned to seek out the deeper meaning of a sign in 
addition to its manifest or obvious meaning -  a connotative meaning that is associated 
with a certain social or cultural context. It is often suggested that tourists are all 
amateur semioticians (Urry, 1990). For example, when tourists see a picture of a 
thatched cottage with climbing roses featured in Britain’s promotional literature, they 
could have an impression of the UK as a pleasant timeless old country.
The chief strength of content and semiotic analysis is that in most cases it costs very 
little and there are few access problem for the researcher to collect the material for 
analysis. Since the material exists independently without researcher intervention, the 
problems of researcher effects associated with methods such as interviewing can be 
avoided (Burton, 2000). However, analysing the data can be time-consuming and the 
communicator’s intent in publishing a particular type of photograph or written text 
cannot be known through content/semiotic analysis. Furthermore, the number of 
connotations allocated by the researcher to each photographic image is one person’s 
interpretation, which may raise issues of reliability. Reliability is usually interpreted
as the ability to replicate the original study using the same research instrument to get the 
same results. When analysing cultural objects such as signs there is always the 
potential for invalid inference being made because signs are always capable of being 
interpreted in many different ways. It was, however, thought that as noted earlier, the 
connection made between the expression and content of a sign is typically shared and 
collective within the same culture, and the researcher with knowledge of Japanese 
culture and society could produce a valid inference. The researcher’s interpretation of 
the message is also essentially part of the data analysis process and without the 
researcher’s interpretation of data any results of a study cannot be produced. It was 
thus felt that overall, the use of these twin techniques in analysing tourism promotional
195
material is very useful and theoretically interesting. Furthermore, Pritchard and 
Morgan (2001) suggest that the conjunction of content analysis with other forms of 
textual investigation creates richer interpretations of representations.
This study therefore employed a combination of content and semiotic analysis of 
promotional material targeted at Japanese residents produced by the British Tourist 
Authority (BTA) Japan office to identify projected images of the UK as a tourist 
destination. The BTA Japan office has produced a wide range of promotional material 
targeted at the Japan market, often booklets with particular themes. For this study, 
data were taken from Japanese main travel guides which aim at promoting the entire 
UK as a destination to Japanese residents and are widely distributed as the principal 
promotional material (usually between 70,000 and 100,000 copies (BTA, 2003, personal 
communication)). Since image building is often a consequence of an accumulation of 
promotional communication over years and contents of the main brochure are changed 
on a regular and irregular basis, it was decided to examine the promotional literature 
over the past five years, from 1998 to 2002 (when the survey was conducted). Both 
photographs and textual material were used as image-related elements to explore how 
the UK is being constructed as a tourist destination.
The crucial requirement for content analysis is that categories are precise with very 
clear and detailed descriptions that are mutually exclusive (Carney, 1972). For 
analysis each photograph was examined and coded according to the information it 
conveys (themes). In applying semiotics discussed above to the analysis, each 
photograph with themes was considered to be used to signify or generate specific 
images of the UK as a tourist destination in people’s mind. In other words, what the 
surface meaning of the photograph implies or how it evokes a particular view of the UK 
amongst Japanese viewers was considered. For the analysis, an awareness of the 
social and cultural contexts in which those visual texts are situated is vital, because 
devising coding and classification schemes or rules always entail some interpretation on 
the part of the researcher. In other words, the researcher needs to interpret messages 
using her everyday knowledge as a participant in Japanese society and cultures. For 
example, a picture of a rose represents a flower with prickles and a sweet smell at the 
denotative level, but could stand for the UK at the connotative level in the BTA’s 
promotional literature- in particular a symbol representing feminine connotations of the 
UK. All these photographs were grouped into nine image categories: Historic Britain, 
Traditional Britain, Scenic Britain, Cultural (the term ‘cultural’ here refers to activities
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concerning the arts) Britain, Friendly Britain, Contemporary (Modem) Britain, Active 
Britain, Britain for consumption, and Symbols for Britain (see Table 5.2).
Photographic images have multi-layered nature and in some cases it is not possible to 
allocate one photograph to one category. For example, a picture of a castle standing 
against a backdrop of beautiful mountains or with a beautiful garden can project two 
separate images, a historic image and a scenic image of the UK. Similarly, a picture of 
a grand manor house hotel can represent services and an image of the UK as a country 
of history. Any such photograph was counted twice and grouped into two different 
categories. Themes which consist of each category were partly based upon those used 
by Dilley (1986, p60), and Morgan and Pritchard (1998, p 156).
Piloting was conducted to check the quality of a coding scheme and to ensure that it is 
reliable and consistent and to identify difficulties in applying the coding scheme. The 
coding scheme was amended when it was found that no themes were available to cover 
a few particular photos. In order to enhance reliability of the analysis, the researcher 
repeated the analysis of the same material at different times (in December 2002 and in 
June 2003).
Table 5.2
Themes in BTA brochure photographs____________________________________________
Signifiers/Signifîeds 
Denotative meaning
Image of the UK 
Connotative meaning
Castles, palaces, manor houses 
Ancient monuments, remains [
Other old buildings (Cathedrals, Abbeys) 
Old (medieval) townscapes
A country of history
Ceremonies, festivals 
Local (traditional) crafts, products[ 
Local food, drinks, pubs 
Local costume
A country of tradition
Natural landscapes (Coastal, mountain, hill) 
Farmscapes, pastures i ^
Villages, gardens 
Flora and fauna
A country rich in scenic beauty
Art galleries, museums 
Entertainments (theatre, concerts) [ 
British films, TV, literature
A country rich in cultural 
attractions
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Smiling local people I A country whose inhabitants
are warm and friendly
Urban, modem cityscapes
Newly built buildings, landmarks i ^  A modem stylish country
Modem new British dishes
Recreation, sports (participation)
Recreation, sports (observation) I ^  A country of sports and activities
Shopping (shops & products)
Restaurants, café, bars, clubs I ^  A country of consumption
Accommodation of service
Transport
Royal family. National flag (Union Jack) Britishness
Roses, Tea/Aftemoon tea I ^  Representation of the UK
Source: after Dilley (1986), p60-l, Morgan and Pritchard (1998), pl56
5.8 Analysis of films, television programmes, and literature
Films, television programmes, and works by writers that were identified as influential in 
the questionnaire survey were selected and analysed in greater depth. Pettitt (2000, 
xiv) states that “film and television images are complicated cultural signifiers not 
simple reflections of reality”. Similarly, “literature is more than a reflection of social 
life: it is a reflexive engagement with it which is undertaken by writers and readers in a 
conscious awareness of the essentially reflexive relation between language, subjective 
imagination and social stmcture” (Filmer, 1998, p284). In other words, both audio­
visual images on screen and literary texts can be seen as having a connotative nature as 
discussed in the previous section and the same semiotic analysis can be applied to those 
images and texts. It was therefore decided to adopt content and semiotic analysis in 
order to identify images of the UK constmcted in films, television programmes, and 
literature. The analysis looks at not only words and pictures on the screen but also 
activities (practices), behaviour, gestures, and dress of British characters, and objects 
portrayed in films, television programmes, and literary texts as signifiers that can say 
something or have a message or theme (signifieds) about the UK: what kinds of 
meanings and associations they have to signify what kinds of the country the UK is (a
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destination meaning or image). In analysing audio-visual media such as television and 
films, camera shots, angles, editing techniques, lighting techniques, sound effects, and 
music can fimction as signifiers (Berger, 1991). However, the focus of this study was 
not on such camera work but mainly on portrayals or descriptions of places, settings, 
objects, activities, behaviour and dress of British character in the productions. 
Attention was especially paid to specific locations that were filmed or depicted in the 
productions and settings within which the action of a story takes place because they are 
essential contributors to the UK’s destination image creation.
Since it was impossible to identify all ‘common’ themes that are likely to occur in 
popular cultural forms of media before analysing them, the following steps were taken 
in analysing each production or author’s works.
l.S tep l: Identify what features or attributes of the UK or the British people are 
prominent (frequently displayed or described) in the production by doing a scene-by- 
scene micro analysis (if analysing films and television programmes), and by doing 
textual analysis (if analysing literature)
2. Step 2: Look at how people, settings, and places are represented and consider what 
images of the UK and the British people they convey or signify
3. Step 3: View the film, television series and the author’s works in its entirety
4. Step 4: Consider what are most recurring images of the UK and the British people 
that are given in all productions analysed.
Source: after Denzin (1989, p231-2)
Semiotic analysis of films, television programmes and literature, was partly done 
using similar categories used in the analysis of the BTA’s promotional material in terms 
of physical attributes of the UK (natural landscapes, architecture, buildings, 
townscapes) and cultural practices (ceremonies, rituals, costumes) (See Table 5.3).
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Table 5.3
Themes for analysis of audio-visual media and literature
Themes
Signifiers/Signifieds 
Denotative meaning
Image of the UK 
Connotative meaning
Castles, palaces, country houses 
Ancient architecture i 
Other old buildings (Cathedrals, Abbeys) 
Old (medieval) townscapes
> A country of history/antiquity
Ceremonies, rituals, festivals 
Traditional customs, manners 1 
Drinks and food >
A country of tradition 
/old-fashioned
Natural landscapes 
Farmscanes. nastures 1 
Villages, gardens 
Flowers
> A country rich in scenic natural
Urban, modem cityscapes 
Newlv built buildings, landmarks 1 > A modem stylish country
Tea. gardens. Roval familv 1 
Way of life > Symbols of the UK /Britishness
5.9 Research Limitations
There are certain limitations to the methodology used for this study. Dann et al (1988, 
p20) state that “all researchers who ask people questions have to deal with non-response 
and recall bias”. This study mainly depended on information from respondents. 
What respondents say depends on their own powers of recall, on their honesty, and on 
the format of the questions included in the questionnaire and the interview. 
Respondents may have problems in recalling some information accurately and giving 
answers that they believe will please the interviewer. Babbie (1989, as cited in Burton, 
2000) argues that what surveys measure is not what people do, but what people ‘say’ 
they do, have done, or will do. Thus, this limitation of the study may compromise the 
external validity of the findings.
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The largest problem encountered with this research method was, however, non­
response bias. The sample population of this study was not randomly selected and the 
scope of the study was restricted to members of the Britain Travel Club with internet 
access. The sample of individual interviews was also restricted to those willing to 
participate among the club members and living in the Tokyo metropolitan area. Thus, 
this research project excluded other tourists who have similar interest in the UK as a 
tourist destination, but are not members of the internet-based club. Although e-mail 
usage has become ubiquitous in Japan, there is still a gap between e-mail users and the 
more generalised population. In 2001, 60 per cent of all households had internet or e- 
mail access, but internet penetration was 44 per cent amongst the total Japanese 
population (55.93 million users) (Ministry of Management and Coordination, 2002). 
Litvin and Kar (2001) conducted a study that compared respondent data from the same 
survey instrument, but collected by two different data collection methods: a mall- 
intercept survey and an e-mail survey. Analysis of the responses found similar travel 
psychographic characteristics but significant differences in demographics and travel 
patterns between the two samples. They therefore suggest that although there is the 
potential for tourism research ‘e-survey’, issues of sample bias remain serious. As 
noted above, this study was not able to pre-test the questionnaire on the web site and the 
response rate was low, although longer period of the survey with reminders would have 
increased the response rate. The low response rate and sample bias question the 
validity of the findings. It was impossible to know any information about 
nonrespondents, in particular non e-mail users, and identify the impact of nonresponse 
bias on findings of this study. The results should not therefore be taken as representing 
the whole population of Japanese tourists who have an interest in visiting the UK.
A problem of the accuracy of the translations of respondents’ comments by the 
researcher is also likely arise. Using back translation, that is comments first translated 
into English by the researcher will then be translated back into Japanese by a 
professional translator, would have reduced the problem.
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Chapter 6 
Findings from the questionnaire survey 
and the qualitative interviews
6.0 Introduction
As noted in the previous chapter, primary data were gathered in the form of a 
questionnaire survey with the sample of 323, and 30 semi-structured personal face-to- 
face interviews supplemented with 16 short e-mail interviews to reduce the problem of 
under representation of people living outside the Tokyo metropolitan area in the 
sampling frame. This chapter reports findings from the on-line questionnaire survey 
and the qualitative individual interviews with illustrative quotations.
6.1 Analysis and Results of the questionnaire survey
6.1.1 Data analysis
As noted in the previous chapter, most of the questions in the questionnaire survey 
collected data that can be categorised and measured on a nominal scale. In order to 
analyse the categorical data from the questionnaire survey, descriptive statistics were 
first used to determine the frequency distribution of demographic characteristics, travel 
experiences with the UK including travel characteristics and motivations of the sample, 
images of the UK, information sources increased interest, in particular popular cultural 
forms of media, and the use of the BTC’s website. Secondly, analysis of variance was 
utilised to determine whether different groups of respondents according to travel 
experiences and demographic profiles held different images of the UK.
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6.1.2 Results of the questionnaire survey
6.1.2.1 Description/profile of the Sample
The majority of respondents (60.4 %) were aged 30-49 years, while there were no 
respondents in the under 18 years age category, and the 70 years and over age category 
only accounted for 1.2 per cent of the total respondents. Regarding gender, 71.5 per 
cent were female and 28.5 per cent were male. Overall, the number of single 
respondents (54.7 %) was slightly larger than that of married ones (45.3 %). The 
majority of respondents were highly educated and white-collar workers. Of female 
respondents, 43.7 per cent were single office workers, who accounted for the largest 
segment of the sample (approximately 30 % of the total respondents). These people 
are the type of Japanese consumers who have access to overseas travel in terms of time 
and money as well as to the Internet. The profile of the overall sample was compared 
to that of all members of the Britain Travel Club. As Table 6.1.1 and 6.1.2 show, the 
comparison of the two profiles revealed no significant differences in terms of gender, 
marital status, age and occupation existed. It can be argued, therefore, that survey 
respondents were representative of all members of the Britain Travel Club.
Table 6.1.1 Description of the Sample
Valid sample number = 323 (except Marital status)
Gender : Marital Status : valid sample number=322
Male 92 28.5% Single 176 54.7%
Female 231 71.5% Married 146 45.3%
Age: Occupation:
Under 18 years 0 0% Office worker 148 45.8%
18-24 years 17 5.2% Professional/managerial 39 12.1%
25-29 years 50 15.4% Self-employed 23 7.1%
30-39 years 132 40.7% Student 12 3.7%
40-49 years 63 19.4% Housewife/full time parent 44 13.6%
50-59 years 42 13.0% Retired/unemployed 22 6.8%
60-69 years 15 4.6% Other 35 10.8%
70 and over 4 1.2%
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Education level:
Junior high school 0 0%
High school 36 11.1%
Junior college/vocation school 97 30.0%
University 160 49.5%
University postgraduate 25 7.7%
Other 5 1.6%
Table 6.1.2 Description of the members of the Britain Travel Club
Gender :number = 6829 Marital Status : number = 6314
Male 1962 28.7% Single 3390 53.7%
Female 4867 71.3% Married 2924 46.3%
Age: number =7004 Occupation: number = 6828
Under 18 years 49 0.7% Office worker* 3869 56.7%
18-24 years 468 6.7% Teacher 327 4.8%
25-29 years 1186 16.9% Self-employed 424 6.2%
30-39 years 2572 36.7% Student 544 8.0%
40-49 years 1344 19.2% Housewife/full time parent 711 10.4%
50-59 years 938 13.4% Part-timer 418 6.1%
60-69 years 354 5.1% Retired/unemployed 355 5.2%
70 and over 93 1.3% Other (loan worker) 180 2.6%
*Note: This category includes civil servant and organisation employee
Education level: No data/Not collected by the British Tourist Authority
6.1.2.2 Travel experience and travel pattern to Britain of respondents
Table 6.2 below reveals that the proportion of people who have been to the United 
Kingdom of Great Britain and Northern Ireland (hereafter the UK) was 86.1 per cent, 
the remaining 13.9 per cent have never been to the UK. Among repeat visitors, half of 
those have visited the UK two or three times and another half of those have been to the 
UK four times or more. Fifteen respondents claimed ten or more visits. The 
percentage of respondents who have been to the UK and intend to return within two 
years was very high (81.2 %). Almost 70 per cent of those have travelled to the UK 
regularly (once a year or every two or three years). These results clearly show that the 
majority of respondents are repeat visitors and have a loyalty to the UK as a tourist
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destination.
Table 6.2 Travel experience to the UK
Valid sample number: 323
Number Percentage The number of visits of repeat visitors
Non-visitors 45 13.9% 2-3 times 107 50.0%
First-timers 64 19.8% 4-5 times 59 27.6%
Repeat visitors 214 66.3% 6 or more times48 22.4%
Asked about their latest trips, a very high proportion of respondents (88.5 %) 
travelled either independently or took skeleton type package tours in which flights and 
accommodation only were arranged. Almost three quarters (74.4 %) of the sample 
visited the UK only and the largest group of the sample (47.3 %) was those who 
independently visited the UK only while only 7.9 per cent of those visiting the UK only 
participated in a full package tour. The most common travel companions were friends 
(30.5 %) and husband or wife (21.1 %), but almost equal percentage of respondents 
(28.4 %) travelled alone without any travel companions. These results illustrated that 
the majority of respondents are able to travel the UK independently with many previous 
travel experiences in the UK. Regarding the travel patterns, the usual length of stay 
was 7-10 days for the majority (51.4 %) while 22.8 per cent stayed for 6 days or less 
and 25.8 per cent stayed for 11 days or more. More female visitors stayed 11 days or 
more than male visitors and 12.5 per cent of the total female respondents claimed that 
they stayed for 15 days or more, accounting for 76.3 per cent of those stayed for 15 days 
or more.
6.1.2.3 Destinations visited in the UK
In terms of destinations within the UK, almost 90 per cent of the respondents had 
visited London on their latest trip. Many repeat visitors (79.5 %) always seem to visit 
both London and new destinations on each trip to the UK. The results indicate the 
existence of a willingness to go to new destinations in the UK rather than visiting the 
same destination in the UK among the repeat visitors. As Table 6.3 below shows.
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although London is the most popular destination, the destination areas visited by 
respondents are widely distributed throughout the UK, apart from Northern Ireland 
which only 2.8 per cent of respondents have ever visited. London was followed in 
popularity by the Cotswolds, Edinburgh, South East England and the Lake District. 
Public transport such as train and coach was the most used forms of transport in the UK, 
while the percentage of rent-a-car users still remained low.
Table 6.3
Travel destinations visited:
Valid sample number: 278
Last visited Previously visited
Number Percentage (%) Number Percentage (%)
1 .London 243 87.4 151 54.3
2. Cotswolds 85 30.6 80 28.8
3.Edinburgh 68 24.5 90 32.4
4.South East England 59 21.2 78 28.1
5.Lake District 53 19.1 73 26.3
6.Central England 51 18.3 66 23.7
7.Wales 45 16.2 47 16.9
8.Other Scotland 37 13.3 62 22.3
9.South West England 31 11.2 39 14.0
10. Yorkshire 26 9.4 57 20.5
11 .Northern Ireland 2 0.7 6 2.1
The results of the questionnaire survey above showed that many respondents had first 
hand experience of the UK and tended to travel the UK only independently. Their 
involvement in the UK as a destination was high and they can be regarded as being 
loyal to the UK as a tourist destination. In terms of destination preferences within the 
UK the majority of respondents have a loyalty to London within the UK but there is 
also a tendency for them to plan further trips to other destinations rather than London.
6.1.2.4 Image of the UK and the British
In answer to the question of what are the first things which come to mind about the UK 
as a nation, tradition stands out as the most popular image of the UK, selected by 91.4 
per cent of respondents. The Royal family (84.9 %) and tea (84.6 %) were the next 
most popular images, followed by gardens and history, both of which were chosen by
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more than 70 per cent of respondents. Almost half of the respondents thought of 
aristocrats, rural, formality and roses. Women were more likely to associate tradition 
(93.9 % vs 85 %), tea (89.2 % vs 73.9 %), gardens (78.3 % vs 65 %), and roses (50 % 
vs 27 %) with the UK than men. On the other hand, the words associated with modem 
aspects of the country such as innovative, urbanized, and fashionable were identified by 
only a small proportion of the respondents (just over one in ten), although one-third of 
respondents thought of “old&new”, the recent slogan used by the British Tourist 
Authority to promote the UK, as Table 9.4 below shows. Image of being gentlemanly 
dominated how respondents perceive the British people. Almost two thirds (62.7 %) 
thought of them as being gentlemanly, followed by simple (28.1 %), and humorous 
(21.3 %). No respondents who had never visited the UK regarded the British as being 
friendly. The UK is most likely to be regarded as a ‘very traditional country’ with 
history, many mral areas and gardens, in which the monarchy still exists while people 
are gentlemanly, humorous, and simple, and drink tea a lot.
Table 6.4 Image of the UK and its people
Image of the UK as a nation:
(multiple answers)
Image of the British people
(limited to one, but some respondents gave 
multiple answers)
Number Percentage (%) Number Percentage (%)
1. Tradition 296 91.4 1 .Gentlemanly 203 62.7
2. Royal family 275 84.9 2. Simple 91 28.1
3. Tea 274 84.6 3.Humorous 69 21.3
4. Gardens 241 74.4 4. Stubborn 58 17.9
5. History 238 73.5 5.Reserved 47 14.5
6. Aristocrats 167 51.5 6.Friendly 38 11.7
7. Rural 166 51.2 6.Sophisticated 38 11.7
8. Formality 143 44.1 8.Fortitude 32 9.9
9. Roses 141 43.5 9.Eccentric 22 6.8
10. Solidity 114 35.2 10. Snobbish 18 5.6
ll.Old&New 107 33.0 11 .Proud 17 5.2
12. Old-fashioned 81 25.0 12.Hospitable 8 2.5
13.Innovative 40 12.3
14.Urbanised 39 12.0
15.Fashionable 33 10.2
16.Ceremony 29 9.0
17.Masculine 17 5.2
18. Cute 11 3.4
19.Romance 9 2.8 Note: Percentages indicate ‘Yes’ responses
20.Feminine 5 1.5 for each item .
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6.1.2.5 Perceived Image of the UK as a tourist destination
Images of the UK as a tourist destination held by respondents were measured on a scale 
ranging from -2  = strongly disagree, -1= disagree, 0- neutral, +1= agree, +2= strongly 
agree (the higher the score, the more positive the image). The results in Table 6.5.1 
show that the strongest features of Britain’s image as a tourist destination were natural 
scenic beauty (a mean score of 1.76 out of two), beautiful rural areas (a mean score of 
1.72) and gardens (a mean score of 1.66). A very high proportion of respondents 
evaluated the UK positively as a holiday destination with lots of natural scenic beauty 
(98.4 %- strongly agree plus agree), with beautiful rural areas (96.3 %- strongly agree 
plus agree) and with beautiful gardens (96.6 %- strongly agree plus agree). A variety 
of museums and art galleries, historic attractions, interesting cities and towns, and 
entertainment also impressed many respondents. More than half of the respondents 
perceived the UK to be a safe and comfortable destination with friendly local people, 
good accessibility from Japan, good choice of accommodation and a good 
transportation system, where they can enjoy shopping and sports activities. On the 
other hand, few respondents thought that the prices of goods are reasonable (a mean 
score of -0.37) or that local foods are good in the UK (a mean score of 0.16). As 
previously mentioned, half of respondents are repeat visitors who are supposed to have 
a favourable image of the country. The result clearly confirmed that the overall image 
of the UK as a tourist destination held by respondents was positive. However, they are 
also aware of these negative aspects such as expensive places and lack of appealing 
foods.
However, comparisons of destination images of the UK by respondents’ demographic 
profiles (marital status, age group, level of education and occupation) made by ANOVA 
test found that there were significant differences in mean scores of five attributes: 
destination with beautiful gardens, a wide range of entertainment places, interesting 
cities and towns, good local foods, and prices of goods, according to marital status, age 
group and gender. Compared to men, female respondents gave higher marks to the 
statement that the UK has beautiful gardens (mean= 1.71 vs 1.55) and perceived local 
foods more positively (mean= 0.24 vs -0.06). This result may reflect the popularity of 
‘gardening’ and ‘Afternoon tea’ including scones and sweets among women. 
Regarding the attribute of prices of goods, women (mean=-.0.43) and single persons 
(mean=-0.48) had relatively higher negative perception than men (mean=-0.21) and
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married persons (mean=-0.23). Entertainment such as musicals, concerts and opera 
was more positively perceived by single respondents than married respondents 
(mean=1.49 vs 1.21). Urban tourism (tourism in cities and towns) also appeared to be 
more enjoyed by single respondents than married respondents (mean= 1.62 vs 1.41), by 
women than men (mean=1.57 vs 1.41), and by younger respondents aged 18-29 than 
older ones aged 30 and over (mean=1.75 vs 1.36). Although it is often suggested (see 
for example. Stabler, 1990) that demographic factors would influence destination 
images, except gender, age group and marital status, the analysis could not provide 
strong evidence of the influence of demographics on images.
Table 6.5.1 Image of the UK as a tourist destination
Scale +2 +1 0 -1 -2
Strongly Agree Neutral Disagree Strongly
Agree Disagree
Categories of image description
Lots of natural scenic beauty 75.9 22.5
Percentage % 
0.9 0 0
Mean
+1.76
Beautiful rural areas 73.5 22.8 2.2 0 0 +1.72
Beautiful gardens 69.1 27.5 2.5 0.3 0 +1.66
Many interesting cities and towns 55.2 40.7 3.1 0 0 +1.53
Many historic attractions 56.2 39.5 3.1 0.6 0 +1.52
Lots of museum and art galleries 53.7 41.7 4.0 0 0 +1.50
Lots of entertainment places 46.0 44.4 8.6 6 0 +1.36
Good choice of accommodation 21.3 56.8 18.2 2.5 0 +0.98
Safe and comfortable 16.4 58.6 23.1 1.5 0 +0.90
Lots of chances of sport activities 10.8 51.5 34.9 2.5 0 +0.71
Enjoyable Shopping opportunities 11.4 51.9 32.7 3.1 0.3 +0.71
Convenient travel from Japan 12.3 51.5 27.5 6.5 0.9 +0.69
Friendly local people 8.6 52.2 36.1 2.2 0 +0.68
Convenient transport 9.0 43.2 38.0 6.5 2.5 +0.50
Fashionable 6.8 31.8 55.9 4.6 0 +0.41
Pleasant weather 5.6 37.0 43.2 9.9 1.2 +0.37
Good local foods 4.0 28.7 46.3 18.5 1.2 +0.16
Prices of goods are reasonable 0.6 8.6 52.2 27.8 9.6 -0.37
It has also been suggested that multiple experiences with a destination improve or 
alter a person’s image of that destination (Gunn, 1972; Fakeye and Crompton, 1991; 
Stabler, 1990; Dann, 1995). To determine whether there was a significant difference in 
the perceived image of the UK as a tourist destination among different groups of the 
sample with different levels of experience with the UK, means of each attribute were 
calculated for each three subsamples: those who had never been to the UK (non­
visitors), those who had been only once (first-time visitors), and those who had been to 
the UK twice or more (repeat visitors). To determine which image items were
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significantly different, a multiple comparison test using a post-hoc Bonferroni test was 
conducted (see Table 6.5.2). This test indicated that there was a statistically significant 
difference between these three groups’ images of the UK on the following attributes: 
safety (a safe place to travel), good place for shopping, good local foods, friendly 
people, a variety of accommodation, and pleasant weather. As Table 6.5.2 illustrates, 
repeat visitors had more favourable images of these six attributes than first-time visitors 
and non-visitors, and their mean scores increased according to the experiential 
familiarity of respondents with the UK. It can be argued that the evaluation of these 
six attributes (safety, shopping opportunity, appealing local foods, the friendliness of 
local people, good accommodation and weather) is most likely to be significantly 
improved through actual travel experiences and subsequent visits. First-time visitors 
and non-visitors may not be so easily aware of these qualities. It can be argued that 
as the findings clearly illustrated, it is most likely that the more tourists visit the UK the 
more they become aware of the positive aspects of the UK, such as the hospitality of 
local people, personal safety and good local food.
Table 6.5.2 Comparison of images of the UK for three segments
Segment Non-visitors
(n=45)
Categories of image description
First-time visitors Repeat-visitors 
(n=64) (n=214)
Mean F-value Significance
Safe and comfortable 0.42 0.84 1.02 16.433 *0.000
Fashionable 0.49 0.48 0.37 0.980 0.376
Lots of museum and art galleries 1.47 1.57 1.49 0.622 0.538
Lots of entertainment places 1.20 1.33 1.41 1.906 0.150
Lots of natural scenic beauty 1.73 1.73 1.77 0.285 0.752
Beautiful rural areas 1.62 1.73 1.75 1.152 0.317
Beautiful gardens 1.71 1.62 1.67 0.336 0.715
Many historic attractions 1.53 1.44 1.54 0.816 0.443
Many interesting cities and towns 1.44 1.61 1.52 1.209 0.300
Lots of chances of sport activities 0.67 0.80 0.69 0.673 0.511
Enjoyable Shopping opportunities 0.64 0.51 0.79 4.066 *0.018
Good local foods -0.04 -0.03 0.26 4.828 *0.009
Friendly local people 0.44 0.59 0.76 4.997 *0.007
Good choice of accommodation 0.71 0.92 1.06 4.824 *0.009
Prices of goods are reasonable -0.39 -0.33 -0.38 0.080 0.923
Convenient transport 0.32 0.48 0.54 1.330 0.266
Convenient travel from Japan 0.53 0.53 0.77 2.980 0.052
Pleasant weather 0.02 0.25 0.47 6.633 *0.002
Note: *The mean difference is significant at the 0.05 level.
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Asked about their main interest areas for travelling to the UK, there was clearly a 
great deal of interest among respondents in scenery/landscape, selected by 82.1 per cent 
of respondents, followed by museums/art galleries (73.8 %) and village-hopping 
(61.4 %) (see Table 6.6). Nearly one-third of respondents expressed a keen interest in 
the British way of life (34.6 %), urban tourism, including sightseeing towns and cities 
(31.5 %), and shopping (30.65 %). On the other hand, the majority of respondents had 
no interest in new buildings and trends or fashion in the UK. Although 15.7 per cent 
of respondents had an interest in walking in the UK, many respondents had little interest 
in activity type holiday in the UK. Local foods in the UK also failed to attract many 
respondents’ interest (only 17.3 %). These results support the data in Table 6.5, 
indicating that there is a clear match between their perceived image of the UK as a 
holiday destination and what they expect to experience in the UK.
Table 6.6 Main interest while visiting the UK (multiple response)
Valid sample number: 323
Nr Percentage (%)
1. Scenery/Landscape 266 82.1
2. Museums/art galleries 239 73.8
3. Village hopping 199 61.4
4. Historic houses/castles 156 48.1
5 Theatre, musical, music 152 46.9
6. Gardens 136 42.0
7. British way of life 112 34.6
8. Sightseeing in cities/towns 102 31.5
9. Shopping 99 30.6
lO.Local foods 56 17.3
11 .Literature 52 16.0
12. Walking 51 15.7
13. Sports 23 7.1
14.Latest fashions/trends 18 5.6
15.New buildings 8 2.5
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6.1.2.6 Information sources influential in generating and increasing interest to 
travel to the UK
Asked about what made the respondent first become interested in the UK in general, the 
results presented five sources which were almost even in importance; Media (15.2 %), 
Literature (14.2 %), English (13.0 %), Music (13.0 %), and Peer groups/family (12.7 %). 
This indicated that there was no particularly significant source of information which had 
a strong impact on respondents in generating interest in the UK in the first place (see 
Table 6.7)
Table 6.7
Factors generated interest in the UK in general in the first place
Valid sample: 323
Number Percentage
(%)
1. Knowledge via the media 49 15.2
2. Interest in English literature 46 14.2
3. Interest in English language 42 13.0
3. Interest in British popular music 42 13.0
4. Peer Groups 41 12.7
5. Knowledge from schooling 20 6.2
6. Interest in British products 16 5.0
7. Interest in gardening 13 4.0
8. Friends living in the UK 10 3.1
9. Interest in British actors/actress 7 2.2
lO.Business 4 1.2
11. Interest in musical 3 0.9
12. Other 30 9.2
The survey finding revealed that films and television programmes featuring the UK 
were the most important source of information in increasing interest in travel to the UK, 
listed by 70.1 per cent of respondents, followed by books about the UK and literature 
featuring the UK (64.2 %), travel guide books (57.7 %) and the British Tourist 
Authority’s promotional materials (47.5 %) (see Table 6.8). The results clearly 
indicated that popular cultural forms of the media such as films, television programmes 
and literature which are not concerned with tourism promotion, had a greater power to 
increase interest in travel to the UK than tourism promotional materials. Women
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appeared slightly more likely to be influenced by literature (65.8 % vs 60.9 %) and 
films/television programmes (71.9 % vs 66.3 %) than men. Travel agents, including 
their brochures, travel magazines, word-of-mouth and advertisements did not exert a 
great deal of influence in increasing interest to travel to the UK. Travel agents and 
advertisements were overtaken by non-tourist information sources, and by the general 
media such as news on television and radio and newspapers. Tourist information 
sources may be used frequently by tourists when they actually plan their trip to the UK, 
but do not have the greatest power to generate or increase interest in travelling to the 
UK.
Table 6.8 Information sources increased interest to travel to the UK
(multiple answers)
Valid sample number: 323
Number Percentage
(%)
1. Films/TV programmes featuring the UK 227 70.1
2. Books about the UK/British literature 208 64.2
3. Travel guidebooks 187 57.7
4. BTA’s brochures 154 47.5
5. Television Travel Documentary/show 140 43.2
6. Travel writings 125 38.6
7. Magazines featuring the UK 98 30.2
8. BTA website 83 25.6
9. Travel agents’ brochures 48 14.8
10.Friends/family/relatives 47 14.5
11 .Travel Magazines (Ab-road etc) 36 11.1
12.TV news/Radio/newspaper 22 6.8
13 .Advertisement/Posters 4 1.2
M.Travel Agents 3 0.9
In order to identify which films, television programmes and literature (authors) 
increased interest in visiting the UK, respondents whose interest was increased by the 
popular cultural forms of the media were asked to select all items from a pre-identifled 
list of 36 films, 9 television productions and 19 authors.
The two most influential films were Harry Potter and the Philosopher’s stone (2001) 
and Hotting Hill (1999), both of which were selected by about 37 per cent of the 
respondents as the film by which interest in visiting the UK was increased. The 
impact of Harry Potter and the Philosopher’s stone on respondents may reflect the fact
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that the film was released on of December 2001, just a month before the survey was 
conducted, and had become a cultural phenomenon in Japan attracting a huge audience 
(16.15 million people) and earning 20,200 million yen (about £101 million) at the box 
office. On the other hand, the classic movie My Fair Lady (1964) featuring Audrey 
Hepburn who still has enormous popularity in Japan was the most seen film among the 
respondents (72.7 %), followed by the more contemporary movie Notting Hill (72.2 %) 
starring Hugh Grant and Julia Roberts. Shakespeare in Love (1999) and My Fair Lady 
(1964) were the next most influential films identified by one-fourth of respondents. 
As Table 6.9.1 shows, however, many other films ranging from the old to the latest ones, 
heritage films and non-heritage films portraying working-class life, were almost evenly 
cited.
Table 6.9.1
A: Feature films (or videos) which they have seen and increased interest in visiting 
the UK
Valid sample number: 227
(first released year in Japan)
A= Number of respondents seeing the film 
B= Number of respondents with increased interest Number Percenta
A B
1.Harry Potter and the Philosopher’s stone 
(2001) 135 85 37.4
2.Notting Hill (1999) 164 83 36.6
3. Shakespeare in Love (1999) 132 56 24.7
4.My Fair Lady (1964,1974&2000-revival) 165 53 23.3
5.Elizabeth (1999) 115 44 19.4
6.Bridget Jones Diary (2001) 79 43 18.9
7.Jane Eyre (1996) 107 40 17.6
7.The Englishman who went up a hill 
but came down a mountain (1996) 80 40 17.6
7.The Secret Garden (1993) 80 40 17.6
lO.The Remains of the Day (1993) 83 39 17.2
11.Sense and Sensibility (1996) 82 38 16.7
12.A Room with a View (1987) 94 37 16.3
13.Brassed Off (1997) 89 33 14.5
14.The Full Monty (1997) 97 31 13.7
15.Four Weddings and a Funeral (1994) 98 29 12.8
16.Braveheart (1995) 87 28 12.3
16.Howards End (1992) 77 28 12.3
18.Another country (1985, 1995-revival) 61 26 11.5
19.Emma(1997) 76 25 11.0
20.Chariots of Fire (1982) 87 22 9.7
214
21.Maurice (1988, 1995) 76 20 8.8
22.Trainspotting (1996) 63 19 8.3
22.Shadowlands (1993) 48 19 8.3
24.Sliding Doors (1998) 64 18 7.9
25.Melody (1971, 1974&76&78-revival) 118 14 6.2
26.Rob Roy (1995) 39 13 5.7
27.Wuthering Heights (1992) NA* 7 3.1
28.Shall we dance? (1995) 71 6 2.6
28.Local Hero (1983) 11 6 2.6
28.Billy Eliot (2000) NA* 6 2.6
31.The Madness of King George (1997) 36 5 2.2
31.A Summer Story (1989) 20 5 2.2
33.Shooting Fish (1998) 24 4 1.8
33.Martha meet Frank, Daniel and Laurence (1999) 17 4 1.8
33.A Handful of Dust (1989) 12 4 1.8
33.Far From the Madding Crowd (1967) 9 4 1.8
37.Lands Girls (1999) 12 3 1.3
3 8.Restoration (1996) 15 2 0.9
^Percentage indicates the proportion o f those who became more interested in travel to the UK 
after seeing the film amongst the respondents who selected film or television programmes as the 
sources increased interest in travel to the UK.
*Note: These films were not included in the pre-determined list and were extracted from open- 
ended responses, therefore no data on the number of those who saw the film are available.
In terms of television programmes (see Table 6.9.2 below), the Sherlock Holmes 
series (39.2 %) was the most frequently cited programme and increased interest in more 
than half of those who saw the programme, followed by the Poirot series (29.1 %), Mr 
Bean (26.0 %) and Miss Marple series (19.8 %). All these four television series were 
shovm and repeated on major television channels and are available as videos and hence 
have been widely seen among respondents. BBC’s Pride and Prejudice, in particular, 
was an enormously popular television drama which captured many British viewers’ 
imagination, in particular among the female audience, and contributed to an increase in 
visitor numbers to locations used in the drama (Iwashita, 1999). One might assume 
that could influence the Japanese audience in a similar manner. There was one female 
respondent who has actually visited one of those locations used for the drama. After 
being shown several times on NHK satellite channel, Pride and Prejudice was broadcast 
on 2,3, and 4*^  of January 2001 on NHK terrestrial and attracted 5 million viewers, 
which led to the sale of video and DVD at the end of April of that year. It is 
interesting to note that although Inspector Morse series featuring Oxford landscapes
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was only shown on satellite channels, one-fourth of the respondents had seen the 
programmes and it had influenced almost half of those who saw them by increasing 
interest to visit the UK.
Table 6.9.2
Television programmes (or videos) which they have seen and increased interest in 
visiting the UK
Valid sample number: 227
A= Number of respondents seeing the TV programme 
B= Number of respondents with increased interest Number Percentage'
A B w
(TV station broadcast)
1.Sherlock Homes series (NHK) 156 89 39.2
2.Poirot series (NHK) 130 66 29.1
3.Mr Bean series (NHK) 175 59 26.0
4.Miss Marple series (NHK satellite,Tokyo 12 Channel) 88 45 19.8
5.Pride and Prejudice (NHK satellite-BS2, NHK) 57 28 12.3
6.1nspector Morse series (NHK satellite- BS2) 58 21 9.3
7.Brother Cadfael series ^ H K  satellite-BS2) 40 18 7.9
8.Partners in Crime (Tokyo 12 Channel) 18 6 2.6
9. Monty Python series (1969) NA* 5 2.2
lO.Brideshead Revisited (1992-WOWOW satellite) 10 4 1.8
10. Taggart (NHK satellite-BS2) NA* 4 1.8
10. Cracker (NHKsatellite-BS2) NA* 4 1.8
14. Hamish Macbeth (Mystery Channel) NA* 3 1.3
NHK= Nippon Hoso Kyokai ( National Broadcast station)
*Percentage indicates the proportion o f those who became more interested in travel to the UK 
after seeing the TV programme amongst the respondents who selected film or television 
programmes as the sources increased interest in travel to the UK.
*Note: These television productions were not included in the pre-determined list and were 
extracted from open-ended responses, therefore no data on the number of those who saw the 
programme are available.
As discussed elsewhere, contemporary society has been increasingly dominated by 
the visual media such as films and television, but the results illustrated in Table 6.9.3 
below prove that literature still has power to influence readers. As expected, Beatrix 
Potter with her beloved Peter Rabbit stories was the most popular writer who had a 
positive impact upon respondents’ interest in the UK (42.8 %), followed by two mystery 
vyriters, Arthur Conan Doyle (40.4 %) and Agatha Christie (38.5 %), and Emily Bronte
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(33.2 %) whose novel Wuthering Heights is enormously popular among Japanese 
readers. Another Bronte sister, Charlotte, was also widely read and mentioned by 
about 25 per cent of respondents. A similar number of respondents were influenced 
by other literary giants such as William Shakespeare (28.8 %) and Jane Austen (22.6 %). 
Writers of children’s books, both contemporary authors such as J.K. Rowling and also 
classic authors such as Lewis Carroll and A. A. Milne, were also included in the top ten. 
Another writer of children’s books, Arthur Ransome, whose works have the backdrop 
of the Lake District, was only read by about 20 respondents, but more than half of those 
who had read the stories increased their interest in visiting the UK. It seems that 
stories with settings of real places put more powerful effect on readers than those 
featuring fictitious locations in generating interest in the place.
On the other hand, works by Robert Louis Stevenson, Charles Dickens and William 
Wordsworth were read by many respondents but had not influenced so many readers’ 
interest in the UK. Sir Walter Scott, a very popular writer both in the UK and in 
Europe, also had little impact on Japanese respondents.
It is also interesting to note that approximately 16 per cent of respondents identified a 
Japanese writer, Nozomu Hayashi as a source which increased interest in travelling to 
the UK, even though his name was not included in the circulated list of authors. His 
first essay Igirisu wa oishi (England is delicious) about England and English life 
including local foods became a best seller in 1991 and the book was said to be a catalyst 
for the popularity of the UK at that time. If his name had been included in the list, 
even more respondents might have identified him.
Table 6.9.3
Writers whose works increased interest in visiting the UK
Valid sample number: 208
A= Number of respondents reading the work
Number of respondents with increased interest Number Percentage
A B
1 .Beatrix Potter (A tale o f  Peter Rabbit etc) 152 89 42.8
2. Arthur Conan Doyle (Adventure o f  Sherlock Holmes, etc) 156 84 40.4
3.Agatha Christie (Miss Marple, Poirot, Partners in crime, etc)\A 9 80 3 8 J
4.Emily Bronte (Wuthering Heights) 131 69 33/2
5.J.K. Rowling (Harry Potter and the Philoshopher’s stone,) 109 66 31.7
6.William Shakespeare (Hamlet, Macbeth, etc) 152 60 28.8
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7.Lewis Carroll (Alice’s adventure in the wonderland, etc) 145 53 25.5
8.Charlotte Bronte (Jane Eyre) 113 51 24.5
9. Jane Austen (Pride and Prejudice, Emma, Persuasion, etc) 92 47 22.6
10. A. A. Milne (Winnie The Pooh, The House at Pooh Corner) 114 44 21.2
11 .Charles Dickens (A Christmas Carol, Oliver Twist, etc) 133 35 16.8
12.Nozumu Hayashi (Igirisu wa oishi) NA* 33 15.9
13.William Wordsworth (Poetry) 89 32 15.4
14.Edward Morgan Forster (Howards End,etc) 52 25 12.0
15. Arthur Ransome (Swallow and Amazons, etc) 23 13 6.3
16.C.S. Lewis (The Lion, The Witch and the Wardrobe, etc) 40 12 5.8
17.Thomas Hardy (Tess o f  the d ’Urbervilles,Jude the Obscure) 50 12 5.8
18.Robert Louis Stevenson (Dr Jekyll and Mr Hyde, etc) 88 11 5.3
19.KazU0 Ishiguro (The Remains o f  the Day, etc) NA* 8 3.8
20.Sir Walter Scott (Ivanhoe, Waverley, Kenilworth, etc) 29 6 2.9
20.Yasuo Deguchi (Igirisu shiki koyomi, etc) NA* 6 2.9
22.Soseki Natsume (London Tower) NA* 5 2.4
23 .Kenneth Grahame (Wind in the Willows) 23 4 1.9
23 .Jeffery Archer (Kane & Abel, etc) NA* 4 1.9
23. J.R.R. Tolkien (The Hobbit, The Lord o f  the Rings etc) NA* 4 1.9
24.Helen Fielding (Bridget Jones’ Diary) NA* 3 1.4
^Percentage indicates the proportion of those who became more interested in travel to the UK 
after reading the work amongst the respondents who selected literature as the sources increased 
interest in travel to the UK.
*Note: These authors were not included in the pre-determined list and were extracted from 
open-ended responses, therefore no data on the number of those who read the works are 
available.
6.1.2.7 Travel experience of literary places and screened locations
Asked about travel experience to literary places and television and film locations, 50.7 
per cent of respondents who have been to the UK had previously visited media-related 
locations, although for the majority of respondents the visit seemed to be just part of the 
holiday and not the main reason for the trip to the UK. Although not all the 
respondents with experience of media-related tourism provided specific names of works 
or locations, 133 persons did provide a wide variety of works and locations (see Table 
6.10). The most visited location was the setting of Beatrix Potter’s Peter Rabbit 
stories. Hill Top Farm in the Lake District, and Netting Hill (or Portbello) in London as 
the setting of the film Notting Hill, followed by Sherlock Holmes’ museum (22IB 
Baker Street, London) and Haworth, associated with the Bronte sisters, in particular 
Emily Bronte’s Wuthering Heights. In London, several respondents visited Covent 
Garden as the place featured in the film My Fair Lady and the screen location for the
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latest film Harry Potter and the Philosopher’s stone. Kings Cross Station. There were 
a few respondents who claimed that they had visited almost all the locations associated 
with their selected cultural forms of media. These results clearly indicated that the 
majority of respondents were very well aware of places or landscapes associated with 
literature, films and television productions in the UK and had enjoyed media-induced or 
related tourism with knowledge or information about those locations. In other words, 
the popular cultural forms of the media had encouraged them to travel to particular 
locations in the UK,
Table 6.10 Locations mentioned and visited by respondents 
Valid sample number: 133
Title of films, TV productions 
Works of literature (writers)
Locations Number
A Tale of Peter Rabbit (Beatrix Potter) 
Notting Hill
Wuthering Heights (Emily Bronte ) 
Adventures of Sherlock Holmes 
(Arthur Conan Doyle)
My Fair Lady
Harry Potter and the Philosopher’s stone 
(J.K. Rowling)
Winnie-The Pooh 
Brother Cadfeal 
Braveheart
The Remains of the Day
Swallow and Amazons (Arthur Ransome)
Brideshead Revisited
Agathe Christie/Miss Marple
Hill Top Farm, Lake District 23
Notting Hill, Portbello in London 23
Haworth in Yorkshire 20
Sherlock Holmes museum in London 13 
Covent Garden in London 7
Kings Cross Station in London 
Christ Church college, Oxford 7
Hartfield/Ashdown Forest, Sussex 4
Shrewsbury 4
Stirling, Edinburgh 3
Powderham Castle, Dyrham Park 3
The Lake District, Norfolk 2
Oxford, Castle Howard 2
Brown Hotel in London, Devon 2
Other popular cultural forms of media and location mentioned by at least one person
Highlander(Eilean Donan Castle, Scotland), Pride and Prejudice (TV adaptation) (Lacock 
Village, Wiltshire), Maurice (Cambridge), Persuasion (Video) (Bath),
Four Weddings and A Funeral(St Bartholomew the Great Church, London),
Little Voice (film-1998)(Scarborough),Wordsworth (The Lake District),
Alice’s adventure in wonderland (Lewis Carroll) (Llanduduno, Oxford),
Shall we dance? (Blackpool), Melody (London),Shakespeare (Stratford-upon-Avon),
Tess of the d’Urbervilles (Thomas Hardy) (Stonehenge)
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6.1.2.8 Use of BTC’s website
The last part of the questionnaire contained questions asking about the usefulness of the 
BTA website and the frequency of access among respondents. Although 91.5 per 
cent of respondents reported that information on the website was helpful, the way in 
which respondents used the web site was not so active. Half of respondents only 
accessed the web site once a month or every two or three months, only 15.6 per cent of 
respondents visited the website at least once a week. The results indicated that a 
considerable number of respondents tended to view the website irregularly, for example 
when they were planning a trip to the UK and searching travel information for the trip 
or when they received e-newsletters.
Furthermore, although the website provides chat environments and bulletin boards, 
which allow members to communicate with one another, many respondents were not 
very keen on on-line conversations with others in the chatroom. In terms of the use of 
the chat-comer, about one in four (27 %) had never or hardly ever participated or used 
the service and 33.4 per cent had used it only every two or three months. A few 
respondents clearly commented that they had no interest in talks to others. It is most 
likely that respondents can be divided in two groups: light users who sometimes (once a 
month or every 2 or 3 months) use the chat room, and those who have little interest in 
the on-line conversations.
There was no significant difference in the use of the website by demographic profiles.
Table 6.11
Usefulness of information provided on the website:
Valid sample number: 247
Number Percentage (%)
1.Helpful 193 78.1
2.Very helpful 33 13.4
3.Not very helpful 19 7.7
4.Unhelpful 2 0.8
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Table 6.12
Frequency of access to the website :
Valid sample number: 321
Number Percentage (%)
1 .Every 2 or 3 months 86 26.8
2.Once a month 77 24.0
3.Every 2 or 3 weeks 63 19.6
4.0nce a week 30 9.4
5.When planning a trip 18 5.6
6. A few times a week 16 5.0
7.A few times so far 13 4.0
8.When e-newsletters were mailed 5 1.6
9.Everyday 4 1.2
10.A few times a year 3 0.9
11 .Other 6 1.9
Table 6.13
Frequency of use of ‘chat-corner’:
Valid sample number: 302
Number Percentage (%)
1 .Every 2 or 3 months 101 33.4
2.have never used 74 24.5
3.Once a month 45 14.9
4.Every 2 or 3 weeks 21 7.0
5.Once a week 8 2.6
6.have hardly used 8 2.6
7. When planning a trip 6 2.0
8.A few times a week 5 1.7
9.Only once so far 3 1.0
10.When searching information 2 0.7
11 .Everyday 1 0.3
12. Other 28 9.3
The effectiveness of the website as a form of promotion cannot be judged solely from 
number of hits. It is clear, however, that there is a need to make club members more 
active in the use of the website, possibly through updating dynamic information and 
sending topical e-newsletters on a more frequent publishing schedule. In the absence 
of updates and stimulation there is little reason for a viewer to return to a website.
6.1.2.9 Summary and Brief Discussion
The results of the questionnaire survey showed that many respondents had first hand
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experience of the UK and they can be regarded as being loyal to the UK as a tourist 
destination due to their significant involvement in the UK as a destination. Many 
respondents travelled the UK only, either independently or on skeleton type package 
tours. This clearly indicates the shift toward independent travel within travel patterns 
of Japanese tourists to the UK, as discussed in Chapter 4.
In terms of destination preferences within the UK, the majority of respondents have a 
loyalty to London : almost 90 per cent of the respondents visited London on their last 
trips. This suggests that London has still remained the magnet for the Japanese market 
in the same way as for other overseas markets (see Chapter 4). Outside London, 
popular destinations for Japanese tourists in general like the Cotswolds and Edinburgh 
were visited by the majority of respondents. The regions around London, including 
South East and Central England, however, seem to be visited more than Wales and 
North England, benefiting from the accessibility from the hub. The results of this 
study illustrated that there have been trends for more Japanese tourists stay in London 
for shorter periods and more repeat visitors to travel further to other areas in the UK 
such as the Lake District and the Cotswolds and stay longer outside London. The 
notorious high price of accommodation in London also may hinder the appeal of the 
capital city as a place to stay longer while the British countryside has become an 
idealised place to visit and stay. These trends are also indicated in the statistics data of 
the International Passenger Survey (Office for National Statistics, 1998, 2003). These 
trends may have been created by increased awareness and knowledge about other 
destinations within the UK amongst the Japanese tourists.
The most popular image of the UK as a nation was a ‘traditional’ nation that has a 
long history. The Royal family, tea and gardens were regarded as a symbol of the UK 
amongst the respondents. The British people were mainly perceived to be 
‘gentlemanly’. The UK was positively seen as a holiday destination with natural 
scenic beauty, beautiful rural areas and gardens. Although the UK was regarded as a 
relatively expensive place to visit due to the high price of goods and services, the 
overall image of the UK as a tourist destination was positive. It was found that the 
primary motivation (main interest) for visiting the UK was observing scenery and 
natural landscapes. Cultural and historical attractions were also important ‘pull’ 
factors.
The findings from the questionnaire survey demonstrated that films, television 
programmes, and literature have become the pre-eminent media by which respondents
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increased interest in visiting the UK for a holiday, although printed media such as travel 
guide books and BTA’s promotional literature have also played a role in increasing their 
interest in the UK as a destination. BTA’s printed promotional media had a stronger 
poAver to increase respondents’ interest than its own website. A wide variety of films, 
television productions and literature were identified as sources which increased interest 
in travelling to the UK. None of these popular cultural forms of the media can be 
regarded as a dominant source because none influenced more even than half of all 
respondents in increasing interest in the UK as a tourist destination. In other words, 
different people can be influenced by different works in different ways and what 
influences them may vary. Over half of respondents have engaged in the form of 
popular media tourism and have visited specific locations related to the media. This 
indicates that the popular media tourism has become pervasive.
It is certain that the media play a vital role in constructing places or destinations by 
creating their images, giving information, and generating awareness. Since these 
survey results allowed for the identification of relatively influential films, television 
programmes, and literature, those cultural forms of the media will be investigated in 
greater depth in the next chapter focusing on the way in which the UK is portrayed and 
constructed in those media as well as the images of the UK created and conveyed in the 
media.
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6.2 Analysis and Results of the semi-structured qualitative interviews
6.2.1 Analysis of the data
Through qualitative interviews, the images that informants associate with the UK both 
as a nation and as a holiday destination and its local people (the British) were also 
explored. The open-ended questions asked in the personal interviews provided more 
descriptive, distinctive, and detailed impressions of the UK. As explained in Chapter 5, 
the majority of interviewees were chosen because their interest in visiting the UK for a 
holiday had been influenced by films, television programmes and literature. The main 
purpose of the interviews was, therefore, to investigate the way the entertainment media 
as popular culture influence respondents in terms of the destination choice and how they 
have been used by the respondents for their holiday. A combination of content 
analysis technique and textual interpretation was used to clarify the responses. Various 
descriptions used by respondents were classified and labelled by means of frequency 
analysis.
6.2.2 Results of the qualitative interviews
6.2.2.1 The profile of respondents
The sample consisted of twenty-two females (73 per cent) and eight males (27 per cent). 
Although there was only one female respondent from the age group 18-24 years and 60- 
69 years respectively, respondents were almost equally spread over other age groups. 
Half of the male respondents, however, were in the 40-49 age group and another half 
were in the 50-59 age group. There were three first-time visitors while the remaining 
twenty-seven were repeat visitors who had visited the UK an average of 5.1 times 
before and the majority had visited the UK in the past three years. It can be argued, 
therefore, that they have a high level of familiarity with the UK as a holiday destination. 
A list of all participants in the interviews is shown in Appendix F. Table 6.14 below 
summarises the profile of the sample.
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Table 6.14 Respondent profile of the individual interviews 
Sample number = 30
Gender: Marital Status:
Male 8 27% Single 11 36.7%
Female 22 73% Married 19 63.3%
Age: The number o f  visits to the UK
Under 18 years 0 0% Once 3 10.0%
18-24 years 1 3.3% 2-3 times 12 40.0%
25-29 years 8 26.7% 4-5 times 5 16.7%
30-39 years 7 23.3% 6-9 times 6 20.0%
40-49 years 7 23.3% 10 or more 4 13.3%
50-59 years 6 20.0% Mean= 5.1 times (repeat visitors)
60-69 years 1 3.3%
6.2.2.2 Images of the United Kingdom as a holiday destination
The image of the UK identified in the questionnaire survey and discussed earlier was 
confirmed by comments by the interviewees to describe their images of the UK. The 
UK was frequently described by the respondents as a country with lots of green, 
appealing countryside, beautiful scenery, and old things and buildings treasured and 
preserved. It was found that for many respondents, the UK was seen as ideal for 
holidays with its beautiful natural landscape or a pleasant environment, and with its 
tradition and continuity by which historic buildings and old things have been preserved. 
In terms of a colour, it had a ‘green’ image.
When asked why the UK appeals so much and the reason for returning to the UK year 
after year, respondents tended to refer to attributes that were most highly valued by 
them. Thus, the appeal of the UK seems to lie primarily in historic features (its long 
history, old buildings, old things, castles, and ancient monuments), scenic features 
(scenery, natural landscape, the countryside, and gardens), cultural attractions such as 
art and entertainment and the overall atmosphere. These seem to be perceived as 
something unique to the UK that cannot be found in their home, Japan.
Many respondents (one-third of the total) also shared an image of the UK being a safe 
country to travel. For some informants the UK is safer than the USA, Latin countries, 
Asian countries, and even than Japan. Frequent references (by six respondents) were
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also made to intangible components of their holiday experiences such as the country 
where they can feel relaxed, at ease, at home, at peace, and comfortable. Seven of 16 
respondents who mentioned their motivation to travel overseas in general said that they 
want to feel at ease, to refresh themselves or relax, while five respondents expressed 
their desire to escape from the ordinary.
Several respondents commented that they do not feel out of place because the UK is a 
multi-cultural society where people of different nationalities and ethnic backgrounds 
have made their home. Comments like “British atmosphere suits me very well”, and 
“I like the atmosphere of the country” were also made by one-fifth of the respondents. 
As noted above, the majority of informants were repeat visitors with a high level of 
knowledge about the UK and familiarity with the UK. It is natural that the more 
tourists know about a destination, the more comfortable they will feel. Some 
respondents were emotionally attached to the UK, regarding the UK as their second 
home. One female respondent said that when she died she would prefer to be buried 
somewhere in the UK.
The results above indicated their selection of the UK as a holiday destination was 
based on a desire to seek their travel experience in a country in which they feel 
‘comfortable’ and ‘safe’ and where they know what to do and where to visit based upon 
their knowledge and experiences. For many respondents, the UK was also regarded as 
the ideal country to satisfy their internal needs or desires to feel at ease or relax 
escaping from the ordinary.
Images of England, Scotland, Wales and Northern Ireland- a comparison
Additionally, images of the four countries making up the United Kingdom; England, 
Scotland, Wales and Northern Ireland, were explored from unprompted open-ended 
replies. Respondents were asked to fireely give words, nouns, adjectives, places, 
people or whatever, which came to mind when they thought of each country. No 
limitations on the numbers of words were given so that respondents were able to 
mention as many words as they think of. Table 6.15 below lists the words and phrases 
nominated by the respondents that had at least two respondents noting them.
Amongst the interviewees, football was the most recognised image of England, 
followed by London, the Royal family, gardens, and David Beckham. This result may 
be partly attributable to the fact that the interviews were conducted in summer 2002
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after the big sport event, 2002 FIFA World Cup Korea/Japan. As Table 6.15 shows, 
however, there were a variety of images of England, ranging from locations, and literary 
figures, and to other elements such as afternoon tea, tradition, countryside, and sheep. 
The total number of words including those noted by only one respondent were 89. It 
can be argued that there was no dominant image of England, reflecting the respondents’ 
wide scope of knowledge about England.
With regard to Scotland, bagpipes, (Scotch) whisky, tartan, and kilts were strong 
images. Traditional Scottish food. Haggis and biscuit/shortbread were also mentioned 
while attractions and places such as Loch Ness with its associated mysterious monster 
Nessie, Edinburgh and its castle. Loch Lomond, Inverness, and Glasgow, were 
nominated. A film star, Sean Connery was included in the symbols of Scotland by 
three respondents. The number of words mentioned by all the respondents reached 71 
in total.
Wales had a strong image as a Celtic, Welsh speaking country, that was identified by 
half of the respondents. The Prince of Wales was the second popular image, but other 
images were widely spread, ranging from Rugby, Laura Ashley, Castles, Cardiff, 
mountains, to Dragons and Lovespoon (a wooden spoon- a local craft), which formed 
the total number of 35 images cited by the respondents.
Northern Ireland conjured up a dominant image of IRA/conflict/terrorism. 
Reflecting the fact that there was only one respondent who had visited the country, the 
tourist attractions, including towns, mentioned by at least two respondents were only 
Belfast and the Giant’s Causeway. Some respondents described the country as a little 
bit scary or as a dangerous place to visit or as mysterious.
As might be expected, the respondents who have previously visited the UK appear to 
be fairly knowledgeable about England, Scotland and Wales when asked to think of 
images that could represent the nation. However, they were unable to nominate as 
many images associated with Northern Ireland as those of the other three countries, 
displaying limited knowledge of the area. The results indicated that the respondents 
had very distinctive images of Scotland, Wales and Northern Ireland, while England had 
no dominant image representing the nation. It also can be suggested that except for 
football or David Beckham as the image of England, traditional images of each country 
remained popular amongst the respondents despite their past travel experiences. On 
the other hand, compared to the results of the questionnaire survey, it is clear that many 
perceptions of the UK were based upon the images of England: tradition. Royal family,
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tea, gardens, and the countryside were common images of both the UK and England.
Table 6.15 Images of UK Countries
(number = occurrences of spontaneous responses)
Images of England Images of Scotland
Football (9) Oxford (3) Bagpipes (14) Wilderness (4)
London (8) Cambridge (3) Whisl^ (13) Sean Conneiy (3)
Royal Family (7) Peter Rabbit (2) Tartan (11) Auld Lang Syne (3)
David Beckham (5) Wordsworth (2) Edinburgh/castle (8) Salmon (2)
Gardens (5) Soseki Natsume (2) Kilts (8) Celts (2)
Cotswolds (4) Shakespeare (2) Haggis (6) Loch Lomond (2)
Lake District (3) Beatles (2) Loch Ness (5) Inverness (2)
Countryside (3) Harrods (2) Highlands/mountains (5) Glasgow(2)
Afternoon Tea (3) Green (2) Biscuit/shortbread (4) Mackintosh (2)
Tradition (3) Sheep (2) Nessie (4) Mary, Queen of Scots
Countryside (3) Military Tattoo/festival (4)(2)
Other (68) Other (50)
Images of Wales Images of Northern Ireland
Celts/Welsh language ( 16)Train station (2)* IRA (11) Terrorism (5)
Prince of Wales (5) Dragons (2) Conflict ( 10) Belfast (3)
Rugby (3) Love Spoon (2) Beer/Guinness (5) The Giant’s
Laura Ashley (3) Green (2) Causeway (2)
Castles (3) An English man who
Cardiff (3) went up a hill but
Mountains (3) came down the
Mountain (2)
Other (23) Other (14)
*Note: This refers to the train station whose name is the world longest with 58 letters. 
(Llanfairpwllgwyngyngyllgogeryllgogerychwymdrobwllllantysiliogogogoch)
6.2.2.3 Images of British people
Comments made by 13 of the 30 respondents who participated in the personal 
interviews also confirmed the view that the British are seen as gentlemanly. Some 
positive adjectives such as ‘kind’, ‘gentle or good-natured’, or ‘polite’, however, were 
included in their comments referring to specific instances or manners such as opening 
doors for others, helping with luggage, saying ‘excuse me’ when passing, kindly 
showing directions when asked. One male respondent described his first visit to the
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UK when a taxi-driver in London talked to him a lot, which he found very nice. Some 
respondents had an impression that those living in the countryside, the Northern 
England and Scotland are kinder than Londoners. The image of the British was mainly 
based upon respondents’ past experiences and people with whom they had come into 
contact, mainly those working in the tourism industry. The comments that illustrated 
this included:
When I became sick in Edinburgh, the owner of B&B (Bed and Breakfast 
accommodation) and the doctor were very kind to me (female respondent in her 
twenties)
When we asked station employees about a bus to Leeds castle, one man joked that he 
also wanted to go there with us, and another man kindly showed us to the bus stop 
(female respondent in her forties)
Six respondents made statements that they had perceived the British as being serious 
or formal, therefore unapproachable or hard to talk before visiting the UK, but they 
found out that the British were friendlier through their own travel experiences. As the 
results from the questionnaire survey indicated, it seemed to be difficult for a first- 
visitor to be aware of the friendliness of local people and it would take some time to 
find out that there are friendly people. A female respondent talked of her experience:
In Bath, we encountered an elderly woman who came up to us on the street and 
kindly showed us directions and a museum staff member who took a photograph of 
us voluntarily. I was very surprised to know that there are such sociable people 
amongst the British. When we were also having lunch in a park, an elderly couple 
walking their dog talked to us asking whether we are on holiday. It was a first time 
for me to become aware on the third visit to the UK that there are such people who 
willingly talk to strangers.
Furthermore, five respondents perceived that British people and the Japanese have 
something in common: a sense of humour, similar senses and tastes, being polite, 
gentle-natured, and conservative, and the way of greeting. McIntosh and Goeldner 
(1986) developed a concept of cultural distance that refers to the extent to which the
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culture of the region from which the tourist originates differs from that of the host 
region visited. They suggest that in general the greater the cultural distance between 
particular origin and destination areas, the greater will be the resistance, but the more 
the tourist may wish to travel to that destination to experience the extreme difference. 
It is generally believed that the UK is culturally distant from Japan and the ‘otherness’ 
of the UK and the opportunity to learn something about British culture seems to have 
motivated Japanese visitors to travel to the UK. As discussed in Chapter 4, many 
Japanese tourists tend to seek a mixture of differences and familiarity in their 
destinations when travelling overseas. The view that the cultural distance between 
Japan and the UK in terms of people’s disposition is not so wide seems to reinforce the 
familiarity toward the British people as well as toward the UK as a tourist destination. 
For many Japanese tourists the UK is just such a destination where they can enjoy 
feeling comfort without any risk of threatening caused by high level of cultural distance.
There were, however, negative comments referring to British racism made by two 
respondents: “The British are basically kind but some people discriminate against 
foreigners”; “They form their own circle, which is very difficult to join for foreigners” . 
Nevertheless, they still hold a strong interest in returning to the UK for a holiday 
because they know there is no such thing as a perfect country and the UK has its good 
and weak points as Japan does. Such weak points may be easily compensated for by 
more powerful good features which they value.
6.2.2.4 The appeal of the UK/ The reason for returning to the UK
When asked where they want to visit or re-visit on their next trip, some respondents 
referred to specific towns or tourist attractions. Twelve respondents of the total thirty 
interviewees named either the Lake District or the Cotswolds because they like the 
countryside and those are places where they expect to enjoy the beauty of nature and see 
the British typical countryside at its best. As explained in Chapter 4, one of the 
motivations of Japanese tourists in general derives from love for nature, being close to 
nature, enjoying and appreciating nature’s beauties and scenery. In those typical 
British landscapes there are some familiar elements which the Japanese think beautiful, 
perhaps due to aesthetic similarities between the British and the Japanese. The 
respondents seem to have not only love for nature but also a motivation to visit the 
place with ‘authentic’ or ‘real’ British features or atmosphere.
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In addition to the favourable image of the British held by many respondents as noted 
above, the appeal of the UK seems to have also a lot to do with the respondents’ strong 
interest in learning more about the British way of life, which was chosen by one-third of 
the questionnaire survey respondents as their main interest while visiting the UK. 
Some respondents expressed their admiration for the way of living being ‘simple’ 
(soboku in Japanese) in which people keep old things and use them with care without 
chasing after what is new or popular. Several respondents mentioned that they would 
like to know about ‘ordinary’ British people’s way of life and customs and expressed 
interest in the ‘ordinary’ things they use and do, and the shops to which they go. There 
appears a desire to sample the life of British people amongst them. One female 
respondent stated “I would like to experience the mood as if I were living in the UK 
while staying in the UK on holiday”. Even in Japan, some respondents adopt the 
British way of life such as drinking ‘English’ tea, enjoying afternoon tea, and buying 
imported food from the UK. A number of comments illustrate their admiration for the 
British way of life included:
The appeal of Britain is the way of life in which people adopt traditional or old things 
in a modem context. Although their life is simple and conservative, they are quite 
refined in taste and highly cultured. There are many things from which the Japanese 
should learn. (Female respondent in her early fifties)
Since British people treasure old things, there have been the beauty and culture that 
have remained unchanged for decades. (Female respondent in her thirties)
British people lead a more humanised affluent way of life than the Japanese: they 
generally have a house with a garden and enjoy their private time after work. (Male 
respondent in his fifties)
As discussed in Chapter 4, there has been an increasing drive of the Japanese to enhance 
the quality of their personal life. It appeared that those people regard the British way 
of life as a model of the good life, less pressurised as they search for meaning in their 
life. Many respondents may have a vision of the UK that is a more comfortable place 
for people to live and relax in harmony with their environment, compared to their 
Japanese way of life. Seven interviewees even expressed a strong interest in living in
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the UK in the future or when they get older.
As indicated in Chapter 4, many Japanese tourists regard the UK as part of Europe, 
one of the European countries. Many interviewees made the spontaneous comparisons 
between the UK/Europe and the USA and showed a clear preference for Europe. 
Several informants claimed that they preferred the UK and European countries to the 
USA because of their rich cultural features including arts and music. Almost half of 
the respondents have previously visited one or several European countries while one- 
third of the informants have been to the USA. There was one respondent who clearly 
stated that he does not like the USA and the UK was the only foreign country where he 
has been. In their minds, the UK was clearly categorised as one of the European 
countries, each of which is perceived as having a rich culture and long history that 
contrast with the USA. The USA was a recurring point of reference for many 
respondents. It was also clear that they place a high value on the unique cultural 
qualities of the UK and Europe, including ways of life or daily life as one of the 
elements of culture as noted above.
6.2.2.S Past travel experience/The first impression
The majority of the interviewees were experienced international tourists with extensive 
travel experience to other foreign countries apart from the UK (see Appendix F). Most 
of the respondents seemed to have had a high level of satisfaction with their previous 
holidays, in particular with their first visit to the UK, which made them return to the UK 
another time. Several interviewees admitted that their first impression of the UK was 
very favourable and they had come to like the UK after the initial visit. For example, 
those who had chosen the USA as a holiday destination until they travelled to the UK 
for the first time commented:
I used to frequently travel to the USA until I first visited the UK. I had thought that 
the USA more suited me (or my tastes) than Europe which I had an image of a distant 
(faraway) place. But I had a very good impression of the UK on my first visit 
because it was safer than the USA and people were gentlemanly. Thus, I have come 
to like the country. (Female respondent in her late twenties)
When I was studying English and American literature at a university, I was more
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interested in the USA than the UK, so I travelled to the USA, but my first impression 
of the UK was very good because I liked nature and its people as well as the 
atmosphere of the UK that suited me. (Female respondent in her forties)
Another informant who visited the UK for the first time against her will explained:
One of my friends who was studying in the UK asked me to visit her, so I reluctantly 
visited the UK in which I had no interest at all. But, to my surprise, I felt that 
British people and I were on the same wavelength, which has led to several repeat
visits to the country. I am now frightfully fond of the UK....I first became
interested in musical, in particular I was hooked on the Phantom of the Opera. To 
me who have had an interest in the arts and photographs, museums with free 
admission are attractive. And people do not interfere with others and they are 
gentle-hearted, which makes me feel comfortable. (Female respondent in her thirties)
It appeared that one of pull factors which drew them back to the UK was their
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more occasions clearly stated that they have never had unpleasant experiences on every 
previous trip. It is obvious that such accumulation of past satisfactory holidays as well 
as their feelings of the affinity make ‘Anglophilia’ and loyal multiple repeat visitors to 
the UK.
6.2.2.6 The role of the popular cultural forms of media in tourism
As the results fi*om the questionnaire survey illustrated, films, television programmes 
and literature play a vital role in influencing people who have been exposed to those 
media in terms of their destination choice. Several roles of the popular cultural forms 
of the media were identified from these individual interviews and the details will be 
reported in the following section.
Generate interest in a country as a whole
As the results of the survey showed, popular cultural forms of the media have the power 
to generate interest in a nation as a whole in the first place. As discussed in Chapter 4,
233
a person is more likely to visit a nation for a holiday if the person likes the country and 
has a positive attitude toward that country as well as its inhabitants. Many comments 
in the in-depth interviews confirmed this. A female interviewee who happened to read 
the essay English is Delicious by Nozomi Hayashi which her parents had bought, 
commented that reading that book generated her interest in the UK and wanted to visit 
the country for herself. A male respondent in his forties stated: “ I have come to like 
the UK ever since I can remember. British television programmes shown on Japanese 
television in 1960s (in my childhood) such as Thunderbirds (1966) and The Prisoner 
(1969), and James Bond films made me become interested in the UK”. A female 
respondent mentioned Sherlock Holmes stories which made her get interested in the UK 
in the first place. She recalled: “My mother brought one book of Sherlock Holmes in 
my childhood and I became fully aware that there is a country of the UK by reading that 
book”.
As previously noted, television series of Sherlock Holmes, Poirot and Mr Bean were 
influential programmes which increased interest in visiting the UK among the survey 
respondents. A male respondent admitted that watching Sherlock Holmes, Poirot, and 
Mr Bean series increased his interest in the UK, but he was more influenced by Mr 
Bean due to its contemporary setting and the character. On the other hand, a female 
respondent who mentioned the same programmes as being influential observed that it 
was the scenery of the UK featured in the productions that most appealed to her, 
including old buildings which remained all the time without changing, and people and 
animals fitted well in such scenery. She said: “To me who have memories of 
childhood in Hokkaido with a relatively short history in terms of architecture, the UK 
seemed to be a different world”. Similarly, another female informant in her twenties 
whose interest in the UK was due to Sherlock Holmes television series explained:
When watching Sherlock Holmes series on television, I was impressed by the beauty 
of the scenery and streets featured in the production as well as its interesting storyline, 
so I wanted to visit a country which has produced such television programmes by all 
means.
These television programmes are all series and may have a more powerful effect on 
viewers by repeatedly displaying the same or similar shots of scenery and landscapes 
and accumulating certain images of the UK. Watching many different films set in the
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UK can work in the same way. A female respondent in her twenties stated:
When I first travelled three European countries, Italy, France and the UK in 1996, 1 
was not interested in the UK at all and 1 admired France due to its fashionable image 
and atmosphere, but 1 became aware that 1 have come to like the UK through seeing 
many films with settings of the UK and reading books about the UK.
She had seen many films featuring the UK, ranging from so-called heritage films to 
modem working-class films. Brassed O ff (1996), The Winter Guest (1997), Billy Elliot 
(2000), Four Weddings and a Funeral (1994) are her most favourite films. She said 
that it was not the natural scenery but the storyline themes of those films that appealed 
to her.
On the other hand, people can be influenced very strongly by a single production. 
For example, a female respondent in her forties whose interest in visiting the UK was 
increased by seeing the film My Fair Lady explained:
It was more than 30 years ago in my junior high school days when 1 first watched the 
film and 1 have seen it several times since then. There was basically no change in 
my impression of the film every time 1 see. 1 was first astonished at the difference of 
language and pronunciation between cockney and upper-class people. 1 was also 
impressed by the dawn scenes of London streets with historical appearance and the 
magnificent scenes of the Ascot horse race. The three elements increased my 
interest in the UK.
My Fair Lady was actually filmed at studios in the USA with no actual locations of 
London but the set might be good enough to convey ‘British’ atmosphere with the 
weight of the years. British characters portrayed in films and the British actor or 
actress who portrays the key character can also give people cause for a strong interest in 
the UK in the first place. A female respondent sympathised with the British national 
character described in the World War Second film A Bridge Too Far (1977), dealing 
with the perspectives of American, Polish and British soldiers attempting to capture key 
bridges behind German lines, which made her like the UK, and in turn created an 
interest in visiting the country. Similarly, another female respondent in her thirties 
recalled:
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It was Hugh Grant who appeared in Maurice (1987) that first made me become 
interested in the UK (although 1 am now not fond of him). My fascination with the 
UK was caused by a longing for the noble world cultivated by tradition (featured in 
the film) (1 believe that is the primary image many people have of the UK). The film 
Maurice and Hugh Grant perfectly matched with that image 1 held. The streets in 
Cambridge and the country house where Hugh Grant (his role as Clive Durham) lives, 
both of which provided the settings for the film, were something absolutely 
impossible to find in Japan. Such things attracted me and Hugh Grant was too fit in 
such background....
When the film Maurice was released in January 1988, it gained enormous popularity 
amongst young female audiences in Japan despite the limited release in small cinemas. 
She seemed to be attracted by the youth of noble birth (prince) element of Hugh Grant’s 
image which was in part constituted by his screen role as Clive Durham in the film, 
which made him a very popular British actor among the Japanese audiences.
Destination image building
As discussed elsewhere, the destination choice is partly a reflection of the images 
people hold. Impressions or images of the UK, both its national character and society, 
are very much influenced by the popular cultural forms of the media which often 
display the history, architecture, countryside, and people of the nation. Films, 
television programmes and literature which portray the UK and British people create the 
impression that this is what the UK is like or how the British are and that image tends to 
stay despite their travel experience of the UK.
Help to build up subconscious familiarity andfavourability toward a destination
As noted in Chapter 3, every individual builds up subconscious images of a destination 
over many years in the course of their life and in an increasingly media-dominant 
society the media play a significant role in shaping the subconscious images or 
perceptions of a destination, in particular in people’s memories of their childhood. It 
is most likely that when readers encountered stories in their childhood, they might not
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be very aware of the stories’ settings but when they grew up they became aware of 
where the actual setting is. One female informant said: “When I grew up I realised that 
all my favourite stories that have always remained in my heart ever since my childhood 
such as Little Lord Fauntleroy, Doctor Dolittle, Jane Eyre, and Wuthering Heights are 
all set in the UK”. A similar comment was also made by one female respondent 
recalling her youth: “ it was my friend who motivated me travel to the UK in the first 
place, but I liked English children literature and had read Jane Eyre, Wuthering Heights, 
Peter Rabbit stories, Alice in the Wonderland, and The Winnie-the Pooh while in 
secondary school”. Further comments indicating the power of the media include:
Although the reason of my first visit to the UK was that my friends asked me to travel 
with, I do not mean to say that I was not interested in the UK at all. When I was 
watching my favourite Japanese television animation series (with the setting of the 
UK) like Candy and Candy and Meitantei Holmes (Famous detective Holmes) in my 
childhood, I was drawn to the word ‘Igirisu (The United Kingdom in English)’ used 
in the programmes. The word always had an attractive ring to me. (Female 
informant in her twenties)
I do not know why, I have had a favourable image of the UK and had given my 
attention to the UK in the first place...., though I liked the story Alice in the 
Wonderland since my childhood and I became a fan of Beatles while in secondary 
school. (Female respondent in her twenties)
Although it was not what made me become interested in the UK in the first place, I 
had always kept Peter Rabbit books by my side since my childhood. (Female 
respondent in her twenties)
I liked Sherlock Holmes books in my childhood, so I think my interest in London 
might have been created subconsciously since then. (Female respondent in her forties)
It is often said that the very act of reading is a mode of travel and the seeds of the desire 
to travel are sown in childhood. Many works of English children’s literature contain 
the seeds of favourable images of the British and the environment, which may gradually 
develop and become stronger and more important.
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Shaping images o f national identity and character
British society, culture and character have been often presented in popular cultural 
forms of the media. The results from the qualitative interviews indicated that 
respondents’ images of the UK and the British were often based upon those media with 
both modem and past settings. A female respondent in her thirties recalled:
When I was studying English literature at a university, for my graduation thesis I read 
several novels written by Mansfield, in which the details of English upper-class life 
and their customs such as having tea-time and playing tennis are portrayed. 
Through reading those novels, I had an impression of the UK as a nation where 
people have a relaxing lifestyle with plenty of free time.
In a more modem context, one female respondent clearly stated: “I can understand what 
kind of a country the UK is firom films like Bridget Jones ’ Diary and Notting HilV\ A 
male respondent made similar comment: “British films such as Brassed O ff The Full 
Monty, and Billy Elliot gave me an impression that Britain is a class-based society and a 
complicated country although I had thought that British society was well-stmctured and 
affluent”. One male respondent also cited: “ I was a big fan of James Bond films and 
saw the films with clear awareness of ‘British’ films. London including River Thames 
and Big Ben which frequently featured in the films formed my image of the UK, so 
when I first visited London in 1986, I though it was the same as viewed in the Bond 
films”. Thus, several respondents clearly expressed their déjà vu experience in the 
comments like: “ The image of London was the same as I imagined because I had seen 
its famous attractions on television before”, and “When I first visited the UK, I thought 
its scenery looked much the same as I have already seen in books or films”.
However, not all of images of places that people have brought with them match with 
images created through their actual visit to the place. A female respondent said: 
“ prior to visiting the UK for the first time, the television series Poirot, in particular the 
existence of Black cabs of London, had left me the impression of the UK as being 
oppressive and dark, but when I actually visited London and saw many colourful cabs, 
my image was changed”.
Similarly, the popular cultural forms of the media can create images of the British
238
through national characters portrayed in them. For instance, it seems that Mr Bean 
with his humour rooted in British culture projects a strong image of Britishness amongst 
the respondents. One respondent commented: “ Mr Bean is most likely to be ‘British’ 
because of his eccentric, peculiar character”, while another respondent stated: “I found 
the programme very interesting because it contains a full of descriptions of how 
ordinary British people live”. James Bond was also mentioned as a typical British 
person amongst the respondents. For some female respondents, an actor, Hugh Grant 
was regarded as being very ‘British’ partly due to his use of polite language in the films. 
This image may partly derive from his roles as William in Notting Hill (1999) and as 
Charles in Four Weddings and a Funeral (1994), both of whom were British male 
figures who were rather shy, reserved, with a tradition of emotional self-restraint.
Creation o f regional distinctive images
Popular culture also can provide distinctive images for local destinations within the UK. 
For example, regional images created in films, television programmes and literature, 
can be easily distinguished from those of the nation-state as a whole. Wuthering 
Heights, both the novel and the several film adaptations, seems to provide a distinctive 
image of Yorkshire that is very different from that of the southern England through 
presenting wild and bleak landscape. For instance, a male respondent observed: 
“seeing the classic film Wuthering Heights (1939,starring Laurence Olivier and Merle 
Oberton) made me think that the UK is more than a country of a peaceful, pastoral 
scenery”. Another male interviewee in his fifties also said that through reading a 
legend of the King Arthur and a book about a fairy he has come to think of Scotland and 
Wales as being interesting countries due to their differences from England.
Moreover, when asked about images of each UK country (England, Wales, Scotland, 
and Northern Ireland), some respondents mentioned films or literature with each 
country setting. For example, one male respondent referred to the film Lock, Stock 
and Two Smoking Barrels (1998) directed by Guy Richie as an image of ‘England’. 
For another male respondent ‘England’ is associated with Mr Chips of the film Goodbye 
Mr Chips (1969). Several female respondents mentioned literary characters such as 
Peter Rabbit, Winnie-the-Pooh and Alice in the Wonderland as the image of England. 
Braveheart (1995) seems to project an image of Scotland to several respondents. The 
film The Englishmen Who Went Up a Hill But Came Down a Mountain (1995) appears
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to provide a strong image of Wales for several respondents while one respondent 
associated Spike, the character of the film Notting Hill (1999) with Wales knowing that 
the actor is actually Welsh. Even for Northern Ireland, the film Circle o f  Friends 
(1995) about the lives and loves of three young Irish girls provides an image of the 
country although the film is not particularly set in Northern Ireland.
Sharpen or improve favourable images o f a tourist destination
The favourable images of the UK held by respondents have been reinforced through 
films, television programmes and literature which have British settings. One female 
respondent mentioned that through seeing beautiful scenery featured in films such as 
The Remains o f  the Day, Howards End, and Room With A View, she got to have a better 
impression of the UK. Another female informant said that the essay England is 
Delicious by Nozomu Hayashi changed her image of the UK as a country of poor food. 
Similarly, a female interviewee also commented that seeing British television 
programmes such as Mr Bean and Monty Python, both of which parodied the Royal 
family and criticised the Queen, made her think, ‘what a free country the UK is !’
Encourage travel to the locations
As noted in Chapter 3, an interest in a particular destination and a positive image of that 
destination can eventually lead to travel to the destination. Actual locations associated 
with popular cultural forms of the media can induce people to want to visit those places. 
Some respondents clearly stated that they like visiting the locations featured in films, 
television programmes, and literary works. Especially, some expressed their 
admiration of Britain where many literary places have remained unchanged even today 
and as they were described in classic works.
Not only successful films or popular television programmes shown on terrestrial 
channels but also commercially unsuccessful films or television programmes just shown 
on satellite or cables can encourage travel to the locations by creating potential visitor 
awareness and interest. Those productions mentioned by the respondents who have 
visited or want to visit the locations included Fairytale- A True Story (1997) based on 
the true story of the Cottingley Fairies in Yorkshire, and British detective series such as 
Taggart with the main setting of Glasgow and Wycliffe with several towns in Cornwall
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as the settings.
In some cases, the desire to visit a movie location seems to be sustained for a rather 
long time. For a male respondent in his forties, visiting the location used for the 
British television programme The Prisoner, which he was watching in the 1960s, 
seemed like a long-cherished dream. He said:
Since I happened to get to know that the location used for the programme is 
Portmeirion in Wales five years ago, I had always wanted to visit the place and in 
2001 I finally visited the place as the main purpose of the trip to the UK. I was very 
impressed by the fact that the place has remained unchanged as featured in the 
television programme.
Heritage elements and natural scenery featured in many films seem to appeal to 
Japanese respondents and can stimulate visits to the film locations. Some respondents 
had interest in visiting the castles featured in Harry Potter and the Philosopher’s Stone 
and Elizabeth, and the countryside and gardens portrayed in Emma and Sense and 
Sensibility. A  female respondent in her thirties stated:
Although history is one of attractive features of the UK, gardens in the countryside 
and rolling grassy plains are also aspects of the British beauty, so I have a strong 
interest in visiting those places featured in films.
As noted in the results of the questionnaire survey, more recent films with settings of 
contemporary British society like Notting Hill induce many viewers to visit the film 
location. In the case where a movie location is very accessible, such as locations in 
London, which is still the focal point of visiting the UK for the vast majority of 
Japanese tourists, a film can have an immediate effect on viewers. For example, one 
female informant in her sixties said that on the flight from Tokyo to London, she 
watched Notting Hill, so she decided to visit the location during her stay in London. It 
is most likely, however, that tourists start to recall films related to the UK when 
planning a new trip and its itinerary as a male informant in his fifties commented:
When we were planning to visit London a few years after seeing the film Notting Hill, 
we decided to stay in the area featured in the film to explore the film locations
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including Travel Book Shop. Interestingly, there was a video of Notting Hill in the 
room of the hotel, so we could re-check the locations just before walking around the 
area.
However, people can be motivated to visit not only the actual movie location but also 
the region in which the film was set. For example, two respondents stated that the film 
The Englishmen Who Went Up a Hill But Came Down a Mountain (1995) stirred them 
and they wanted to visit Wales, not the actual movie location. Similarly, novels or 
literature with fictional or imagined settings, can induce readers to the place in which 
the story is believed to be set. One female interviewee in her twenties expressed her 
interest in visiting Scotland after reading Harry Potter and the Philosopher’s stone. 
The story has no actual main setting, but it is widely believed via the media that the 
fictional Hogwarts School of Witchcraft and Wizardry is located somewhere in 
Scotland.
As discussed in Chapter 2, many films and television dramas have been adapted from 
popular literary sources, ranging from classics such as Wuthering Heights to 
contemporary works such as the H arry Potter stories. The conjunction of the two 
different media has a combined effect on people: the adaptation induces readers to want 
to watch the film, which in turn induces viewers to want to visit film locations or the 
setting of the story. A female interviewee who was hooked on Harry Potter books and 
went to see the film adaptation, admitted that she preferred the book with its more 
detailed descriptions to the film, but became interested in visiting the movie locations, 
especially the castle featured in the film. In regard to the Harry Potter first book and 
the film adaptation, some respondents commented that not only reading the book but 
also seeing the film adaptation could contribute to a better understanding of the story, in 
particular of the popular sport game Quidditch in the magical world. To many 
respondents who have seen the film adaptation, the allure of the film seemed to lie in 
the interesting storyline with the characters of children as well as the very ‘British’ 
school life portrayed in it. Other comments illustrated the effect of adaptations 
included:
When I first read the novel Wuthering Heights while in junior college, I was absorbed 
in the novel because its plot development was so interesting and I could easily 
imagine the scenery described in it, so I finished reading it in a very short time. Half
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a year later, the film version was released so I went to see the film, which motivated 
me to visit Haworth, the setting of the story although I preferred the book to the film 
and thought that my held image from the book did not match with that perceived from 
the film. (Female interviewee in her early twenties)
I had read Wuthering Heights when I was child, but when I watched the 1992 film 
version, the image of the setting given from the film was different from that I had 
held from the book. So I became interested in seeing the ‘actual’ setting of the story 
for myself. (Female interviewee in her forties)
Furthermore, the popular cultural forms of the media continuously provide new 
locations associated with them for further exploration of the UK on a future trip. A 
female respondent said: “I like visiting settings of books and reading constantly 
provides with places I want to visit in the UK, so I tend to return to the UK another 
time”. One female respondent in her thirties also stated that after her first visit to the 
UK she became interested in British children’s literature and read all twelve stories 
written by Arthur Ransome with settings in the Lake District, which has resulted in 
creating interest in visiting the Lake District. Another female informant said that 
reading Harry Potter books and watching the film adaptation induced her to re-visit the 
UK. Thus, films, television programmes, and literature can stimulate the desire to 
return to the UK another time.
For some respondents seeing the place they have been on the screen can stimulate the 
desire to return to the same place. Comments indicated this included:
When I first saw the film Wuthering Heights, the moors portrayed in the film was not 
appealing to me because of the image of being cold and bleak and I had no interest in 
visiting Haworth. But my friend persuaded me to visit Haworth together and we 
walked in the moor even it was in winter. I was deeply moved when I saw the same 
scenery as portrayed in the film. So after the visit, I saw the film again and that 
motivated me to re-visit Haworth in summer next time. (Female interviewee in her 
late twenties)
I had been Kings Cross station many times before, but I would like to visit there again 
to take a photograph on the platform which was used for filming of Harry Potter and
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the Philosopher’s stone. (Female interviewee in her forties)
Many respondents appear to seek out destinations with a difference as well for a more 
in-depth experience. As discussed in Chapter 3, the media can make the place 
different or significant by their associations in terms of human psyche. They also have 
the capacity to create icons as the centre of action. Visitors who have seen the film 
Wuthering Heights see Haworth differently because of the direct physical and creative 
association between landscape and the film. A male interviewee who saw the film 
Wuthering Heights after visiting Haworth, said that although he had not visited Top 
Withens (which is thought to be the model of the house in the novel) on his first visit to 
Haworth, if he had seen the film before that visit, he would have tried walking as far as 
Top Withens. In other words, seeing the adaptation can create stronger emotional 
attachment to the place, which leads to the intention of further exploration of the place. 
Kings Cross station is just one of several railway terminals in London, but for 
respondents who have seen the Harry Potter film it has become a different, special 
station provided a backdrop of the film with the imaginative platform nine and three- 
quarters. One female respondent clearly said: “ Kings Cross was not a special place, 
but it became a place where I can visit with an awareness that it featured in the film”. 
A female respondent who visited the Ashdown forest as the setting of Winnie-the-Pooh 
books hoping to enjoy British nature, clearly stated that “visiting a place with such 
association moved me a great deal”.
Retain or maintain (sustain) interest in the destination
Many respondents admitted that since they like the UK, they tend to see films and 
television programmes with settings of the UK and read books about the UK. A male 
interviewee who claimed that he has more than a hundred books about the UK, ranging 
from travel writings to historical ones, said: “ the more I gain new knowledge, the more 
I can enjoy the UK when travelling”. Another female respondent also commented: 
“the more I know about British culture, the easier my trip in the UK becomes”. A 
female respondent observed: “the quickest and simplest way to know about the UK was 
to see British films or television programmes and to read books about the UK”. 
Clearly, films, television programmes and literature featuring the UK are an important 
source of information with excellent accessibility. It is also pointed out that
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respondents tend to spend much time and make efforts to know about the UK using 
those media. Crompton (1992) suggests that the bigger the investment of effort and 
resources, the more likely it is that people will make a commitment to that destination.
Furthermore, as noted in Chapter 3, films and television have the power to give 
viewers a feeling of being there. One female respondent stated: “ while I am watching 
the film featuring the UK, I feel as if I were in the UK. So, I feel happy just watching 
any places of the UK on the screen”. Another female respondent commented: “ I went 
to see Sliding Doors (1998) and Tube Tales (1999) because of their settings of London 
Underground. I felt happy when I saw the familiar places where I have been thinking 
that I have been there!”. Similarly, one respondent stated: “ I always see films with 
British settings and feel so happy to see the places I have been or I know on the screen 
or on television”. In this way, the media can help people retain or maintain their 
interest in the UK by providing further information and evoking their memories. The 
memory of a trip itself has a certain attraction in a dimension of travel. Tourists’ 
memories of their past visits can be thus transferred into working memories by the 
media. As discussed in Chapter 4, one of the characteristics of Japanese tourists is that 
they take many photographs and videos whieh are subsequently shown to friends and 
relatives. Feature films (videos) can be a substitute for a photo-album or a travel video 
in this sense.
Act as a kind o f travel guide o f a destination before visiting the place
Many respondents seem to look to films, television and literature for images or a sense 
of a place where they have never been before in preparation for their actual visit and 
increasingly use the popular cultural forms of the media as the provider of specific place 
images and associations. It is interesting to note that much British children’s literature 
has cross-generational appeal because even mature tourists willingly read children’s 
literature for their trips. For example, comments such as “ I had never read Peter 
Rabbit stories, but before visiting Hill Top Farm in the Lake District I read the stories”, 
“ I intend to read Winnie-the-Pooh before visiting there”, were made by several 
respondents. Similar comments included: “ Before visiting Haworth, I saw the film 
Wuthering Heights"', or “ I am now thinking of going to Haworth and before visiting 
there, I intend to see the film Wuthering Heights", “When I was planning to visit Britain, 
the film Notting Hill was released, so I went to see the film and visited Notting Hill
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while staying in London”. They may try to understand the place through its media 
presentations or representations and link the place with specific associations with the 
famous or popular stories and films. Seeing and knowing the place through those 
media prior to their visit may also make them become confident that they would enjoy 
their visit to the place with those specific associations more.
6.2.2.7 Summary and Brief Discussion
Survey results concerning with issues of images of the UK were subsequently re­
examined by individual face-to-face interviews which provided additional qualitative 
details. Since 90 per cent of the participants in the interviews were repeat visitors who 
have visited the UK five times on average, their responses paint a clear picture of the 
images of the UK held by the so-called loyal customers of the UK. The images which 
were revealed are also those that are significant to the respondent, rather than those that 
are predetermined by the researcher.
The findings from the individual interviews reconfirmed that the UK as a destination 
was seen as a country rich in nature, history and culture. When respondents were 
allowed to freely describe their images of the UK, the less tangible components of 
images of the UK, including safety, peacefulness, comfort, atmosphere, and the 
kindness and friendliness of local people, manifested in the interviewee’s responses. 
Those holistic ‘positive’ images of the UK were shaped based upon their actual 
‘positive’ travel experiences in the UK. This indicates that psychological destination 
attributes play an important role in attracting or motivating tourists to revisit that 
destination. It was found that many participants in the personal interviews had a 
strong interest in the British way of life, and part of their motivation for visiting the UK 
was related to that interest. As discussed in Chapter 4, in Japan there has been the 
popularity of scenic tourism in which the qualities and natural significance of landscape 
are valued, and such qualities have become important in tourists’ decisions on the place 
to spend their holiday. For Japanese tourists, the beauty of the countryside and 
preserved nature, including the natural scenery, safety, and atmosphere of the UK were 
strong attractions, and what they seek when travelling in the UK.
In terms of images of four regions of the UK, many respondents in the qualitative 
interviews had very distinctive (or stereotypical) images of Scotland (bagpipes, whisky, 
and tartan), Wales (Celts/Welsh) and Northern Ireland (IRA, conflict), while images of
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England they held were rather fragmented. The fragmentation of England’s images 
may indicate that the respondents had more increased or varied information about 
England than about Scotland, Wales, and Northern Ireland. The key features of 
Northern Ireland that made an impression on the respondents were almost negative 
ones.
In the qualitative interviews, the major roles popular cultural forms of the media 
(films, television programmes, and literature) play in influencing tourist behaviour, were 
identified as follows:
•  The media can help people generate interest in the UK in general in the first place;
•  The media can shape images of the UK conductive to travel, including those of 
national character and different regions within the UK;
•  The media can encourage travel to specific locations related to the media within the 
UK by creating potential visitor awareness and interest;
•  The media can help people retain or maintain their interest in the UK by providing 
further information and evoking their memories;
•  The media can act as a kind of travel guidebooks that provide knowledge about, 
images of, and associations for the UK.
Thus, popular cultural forms of the media play various roles in influencing people’s 
travel behaviour in terms of their choice of the UK as a destination and of place to visit 
within the UK. Portrayals and representations of the UK in popular cultural forms of 
the media seem to act as tailor-made promotional material for attracting tourists.
As discussed in Chapter 3, in addition to these media representations, the image of a 
holiday destination can be established by visitors’ own experiences and by promotion 
by the tourist industry, and in particular by governmental promotional offices. The 
next chapter will look at the officially promoted images projected by the British Tourist 
Authority (presently VisitBritain), Japan office, and what the most promoted or 
projected images of the UK are. It will also examine how the UK has been represented 
in particular films, television programmes and literature which were identified as 
influential in the questionnaire survey.
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Chapter 7
Media Construction of the UK 
for Japanese tourists:
Findings from analyses of the media
7.0 Introduction
This chapter examines the ways in which the image of the UK is constructed and 
represented in both official promotional material and popular cultural forms of the 
media: films, television dramas, and literary works which are concerned with the UK. 
It seeks to identify the UK’s officially projected and promoted images by the British 
Tourist Authority and its popular images constructed in popular cultural forms of the 
media, in particular those identified as influential in increasing interest in visiting the 
UK for a holiday from the questionnaire survey.
7.1 Construction of the UK in ‘official’ tourism promotional literature
There is an assumption that destination promotional authorities have considerable 
powers of image projection (Dilley, 1986). This section addresses what sort of place 
the UK is according to images projected by the British Tourist Authority (BTA, 
VisitBritain from April 2003), focusing on printed pictorial and textual images of the 
UK found in BTA’s promotional publications. As explained in Chapter 5, projected 
images of the UK as a holiday destination were analysed from five promotional 
brochures published by the British Tourist Authority between 1998 and 2001 through a 
combination of content and semiotic analysis. In this section, ‘visual text’ refers to 
photographs and ‘verbal text’ means written words used in BTA’s publications.
7.1.1 Projected images of the UK as destination in visual texts
As seen in Table 7.1, there was no dominant subject (theme) found in the publications.
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although several themes were found to be more popular than others. The most popular 
specific theme was shopping (shops and products) with 54 occurrences, followed by 
gardens with 50 occurrences, castles, palaces and manor houses (45 occurrences), other 
old buildings and landmarks (43 occurrences), and restaurants, café, bars and night 
clubs (40 occurrences). Subjects of mountain/hill landscapes and recreation and sports 
(participation) were featured 39 times.
As noted in Chapter 5, the Britain main guide tends to have a specific feature to 
emphasise some particular theme for that year. Furthermore, since 2000 the Britain 
main guides were revised to contain more photographs, less written text, and fewer 
pages (BTA, 2002b). The analysis of each year’s brochure confirmed this trend as 
seen in Table 7.1. For example, the 1998 guide featured London as an entertainment 
capital and English gardens, which resulted in a high proportion of photographs being 
of gardens, entertainments, and restaurants. The three brochures from 1998 to 2000 
put significant stress on shopping and dining, with pictures of products, shops, and 
restaurants that accounted for more than 20 per cent of all photographs in each 
publication. On the other hand, the 2000 guide had a special feature on Millennium 
celebrations in the UK, with many photographs of new buildings and landmarks for the 
Millennium project. In the 2001 and 2002 publications with fewer pages, the 
emphasis on images of the history and natural landscapes of the UK was highly visible: 
the category of Scenic Britain accounted for 28.8 per cent in 2001 and 30.3 per cent in 
2002 while the category of Historic Britain accounted for 25 per cent in 2001 and 32.9 
per cent in 2002 (see Table 7.1).
However, overall, as seen in Table 7.1 below, photographs of scenic landscapes and 
natural environment dominated the visual representations of the UK in the brochures, 
being the largest single category with 23.3 per cent. In this category, photographs of 
gardens formed a high proportion of 33.8 per cent, followed by mountain/hill 
landscapes (26.4 %), and coastal landscapes (14.2 %). The second most featured 
images were consumption/service activities such as shopping and dining, accounting for
19.5 per cent. The third popular image category (17.5 %) was ‘historic Britain’ 
signified by photographs of castles, country houses, old buildings and townscapes, 
followed by images of the country of tradition (12.5 %). Active participation and 
observation in recreation and sports was also encouraged, with pictures of tourists 
engaging in such activities and of sport events. On the other hand, the category of 
‘Cultural Britain’ had a low proportion of only 6.3 per cent in the total images, and little
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space was given to urban modem landscapes and contemporary culture of the UK. 
There was also relatively little emphasis on specific symbols and icons of the UK such 
as the Royal Family, roses, and tea/aftemoon tea. The representations of the 
friendliness of its local people were very insignificant, accounting for only 2.2 per cent 
of the total photographs, although the visual texts contained lots of photographs of 
tourists engaging in recreation activities. Thus, all aspects of its scenery, natural 
beauty, old buildings, traditional society, and services such as dining and shopping were 
recorded. It can be summarised that the British Tourist Authority (BTA) has recently 
projected the UK as a country of scenic natural beauty, history, and tradition, where 
visitors can find plenty of recreation offerings and service facilities.
Table 7.1
Categories of image themes
Page number
1998 99 00 01 02 Total %
50 88 86 48 26 298
Total
Frequency Percentage
Historic Britain 14 27 19 26 25 111 17.5
Percentages of each brochure (14.8) (14.2) (11 .2) (25.0)(32:.9)
Castles, palaces, & manor houses 7 10 8 10 10 45
Ancient monuments & remains 0 3 1 3 4 11
Other old buildings & landmarks 5 13 7 9 9 43
Old (medieval) townscapes 2 1 3 4 2 12
Traditional Britain 8 31 18 14 8 79 12.5
Percentages of each brochure (8.4)(16.3)(1Cl.6)(13 .4)(10 .5)
Ceremonies & festivals 1 8 5 1 3 18
Local crafts & products 0 8 7 6 1 22
Local food & drinks (incl.pubs) 3 9 3 6 3 24
Local costume 4 6 3 1 1 15
Scenic Britain 27 35 33 30 23 148 23.3
Percentages of each brochure (28.4)(18.4)(19.4)(28.8) (30.3)
Coastal landscape 2 2 5 6 6 21
Mountain, hill& valley landscape 6 6 10 9 8 39
Farmscapes & pastures 4 4 6 2 2 18
Villages 2 2 1 2 1 8
Gardens 13 17 10 5 5 50
Flora and fauna 0 4 1 6 1 12
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Cultural Britain 12 5 15 3 5 40 6.3
Percentages of each brochure (12.6) (2 6) (8.8) (2.9) (6.6)
Art galleries & museums 0 3 5 1 2 11
Entertainments (theatre, concerts) 9 2 4 2 3 20
British films and literature 3 0 6 0 0 9
Contemporary Britain 4 7 22 3 1 37 5.8
Percentages of each brochure (A2) (3.7) (12.9) (2.9) (1.3)
Urban, modem cityscapes 1 1 7 2 0 11
New buildings/landmarks 0 3 12 1 1 17
Modem new British 3 3 3 0 0 9
Active Britain 4 14 18 16 6 58 9.1
Percentages of each brochure (42) (7.4)(10.6)(15.4) (7.9)
Recreation & sports (participation) 3 13 13 8 2 39
Recreation & sports (observation) 1 1 5 8 4 19
Britain for consumption/service 26 49 38 8 3 124 19.5
Percentages of each brochure (27.4) (25.8) (22.4) (7.7) (3.9)
Shopping (shops & products) 10 22 21 1 0 54
Restaurants, café, bars & clubs 12 15 9 3 1 40
Accommodation 2 6 0 1 2 11
Transport 2 6 8 3 0 19
Friendly Britain 0 6 6 1 1 14 2.2
Percentages of each brochure (0.0) (3.2) (3.5) (1.0) (1.3)
Smiling local people 0 6 6 1 1 14
Specific symbols for Britain 0 16 1 3 4 24 3.8
Percentages of each brochure (0.0) (8.4) (0.6) (29) (5.3)
Royal Family 0 0 0 0 2 2
National flag (Union Jack) 0 4 0 0 1 5
Roses 0 9 1 0 0 10
Tea/Aftemoon tea 0 3 0 3 1 7
Total number of photographs 78 147 148 83 62 518
Total number of themes 95 190 170 104 76 635 100
It is expected that larger photographs would have a greater impact than a smaller one 
(Dilley, 1986). The size of each photograph was not measured in the first investigation 
of the frequency of occurrence shown in Table 7.1 above. Visuals of the BTA’s 
brochures included a lot of small pictures, especially those of restaurants and shops, 
resulting in the high proportion of consumption category photographs. Of the total of 
518 pictures, approximately 86 per cent were smaller than quarter page while the 
remaining 14 per cent (72 pictures) were larger than a quarter page of A4 size. The
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size of three BTA’s main guides (1998, 1999, and 2000) was A4 and that of the other 
two more recent guides (2001 and 2002) measured 2 cm shorter in length than the 
standard A4 size. Table 7.2 below shows the distribution of the 72 large photographs, 
and demonstrates that photographs of scenic and historic were given more space to 
capture the attention of tourists, accounting for approximately 67 per cent of the total in 
the promotional materials. In other words, photographs of scenic landscapes and old 
historic buildings such as castles and country houses were central to each brochure page 
layout.
Table 7.2 Distribution of large photographs
Image categories % of themes
Scenic Britain 36.2
Historic Britain 30.4
Britain for consumption 10.8
Active Britain 9.8
Contemporary Britain 6.9
Cultural Britain 1.0
Specific symbols & icons 1.0
Friendly Britain 0.0
Total number of Themes 102
Total number of photographs 72
Note: large photographs indicate those of more than a quarter page (approximately 150 
square centimetre in size)
Locations Promoted in visual texts
Of the total 515 photographs featured in the BTA’s five publications, 201 were place- 
specific photographs which specified the location with a clear text caption or in the 
context of page layouts (all visuals of service facilities, food, and people were excluded). 
Table 7.3 illustrates that approximately 22 per cent of the photographs were London- 
oriented, this being the most featured area in visual texts. Although photographs of 
England excelled in the number of visuals, as it covers wide areas, a breakdown of the 
country was provided. Within England, visuals of the West Country were most 
portrayed, accounting for 27 per cent of all England photographs, followed by South­
east of England, East of England, Heart of England, and the Cotswolds. Visuals of
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North England were not portrayed so often as those of Southern England regions. 
Scotland and Wales attracted 17.9 per cent and 13.4 per cent of the total place-specific 
photographs respectively, suggesting that both countries play a definite role in alluring 
Japanese tourists. The proportion of pictures of Scotland and Wales, in particular, in 
each brochure is relatively constant over five years. On the other hand. Northern 
Ireland was displayed in only nine pictures in total, and in only two recent publications. 
This presumably reflects the ‘peace’ following the Good Friday agreement.
Table 7.3 Locations promoted in visual texts
1998 99 00 01 02 Total %
Total
Frequency Percentage
London 1 15 12 8 8 44 21.9
England (excluding London) 9 21 22 19 14 85 42.3
Breakdown of England
West Country (Cornwall, Devon, Somerset, Dorset, Wiltshire, Bristol) 23
South-east England (Kent, Surrey, East & West Sussex) 13
East of England (Suffolk, Norfolk, Cambridgeshire, Essex, Hertforshire, Bedfordshire) 13 
Heart of England (Midlands, Northamptonshire, Staffordshire, Warwickshire 
Lincolnshire, Derbyshire, Leicestershire, Birmingham, Gloucestershire, excl. Cotswold) 12 
The Cotswolds (part of Gloucestershire and Worcestershire) 10
The Lake District (Cumbria) 5
Southern England (Hampshire, Oxfordshire, Berkshire, Buckinghamshire, Isle of Wight)4 
Northumbria (Northumberland, Sunderland,Durham, Newcastle-upon-Tyne) 3
North-west England (Cheshire, Lancashire, Manchester, Merseyside) 1
Yorkshire 1
Scotland 9 6 5 7 9 36 17.9
Wales 6 4 5 6 6 27 13.4
Northern Ireland 0 0 0 6 3 9 4.5
Total 201 100
Image Content
Ryan (1990) suggests that the actual contents of photographs or images featured in 
promotional material are largely interdependent with their locations, and that place and 
its image are inseparable. In his investigation of official images of Australia in five 
publications, Ryan (1990) defined ‘orthodox images’ as photographic subjects which 
are represented in two or more of the five publications being compared. A similar 
analysis of subjects in the BTA’s five publications was conducted and the results were
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shown in Table 7.4 below.
Table 7.4 Orthodox British Images
A. Ubiquitous (five oceurrences in five publications )
A country house (a stately home) set in extensive grounds 
A medieval castle (fortress) standing on the shore of a lake 
Gardens with lots of flowers 
Kilts
B. •revalent (four occurrences)
Changing the Guard at Buckingham Palace in London 
A village with row of old houses 
Half-timbered houses 
Steam railway (train)
Whisky 
Rugby
Walkers in the countryside 
A fairy-tale like castle set in extensive grounds 
Old country inns 
Interiors of modem restaurants
ommoii (three occurrence)
BA London Eye (the world’s largest observation wheel)
Big Ben
Eilean Donan Castle in Scotland (an island fortress standing on the shore of a 
lake)
Great Dixter House and Garden in East Sussex 
Hidcote Manor Garden
Stourhead (a landscape garden with temples, grottoes, bridges, trees and a lake) 
Landscape of wooded mountain with a lake in Snowdonia National Park 
Conway Castle
A view of the harbour and a seaside village/town 
Thatched cottages 
Street market in London 
A panoramic view of patchwork rolling hills 
Bed and Breakfast 
Antique shops 
Golf course with golfers 
Bagpipes 
China/pottery 
Driving in the countryside 
Cyclist
D. Sporadic (two occurrences)
Kensington Palace in London 
Tower Bridge 
St Paul Cathedral
254
The Tower of London 
Millennium Dome 
Roman Baths in Bath 
Leeds Castle 
Edinburgh Castle
Castle Combe, Cotswolds (village with stone cottages, ancient monuments, and 
a river)
Stonehenge
An aerial view of a lake and green fields with mountains in the Lake District 
Levens Hall with topiary garden 
Barnsley House garden 
Hardrian’s Wall World Heritage Site
Giant’s Causeway in Northern Ireland (unique rock formations)
The Antrim Coast in Northern Ireland; A castle ruin on a hilltop overlooking
valleys
White cliffs
A rugged mountain with a stream 
Sheep on green fields
A family enjoying a narrow boat trip on a river/canal
Lovespoon (a popular souvenir of Wales, a wooden spoon decorated with 
various symbols)
Tartan
A child with animals 
Wax dolls of the Beatles
Theatre in London
A ferry for islands in Scotland 
Football
Cityscape of London at night 
A country house hotel 
Tea and scones/aftemoon tea 
Strawberry and cream
In the visual texts, the BTA tended to use the same scenes or representations as its 
landscape images. As seen in Table 7.4, the most common promotional images of the 
UK included a country house set in extensive grounds, a medieval castle standing on the 
shore of a lake, a garden filled with flowers, and Kilts. The frequent portrayals of the 
countryside through a picturesque village with row of old stone houses or thatched 
cottages, old country inns, people enjoying walking or cycling in the narrow country 
lane or with green patchwork hill backdrop were also apparent.
The results suggested that there were consistencies in representations over time. In 
visual texts in the five BTA’s promotional materials, other commonly featured images 
of the UK included a country house or a fairy tale castle surrounded by a beautiful 
garden. Among castles, Eilean Donan Castle in the Scottish Highlands and Conway
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Castle in Wales, both of which are medieval fortresses, were the most popular castles 
portrayed in three brochures. According to VisitScotland and BTA (2002), Eilean 
Donan Castle on the west coast is one of the most photographed castles in Scotland, and 
it featured as a backdrop in several films such as Highlander, Loch Ness, and one of 
Bond movies. The World is not enough. On the other hand, more feminised fairy tale 
like castles such as Leeds Castle standing on two islands in the middle of a lake, 
surrounded by extensive parkland and gardens, and country houses with beautiful 
gardens were also frequently featured. Great Dixter House (half-timbered house of the 
15* century) and Garden in East Sussex, Hidcote Manor Garden, Levens Hall with 
topiary gardens in the Lake District, and Barnsley House garden in the Cotswolds were 
among those. In addition to the gentle scenery, wilder landscapes of rugged mountains 
over lakes, whether in the Scottish Highlands, Snowdonia National Park or the Lake 
District, were also commonly used in promotional imagery over time.
The aspect of history and tradition of the country was also emphasised through the 
constant use of visuals featuring ancient monuments such as Stonehenge and the 
Hardrian’s Wall, and of old-fashioned steam trains running in green fields. Antiques 
and traditional products or crafts such as Welsh lovespoons and Scotch whisky, kilts, 
and tartan were promoted as good souvenirs of Britain. It is also interesting to note 
that aspects of the culture of Scotland were highly visible in the visual texts because 
photographs of the kilts, whiskey, bagpipes, and tartan were consistently included in the 
promotional material.
Visuals of particularly well-known London attractions such as Big Ben, Tower Bridge, 
and the Tower of London were repeatedly portrayed. In particular, pageantry such as 
the changing of the Guard at Buckingham Palace seemed to remain as an important 
promotional attraction for the BTA because the subject was featured four times in the 
five publications including the front cover of the 2002 main guide. On the other hand, 
the emphasis of elements that can give a contemporary ambience by the use of 
photographs of London Eye and interiors of modem new restaurants was also evident.
7.1.2 Projected images of the UK in verbal texts 
Image of the UK as a tourist destination
In verbal texts of the five brochures, the distribution of the 18 statements regarding the
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UK’s destination attributes used in the questionnaire was measured. The results in 
Table 7.5 below indicated that the natural scenic beauty of the UK was the most 
emphasised image category, accounting for 18.7 per cent of the total number of 550 
themes occurred in the texts. As noted in the analysis of visual texts, natural scenic 
landscapes of the UK had the highest proportion of the themes. In the verbal texts, 
‘abundant’, ‘beautiful’, and ‘magnificent’ were commonly used adjectives to describe 
nature of the UK. Elements of the landscape and scenery were described as ‘pastoral’, 
‘picturesque’, ‘peaceful’, ‘serene’, ‘breathtaking’, ‘beautiful’, ‘dramatic’, and ‘dynamic’. 
This attribute of the natural scenic landscape was followed by the image of a destination 
with many historic attractions (14.7 %), and that of a destination with beautiful rural 
areas (12.7 %). Aspects of beautiful gardens and interesting cities and towns 
accounted for approximately 10 per cent respectively. The available sport activities, 
shopping opportunities and sampling good local foods were also promoted, but not 
heavily compared to other features such as natural and rural landscapes and history. 
Other attractions such as museums, art galleries, and entertainments were relatively 
downplayed in the texts.
Table 7.5 Image of the UK as a tourist destination in verbal texts
Image categories 1998 1999 2000 2001 2002 Total OverallPercentage
Lots of natural scenic beauty 8 29 17 37 12 103 18.7%
Beautiful rural areas 10 24 14 15 7 70 12.7%
Beautiful gardens 7 11 15 13 8 54 9.8%
Many interesting cities and towns 3 5 12 23 16 59 10.7%
Many historic attractions 8 25 11 20 17 81 14.7%
Lots of museum and art galleries 0 7 4 4 4 19 3.5%
Lots of entertainment places 5 3 3 1 5 17 3.1%
Good choice of accommodation 0 3 2 2 2 9 1.6%
Safe and comfortable 1 1 0 0 1 3 0.5%
Lots of chances of sport activities 2 10 11 11 6 40 7.3%
Enjoyable shopping opportunities 4 9 8 4 4 29 5.3%
Convenient transport 1 5 2 2 1 11 2.0%
Fashionable 0 1 1 0 0 2 0.4%
Pleasant weather 1 1 1 0 0 3 0.5%
Good local foods 4 7 6 10 2 29 5.3%
Prices of goods are reasonable 0 1 0 0 0 1 0.2%
Friendly local people 4 4 3 9 0 20 3.6%
Convenient travel from Japan 0 0 0 0 0 0 0.0%
Total 58 146 110 151 85 550 100%
Note: Percentages indicate the proportion of each statement amongst the total number of 
all related statements found in five brochures
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Little promotion of the British people as friendly was made and there was no 
reference at all to the hospitality of the local people in the 2002 brochure. Similarly, 
there was less emphasis on the services available such as accommodation and transport, 
or the safety of the country.
Locations promoted in verbal texts
In the verbal texts of the five brochures, there were 1249 place-specific names (county, 
region, town, and village names, excluding tourist attractions such as castles, country 
houses, gardens, and museums). Some counties or regions, such as Surrey and 
Northamptonshire were not mentioned at all in the brochures, but a variety of regions’ 
names (e.g. Yorkshire, York, Northumberland, Durham) appeared in written texts, 
although, as noted above, not many visuals of Northern England were used in the visual 
texts. In written texts, efforts by the BTA have been made to promote the whole of the 
UK, including relatively new destinations for the Japanese market, such as 
Pembrokeshire, Northumberland, Derbyshire, and Belfast or Durham. As seen in 
Table 7.7, however, London topped the list of locations mentioned in the brochures and 
massively outnumbered any other locations.
Table 7.6 Promoted County/Region 
Top 10
Number of occurrences
Table 7.7 City/town/village 
Top 10
Number of occurrences
1. The Scottish Highlands 31 1. London 204
2. Cornwall 23 2. Edinburgh 29
3. Yorkshire 18 3. Bath 20
3. East Anglia 18 3. Glasgow 20
4. Cotswolds 15 4. Oxford 16
5. Cumbria (The Lake District) 13 5. Manchester 11
5. Pembrokeshire (Wales) 13 6. Cardiff 14
6. Devon 12 7. Cambridge 10
7. Northumberland 9 8. Birmingham 9
7. Derbyshire 9 8. Belfast 9
7. Snowdonia 9 9. York 7
8. Orkeny Island (Scotland) 7 9. Durham 7
9. Isle of Skye (Scotland) 7 10. Winchester 6
10. Dorset 6 10. Norwich 6
10. Gloucestershire 6 10. Lavenham 6
10. Kent 6 10. Stratford-upon-Avon 6
10. Peak District 
10. Sussex
10. Brecon Beacons (Wales)
6
6
6
Note: Total number: 1249
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Image of the UK as a nation
Table 7.8 below demonstrates the distribution of twenty key words associated with the 
UK as a nation in general employed in the questionnaire. Amongst the key words, the 
most heavily occurred word was ‘a garden’, accounting for 22 per cent of the total 
number of key words found in the five brochures, followed by ‘history’ (17 %), and 
‘ rural/countryside ’ (12 %). These three key words were prominent ones which were 
consistently employed over time. ‘Tradition’ and ‘Royal Family’ occupied 10 per cent 
respectively, but in the 2002 guide the use of the word ‘tradition’ became less. On the 
other hand, the term ‘Royal Family’ or words related to Royal Family such as Queen or 
Prince, were heavily used in the 2002 guide, being the most frequent term in that 
brochure, because the year 2002 was Golden Jubilee Year, fifty years since Queen 
Elizabeth II came to the throne. The term ‘urban’ or ‘urbanised’ was also heavily used 
in the 2000 guide with the special theme of celebrations of the Millennium and the 
slogan of ‘Britain-Now is the time’. A strong emphasis on tea/aftemoon tea was 
apparent in the 1999 and 2001 main guides, but there was no particular emphasis of the 
theme in verbal texts in other publications.
Table 7.8 Image of the UK as a nation
Image of the UK as a nation 1998 1999 2000 2001 2002 Total Overall
Percentage
Tradition 11 22 20 27 4 84 10%
Royal Family 3 17 10 15 42 87 10%
Tea/Aftemoon tea 3 14 3 28 2 50 6%
Gardens 31 57 49 34 16 187 22%
History 8 31 41 36 23 139 17%
Aristocrats 9 4 3 0 1 17 2%
Rural/countryside 19 29 23 25 6 102 12%
Formality 0 0 0 0 1 1 0%
Roses 3 8 3 5 0 19 2%
Solidity 2 2 0 1 0 5 1%
Old & New 0 0 0 0 0 0 0%
Old-fashioned 0 0 1 2 4 7 1%
Innovative 0 10 2 0 0 12 1%
Urbanised 6 17 23 8 10 64 8%
Fashionable 1 9 8 4 1 23 3%
Ceremony 0 3 4 3 0 10 1%
Masculine 1 1 1 0 0 3 0%
Cute 2 7 2 0 1 12 1%
Romance/Romantic 0 5 3 3 3 14 2%
Feminine 0 0 0 0 0 0 0%
Total 99 236 196 191 114 836 100%
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Image of the British people
There was only limited reference to the national character of the British people in the 
verbal texts as expected. Among twelve words or adjectives to describe the British 
people used in the questionnaire, only six adjectives (gentlemanly, simple, friendly, 
eccentric and hospitable) were found in the texts (see Table 7.9). The word 
‘gentleman’ or ‘gentlemanly’ occurred ten times, but only in the 1998 brochure. The 
term ‘country gentleman’ was frequently used to suggest that the essence of the British 
way of life can be found in the countryside. The text proclaimed that in the UK the 
‘real’ gentlemen do not usually live in cities, but live in the countryside, and the British 
people have an enduring favourable attitude toward the countryside as Arcadia. In the 
verbal texts, the British people were also described as people who are particular about 
the good quality of products, and have a passion for gardening and tea drinking. 
Playing cricket, afternoon teas, and cream teas were all described as customs of the 
British people. In terms of tea drinking, the reader was told that the British find a 
deeper meaning in drinking tea beyond changing their mood: it is called a national 
custom as well as a cultural and social recreation that has to do with the essence of the 
British way of life in the 2001 main guide.
The hospitality of the Scots and the Welsh people was mentioned in the texts of each 
brochure. The Scottish were described as being well-known as people who are gentle, 
warm-hearted, and who give a warm welcome to visitors. Similarly, the verbal text 
suggested the friendliness and hospitality of the Welsh people.
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Table 7.9 Image of the British people/Distribution of key words used in the 
questionnaire
Image of the British people 1998 1999 2000 2001 2002 Total Overall
Percentage
Gentlemanly 10 10 41.6%
Simple(Behave and dress ) 1 2 3 12.5%
Humorous
Stubborn
Reserved
Friendly 1 1 4.2%
Sophisticated
Fortitude
Eccentric 1 1 4.2%
Snobbish
Proud 1 1 4.2%
Hospitable 1 2 2 2 1 8 33.3%
Total 11 3 2 4 4 24 100.0%
7.1.3 The UK’s Image projected to Japanese tourists -Summary
The analysis of the BTA’s promotional material revealed the consistent representation 
of the UK as a holiday destination of scenic natural landscapes, in particular picturesque 
rural landscapes, full of historical places, and traditional attractions. The BTA’s 
publications give the impression that the long tradition of tea drinking (or afternoon tea) 
and wearing kilts (Scotland’s local costumes), and ceremonies such as the Changing the 
Guard, still continue in the UK.
Both visual and verbal texts in the promotional literature suggested a privileged 
bountiful natural environment and concentrated on old historical buildings and 
traditional aspects of the British society. In the photographic texts, the stereotypical 
images of the British countryside are constructed through frequent use of farmscapes, 
gardens, villages, thatched cottages, old country inns, castles and country houses. The 
countryside was also presented as an ideal setting for recreational activities such as 
walking, cycling, or driving, and as a place where tourists have a chance to encounter 
‘real’ British gentlemen. The picturesque character of the countryside was a central 
focus in BTA’s promotional imagery. As discussed in Chapter 4, castles, stately 
homes, ancient monuments, gardens, and the countryside are all regarded as key 
elements of Britain’s cultural heritage and as the main resource of the British tourist 
industry. The UK is thus projected as a country full of cultural heritage and scenic
261
quality, and as a country that is peaceful and tranquil.
Although the quaint atmosphere of rural Britain is emphasised, London has remained 
a main attraction, and a cosmopolitan symbol and sophistication where tourists can 
enjoy an advanced service economy, that is, shopping and dinning combined with 
historic and cultural experiences, visiting numerous historical and new attractions. It 
was apparent that the BTA was trying to enhance the poor image of British food with 
pictures of modem fashionable restaurants in London.
As seen above, the UK’s image projection depended upon its richness of history, 
tradition, and nature, not the local people. Another message implied was that 
hospitality of the residents was not guaranteed, but tourists may be warmly welcomed in 
Scotland and Wales.
7.2 Images of the UK constructed in popular cultural forms of media
The survey revealed that films and television programmes (70.1 %), and literature 
(64.2 %) featuring the UK were the two most important sources of information in 
increasing respondents’ interest in travel to the UK, and it also identified which media 
productions and writers were influential (see Table 6.8.1, 6.8.2, and 6.8.3 in Chapter 6). 
A selection of films, television series, and literature identified as influential in the 
survey, were analysed in greater detail to examine what images of the UK are 
constmcted, and what messages about the UK as a tourist destination are conveyed in 
those media representations. The selection of the productions and writers was, of 
necessity, directed by the extent to which the productions and writers influenced 
respondents by increasing their interest in visiting the UK, based on the number of 
respondents whose interest were increased by them. Since the audio-visual media was 
the most important source and literature was the second, it was decided to focus on the 
top ‘ten’ audio-visual media productions (films and television programmes) and the top 
‘five’ writers (see Table 7.10). Other productions and writers’ works were also briefly 
analysed to complement the findings from the top 10 audio-visual media and five 
writers’ literary works. The list of all audio-visual productions and literary works 
analysed is given in Appendix G. Although the list includes four films and television 
adaptations based on literary works of three writers who were also included in the list, 
the audio-visual media and written media were analysed separately because they are
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different forms of media. What follows are findings from analysis of six films, four 
television series, and five writers’ works.
Table 7.10
Films, television programmes, and writers analysed in detail
Ranking
Top 10 Audio-visual media (films & television) Nr Top 5 Writers Nr
1. Sherlock Holmes series (TV) 89 1. Beatrix Potter 89
2. Harry Potter and the Philosopher’s stone (Film) 85 2. Arthur Conan Doyle 84
3. Notting Hill (Film) 83 3. Agatha Christie 80
4. Agatha Christie’s Poirot series (TV) 66 4. Emily Bronte 69
5. Mr Bean series (TV) 59 5. J.K. Rowling 66
6. Shakespeare in Love (Film) 56
7. My Fair Lady (Film) 53
8. Miss Marple series (TV) 45
9. Elizabeth (Film) 44
lO.Bridget Jones Diary (Film) 43
Note: Number = respondents with increased interest, total respondents number = 323
7.2.1 Cinematic construction of the UK as a tourist destination 
Heritage films 
Elizabeth (1999)
This film is set in the UK of the mid-sixteenth century, centring around one of Britain’s 
great historical icons. Queen Elizabeth I, who was a ruler of England for forty years in a 
male dominant age. This historic epic has a very dramatic plot with elements of 
thrillers, intrigue, violence, and romance. It also focuses on Elizabeth’s emotional life, 
on her desire and sexuality. In Japan this film achieved considerable box-office 
success in 1999, staying in the top ten for ten weeks (Higson, 2003).
Reflecting the very Royal English subject, scenes of grand medieval castles, both 
interiors and exteriors are prominent in the film. In fact, the filmmakers used many 
different castles for the locations, including Haddon Hall, Alnwick Castle, Aydon Castle, 
Bamburgh Castle, Bolton Castle, Warkworth Castle, Raby Castle, and Chillingham 
Castle. Many of these castles are properties of the English Heritage. Other famous
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tourist attractions such as York Minster and Durham Cathedral were also used for 
filming some important scenes such as that of Elizabeth’s coronation. Although many 
shots of the ancient interiors set in castles are rather sombre including scenes of cruelty, 
there are also plenty of stunning costumes, pageantry and courtly ritual, and pastoral 
landscapes on display in the film. The darkness and the cruelties may be offset by the 
beauty and the wealth represented by Elizabeth’s luxuriant costumes - jewel-studded 
and gold dresses. Spectacular architecture, historical pageantry, pastoral landscapes, 
and splendid costumes linger on the screen more strongly than the violent scenes.
Those heritage settings could provide Japanese audiences with an image of the UK as 
a country which boasts a rich history, full of pageantry and royalty. The film also 
could generate interest in the history of the UK and Elizabeth herself as a strong female 
figure of the British history as well as the Royal Family.
Shakespeare in Love (1999)
This film is a comic version of an imagined moment in a young Shakespeare’s life and 
won seven Academy Awards. The story is about love between Shakespeare and Lady 
Viola, a wealthy young woman who wanted to be an actress and his love for Viola 
enables him to creatively write great love stories. It is set in London in 1593, in the 
Elizabethan era, similar in time to Elizabeth.
Since it is set in Elizabethan society in which Elizabeth I and her courtiers were 
central, many actions take place in the court and royal, aristocratic residences, and 
hence the film is full of sixteenth-century architecture and period costumes. The 
lavish costumes wore by Viola, Elizabeth I, and the nobility and pageantry especially 
show the wealth and privilege of gentility.
The film-makers made considerable use of historical buildings for locations: Hatfield 
House in Hertfordshire was used as Greenwich Palace and the Great Hall of Middle 
Temple with sixteenth-century architecture was featured as the Banqueting Hall in 
Whitehall Palace. Other locations included St Bartholomew’s the Great for church 
locations. Marble Hill House, a riverside villa in Twickenham as De Lesseps’ family 
home, and Eton College. The most prominent scenes of the film, however, are those of 
Viola’s home, a manor house, represented by Broughton Castle in Oxfordshire. The 
exterior shots of the castle are impressive and picturesque, and make the location one of 
the main attractions of the film. These numerous historical period buildings provide
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the backdrops to the story. The film ends with a scene in which Viola walks on a 
beach, shot on the north Norfolk coastline.
White-faced, bewigged Elizabeth I, one of the best known royal figures also features 
as the key person who supports Shakespeare’s theatrical activity. Two theatres 
including the Rose Theatre were built on the studio set, and they provide vital elements. 
In a way, the film indicates that British theatre culture was already deeply rooted in 
Shakespeare’s time, reinforcing the importance of Shakespeare in British culture.
While the film may create renewed interest in Shakespeare and his works amongst 
Japanese audiences, it also produces an image of the UK as a historical, royal and 
aristocratic country with lots of historical buildings remaining, displaying a number of 
heritage properties filmed as well royal figures.
My Fair Lady (1964)
This film adaptation of the Broadway version of George Bernard Shaw’s play 
Pygmalion won eight Oscars. The late Audrey Hepburn, who has remained 
tremendously popular in Japan, plays Eliza Doolittle, a cockney flower girl of the 
Covent Garden who is transformed by Henry Higgins, a bachelor language professor, 
into an elegant lady who is taken as a princess of an European country. The film is a 
kind of Cinderella tale set in London in the beginning of 1910s (Edwardian period of 
the UK) with many laughs and touching scenes.
Although the filming was very much studio-bound, all the sets effectively create a 
very ‘British’ atmosphere, including the impressive sets of Co vent Garden market full 
of poor workers, Higgins’s house with many servants. Ascot Gavotte full of 
extravagantly gowned ladies and smartly tailored men, and London streets. It is 
reported that the director visited London before the filming started and explored the 
‘real’ backgrounds and a British designer, Cecil Beaton was responsible for the 
production of almost everything visual such as sets and costumes (Warner Bros, 1964). 
Covent Garden is an iconic attraction in the film: it is where Eliza used to work and 
returns soon after leaving Higgins’s house searching for her own real place. The place 
therefore lingers in viewers’ memories. Gorgeous costumes, especially the many 
elegant dresses worn by Audrey Hepburn add to the appeal of the film.
The film opens with many close-up shots of beautiful flowers, followed by that of 
beautifully dressed ladies and gentlemen with bowler hats walking down a staircase.
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In contrast to these glamourous shots, Eliza first appears as a dirty girl selling bunches 
of violets in the street, described by Professor Higgins as “so deliciously low, so she 
becomes, scowling and horribly dirty”, but at the end of the film she becomes a lady 
with grace and refinement like the beautiful flower. The representation of British 
upper-class society in the era of glamour and sophistication is contrasted with that of 
poor working-class society. The film can therefore create an image of the UK as a 
country of elegance, ladies and gentlemen as well as that of a class-structured society.
Many audiences find typically British gentlemanly behaviour in the major male 
characters, in particular in Colonel Pickering, who treats Eliza like a lady from the 
beginning. Professor Higgins also represents certain Britishness in his emotional 
inarticulacy. The British custom of drinking tea is frequently featured and reinforced 
in the film, e.g. the scene in which Eliza practices pronouncing ‘a cup of tea’ properly. 
Thus, British national stereotypes of being gentlemanly, reserved and drinking lots of 
tea are highlighted in the film.
Contemporary films 
Notting Hill (1999)
This film is a romantic comedy about fame, friendship and the pursuit of true love in 
which a beautiful Hollywood movie star and a very ordinary Englishman, an owner of a 
small travel book shop fall in love. The story resembles an earlier masterpiece, Roman 
Holiday, which was chosen as Japan’s all-time favourite foreign film in a 1990 poll 
(Vermilye, 1995), but it is set in contemporary London, in a specific location, Notting 
Hill, as the film’s title suggests. Interestingly, in this film there are some elements 
which can flatter Japanese sensibilities in the use of the life-sized panel figure of a 
Japanese girl wearing a kimono in the lead’s flat and the Nobu Japanese restaurant at 
the Metropolitan Hotel where the two principal characters have a meal.
The film-makers made great use of many locations in London, especially the Notting 
Hill area with the street market of Portobello Road with colourful stands of flowers and 
vegetables, and its busy surroundings, producing an atmosphere of lively London streets. 
Some famous hotels such as the Ritz, the Savoy, and the Metropolitan, are also featured, 
showing off their interiors beautifully decorated with flowers. For the scene involving 
the shooting of a period costume film, Kenwood House on Hampstead, a large white
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neoclassical house set in leafy parks, is used.
At the narrative level of the film, an international conception of cultural differences 
between the UK and the USA is also wittily used. For example, the main male 
character, William, has an innate natural English discretion of being shy, reserved, and 
being unable to express emotions, while Anna Scott as an American girl expresses her 
emotions and feelings straightforwardly. The UK as a country of drinking tea is also 
portrayed in the scenes when Anna visits William’s flat, William asks her whether she 
would like a cup of tea and when William visits Anna on filming location she tells him 
to drink tea while waiting because there is lots of tea.
For a non-British audience this film offers apparent insights into contemporary British 
society, especially into the British lifestyle of William, an ordinary Englishman who 
shares his messy flat with his peculiar friend and owns an unprofitable Travel Bookshop. 
Although his life is unambitious, his flat has a rooftop terrace where he can relax on a 
sunny day, and he has a circle of good friends who care about him. The way of life of 
his friends, Bella and Max, is also featured in the film as the place where a party with 
Anna take places and Max cooks for the guests. William’s flat with the blue door and 
his Travel Bookshop in Portobello Road are iconic attractions in the film, both of which 
play an important role in the development of their relationship. It can be argued that 
this film is a kind of celebration of the pleasures of the British lifestyle because Arma, a 
Hollywood movie star, eventually chooses a life in London with William. At the end 
of the film, William is reading with pregnant Arma resting her head in his lap on the 
bench in the garden, shown to suggest that they lead a comfortable, happy life in 
Notting Hill. The Japanese promotional pamphlet clearly states that it was both the 
gentle-hearted man and the comfortable town what Arma loved. Thus, this film 
highlights the charm of London as a better place to live, in particular of the Notting Hill 
area and the pleasant British way of life.
Bridget Jones’s Diary (2001)
This romantic comedy film is based upon Helen Fielding’s best-selling book, Bridget 
Jones’s Diary, which has been translated into twenty-three different languages, gaining 
massive popularity with female readers, both in the UK and the worldwide. In Japan it 
recorded marvelous sales for a foreign novel in translation (Toho, 2001). The film, 
like Notting Hill, is set in present-day London and its narrative is about Bridget Jones, a
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single London girl in her thirties, who decides to get a grip on her life and start a diary, 
aiming at losing weight and finding a nice sensible boyfriend. The film provides an 
excellent realistic description of how Bridget lives and feels in ordinary daily life as 
well as sending a message of a positive approach to life. There are many elements 
with which female viewers across national boundaries can understand and sympathise, 
such as the feelings and problems Bridget faces as a single girl who tries to seek 
happiness by having a partner or boyfriend. Many Japanese female viewers must have 
resonance with the character because Japan has the oldest average age of twenty-seven 
for women for first-time marriage (Raymo, 2003), and an increasing number of 
Japanese women over thirty years old have remained unmarried, as noted in Chapter 4.
In the film the rather messy lifestyle of Bridget is vividly sketched with a backdrop of 
London townscapes, including typically distinctive London shots such as black cabs, the 
Tower Bridge, Royal Courts of Justice, and shopping at street markets (e.g. Borough 
Market). Through her daily life spiced with several parties (e.g. New Year’s Day 
Buffet, and a Tarts and Vicars party) and dinning out with friends, viewers are offered 
insights into contemporary British society, including social or family occasions and
seasonal events. Many Japanese viewers may find the representation of Bridget’s life 
as showing ‘realities’ of modem British society. Thus, this film can enhance the 
attractiveness of London as a modem cosmopolitan city to live and visit.
In contrast to her urban life in London, a mini-break holiday at a country house hotel 
with rooms with four-poster beds is portrayed as what Bridget really looks forward to or 
fantasises about. The scenes of driving in the countryside when heading for the 
country house hotel and the countryside covered with snow around her parent’s house 
could reinforce the image of the UK as a country with beautiful mral areas to which 
urban inhabitants escape. Snowhill, a Cotswold village and its village green and local 
houses were featured as the peaceful place where Bridget’s parent live. The film also 
contains several scenes of interiors of houses with flowers, and a party in a garden full 
of flowers and green grass, which can suggest the British love for gardens and nature. 
‘Britishness’ defined by the love of the countryside and nature (garden and flowers) is 
also highlighted.
Harry Potter and the Philosopher’s Stone (2001)
As noted in the previous chapter, Harry Potter and the Philosopher’s Stone (2001)
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topped the list of films which increased interest in visiting the UK among the survey 
respondents. The film is the first film adaptation of J.K.Rowling’s phenomenally 
successful children’s novels. The film’s setting is contemporary Britain but it is also 
set in a fantasy, magical world and the central theme of the film is ‘magic’. The story 
is about Harry Potter, who learns on his If^  birthday that he is the orphaned son of two 
powerful wizards and possesses magical powers of his own. The film also has a 
Cinderella motif in which an orphan boy is transformed into a famous wizard with 
special ability and wealth. Universal messages offered by the film are friendship, 
courage (bravery), and love. It is reported that J.K. Rowling, the author of the book 
asked the American film-maker for the film version to be as faithful to the book as 
possible and to cast British acting talent in the film (Appleyard, 2001). The film was 
also shot in Britain making great use of locations around the country, ranging from 
Kings Cross Station which has become an iconic tourist attraction as previously 
mentioned, to historic sites and ordinary box houses in the suburbs.
Since the story mainly evolves in the wizard school, Hogwart’s School’s scenes, both 
its exteriors and interiors, are visually prominent in the film. The school looks like a 
giant castle and the filmmaker created the school from several historic sites. These 
included Lacock Abbey with monastic rooms and medieval cloisters, the Bodleian 
Library and the Great Hall of Christ Church college at Oxford University, a class room 
of one of England’s oldest and most prestigious public schools (Harrow), the cloisters in 
Gloucester Cathedral with gothic architecture, and the Chapter House of Durham 
Cathedral, all of which provided the locations for school scenes. The scenes of 
broomstick-flying lessons and the practice of the Quidditch match were filmed in the 
courtyards of a medieval castle of Alnwick in Northumberland. The shot of the 
exterior of the castle with the green courtyards was frequently included in the film. All 
scenes filmed at those historic sites with old buildings and ancient architecture convey 
an impression of the UK of history and antiquity.
The film also contains many portrayals of school life, in particular of an old boarding 
school, in which no pupils engage in computer games or the Internet, but tend to depend 
on books and library. Furthermore, ceremonial events and school uniforms of black 
robes, grey V-neck sweaters, grey flannel skirts and trousers, white shirts and striped 
ties, and teachers wearing gowns, can give an image of Hogwarts as very traditional 
British-style school. All those portrayals of Hogwarts function as a sign of 
‘Britishness’ defined by ‘tradition and formalities’.
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Harry is portrayed as a very polite boy who frequently uses the word ‘Sir’ when 
talking to his superiors. Harry can be viewed as quintessentially British due to his 
gentlemanly behaviour. The film also promotes or reinforces a traditional image of the 
British national character as ‘polite and gentleman’ by the representation of the main 
character of Harry Potter.
Thus, this film gives Japanese viewers an impression of the UK that it is a country of 
tradition, history, antiquity, formalities, and manners.
7.2.2 Televisual eonstruction of the UK as a destination
Sherlock Holmes Series (Granada Television)
The Sherlock Holmes stories by Arthur Conan Doyle have been adopted for many films 
from the early years of the twentieth century until the present time. Sherlock Holmes, 
the literary figure who is famous for his deerstalker and pipe, has been the most filmed 
fictional character of all times (Barnes, 2002). In the 1980s, however, a new 
generation of people were introduced to Sherlock Holmes by television, in particular a 
long-running television series made by Granada Television staring Jeremy Brett whose 
performance created the definitive Holmes. The programme has been screened or re­
screened in a total of seventy-seven countries including Japan, and has proved to be a 
worldwide success (Haining, 1994). Audiences all over the world now regard that 
series as being the most faithful in terms of production values (high standards of 
authenticity) and performances to the spirit of Conan Doyle’s original stories (Haining, 
1994). In Japan, all four series. The Adventures o f  Sherlock Holmes, The Return o f  
Sherlock Holmes, The Case-book o f  Sherlock Holmes, and The Memoirs o f  Sherlock 
Holmes were shown between 1985 and 1994. The series have proved to be very 
popular amongst Japanese audiences and the productions have often been re-broadcast.
The series have forty-one episodes in total including five made for television movies. 
All episodes feature Sherlock Holmes’s residence in ‘Baker Street’ in London and the 
main setting of seventeen episodes is London in the Victorian era (the late 1890s and the 
early 1900s). Many of those episodes include scenes of gas-lit London streets often 
with fog, old-fashioned carriages or four-wheelers, and men dressed in black-tailed suits 
and shiny top hats as the backdrops, capturing the atmosphere of Victorian London. 
For example, the episode of the Bruce Partington Plans begins with the scene of a dim.
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fog-draped London street and it also features the London Underground. In The Sign o f  
Four, viewers can see not only misty, foggy London streets but also a riverboat chase 
along the Thames with touristic sights of the Big Ben, Westminster Pier, and the Tower 
of London under misty conditions. This representation of foggy London in the series 
is very impressive, and may remain firmly etched in Japanese viewers’ memory, 
creating a mythical vision of the UK. The production also portrays Victorian 
festivities such as the Christmas celebration featured in The Blue Carbuncle. Although 
much of the filming of London was done on a custom-built ‘Baker Street’ of three- 
storey terraced buildings at Granada’s Manchester studio, actual streets in London, 
Manchester and Liverpool were also used for the London scenes. Viewers can thus 
view ‘old’ London in the Victorian era and London life through those episodes.
It appears that many clients who need Holmes' help as a detective are wealthy, upper- 
class people who live in a large country house. Ten of Holmes' investigations in the 
series take place at country houses or manor houses in the countryside, ranging firom 
Baskerville Hall in Dartmoor in the Hound o f the Baskervilles, a client’s old country 
house in Derbyshire in The Dancing Men, Abbey Grange in Kent in Abbey Grange, the 
home of Holmes' old friend in Sussex in The Musgrave Ritual, Stoke Moran in Surrey 
in The Speckled Band, to Shoscombe Park in Berkshire in Shoscombe Old Place. In 
the episode of The Master Blackmailer, reflecting the main upper-class, aristocratic 
characters, four different stately homes are featured although the main setting is in 
Hampstead, in London. The centrality of the country house lying amid parks and 
meadows as a setting for the stories is one of characteristics of the production.
The production-maker made great use of locations in England, in particular properties 
located around Manchester, including historical buildings and picturesque manor houses 
to evoke the authentic atmosphere of Britain in the Victorian era (Haining, 1986). 
Properties providing the background to the stories included Leighton Hall, near 
Camforth, Chatsworth in Derbyshire, Tatton Hall in Tatton Park, Adlington Hall and 
Dunham Massey in Cheshire, and Baddesley Clinton, Lapworth, near Warwick. 
Adlington Hall and Chatsworth are featured in more than one episode. The frequent 
display of manor houses, both their exteriors and interiors, can signify historical aspects 
of the UK, and the depth of British history.
Many of those stately homes have extensive parks and beautiful gardens where 
Holmes sometimes investigates. In The Master Blackmailer, there is a scene of a 
picnic in the garden by well-dressed ladies and gentlemen. The episode of The
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Boscombe Valley Mystery ends with shots of a couple walking in the beautiful garden of 
a manor house full of flowers on a fine summer day. Thus, with manor houses and 
their beautiful gardens frequently featured in the series, this series can create an image 
of the UK as a country which abounds with gardens.
Furthermore, in order to investigate cases. Holmes and Watson frequently take a train 
journey to the countryside, followed by a short journey by a carriage in the countryside, 
which shows to viewers a variety of beautiful natural landscapes in Britain. In The 
Hound o f  the Baskervilles, the stem and wild moorland landscape in autunrn is featured, 
although actual location shots were not in Dartmoor but at Brimham Rocks in Yorkshire. 
Similarly, The Priory School episode includes shots of moor landscapes and an 
underground cavern. Cornwall, with its rocky coast, is featured in the episode The 
Devil’s Foot which was shot entirely on location in Cornwall. The setting of The 
Disappearance o f  Lady Frances Carfax is changed to the Lake District from 
Switzerland, hence the episode shows the beautiful landscape of the area, including 
Derwent Water. Scenes of thick woods are frequently included in three episodes of 
Shoscombe Old Place set in Berkshire, The Boscombe Valley Mystery set in Cheshire, 
and the Solitary Cyclist set in Surrey. In The Last Vampyre, based on Doyle’s story of 
The Sussex Vampire, rural landscapes of a village in the countryside, represented by the 
village of Stanton in the Cotswolds, provide the backdrop to the supernatural story. 
Thus, the series can promote an image of the UK as a country rich in nature and natural 
landscapes.
In terms of images of the British people described in the production, many male 
characters are dressed in black-tailed suits and shiny top hats while many female 
characters are also dressed in elegant style, conveying a dignity of the dress and features, 
and producing an image of the UK as a country of elegant ladies and gentlemen. 
Holmes and Doctor Watson are also portrayed as wealthy gentlemen who always travel 
in the first-class carriage. Holmes is portrayed as cynical and eccentric with an 
onmiscient brain, while Doctor Watson can be seen as a typical British gentleman 
whose attitude to women is chivalrous. Japanese viewers may see Holmes and Doctor 
Watson as archetypes of the British gentleman.
Agatha Christie’s Poirot series (LWT, ITV)
Agatha Christie wrote nearly forty murder mysteries featuring a Belgium detective,
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Hercule Poirot. Television adaptations of Poirot, starring David Suchet as Poirot and 
Hugh Fraser as Captain Hastings, was launched by London Weekend Television in 1989 
in the UK and fifty-four episodes were produced by 2002. The LWT’s adaptations of 
Poirot perfectly capture the look and feel of the late 1920s and early 1930s of Britain- a 
flourishing and futuristic period of Art Deco when the stories are set. The series has 
been sold to fifty-one foreign countries including the USA, Canada, Australia, France, 
Germany, Spain, Scandinavian countries, and Japan (Haining, 1995). In Japan it has 
been broadcast on NHK since January 1990 and the old episodes are often still shown 
today on satellite channels. Forty-seven volumes of videos are now available in Japan.
Of the fifty-four episodes, forty-seven stories are set in Britain and the rest are set in 
foreign countries. Almost all episodes feature Poirot’s modem flat stylised in 
streamlined art deco in London. Florin Court, a thirties building, in Charterhouse 
Square in London provides the exterior shot of his flat, Whitehave Mansion. Since in 
nineteen episodes murders take place in London, London and its surrounding areas have 
provided many locations. The series therefore contains many typical London scenes, 
ranging from terraced houses, landmarks such as the Albert Hall, museums, hotels, 
restaurants, train stations, the Underground, double-decker buses, classic black cabs, to 
red telephone boxes in streets.
Poirot’s clients are mainly people of the upper classes, the aristocracy and London 
high society. Reflecting the setting of the 1930s, some murders take place at big 
‘modem’ houses, but some clients still live in old manor houses in the countryside. 
Six stories have a country house setting and were filmed on locations using various 
authentic manor houses in southem England. For example, in The Mysterious Affair at 
Styles a typical Cotswold manor house, Chavenage House in Horsley, Gloucestershire, 
provided the exterior of Styles Court, while several interior shots were filmed at an old 
Tudor mansion, Chenies Manor House, near Amersham. In Hercule Poirot’s 
Christmas, a Kent village, Chilham with many half-timbered houses and a red brick 
Jacobean mansion was used. An old country hotel. Little Thakeham in Sussex was 
used to double as the house of his friend Andrew Marsh in Cambridge in The Case o f  
the Missing Will. These frequent shots of old historical properties can give viewers an 
impression of the UK as a very old country steeped in a long history.
Other specific locations used in the production included rural areas with beautiful 
scenery such as the Lake District. The Lake District is the main setting for two 
episodes. Double Sin and Dumb Witness, and it is also portrayed in The Adventure o f  the
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Clapham Cook. The three episodes present the beautiful natural scenery of the area. 
On the other hand, The Murder o f Roger Ackroyd features a Cotswold village, Castle 
Combe, as the village of Kings Abbot where Poirot is newly retired and living, 
providing viewers with many shots of the tiny village with rows of honey-colour stone 
houses. The Cornish Mystery also contains many picturesque scenes of a small old 
town with a castle and an ancient yam market, provided by Dunster in Somerset. 
Seaside towns or villages are the main setting for The Peril at End House with a real 
location of Salcombe in Devon and Jewel Robbery at the Grand Metropolitan set in 
Brighton. The Peril at End House begins with an aerial view of landscapes of 
patchworks of green fields in summer, while The Mystery o f  the Hunter’s Lodge 
includes wild winter landscapes of valleys covered with snow, where Hastings and 
Poirot participate in a shoot.
Although this television series brings viewers the UK with some modem architectural 
features, in particular Art Deco styles, traditional aspects of British society are also 
represented. Throughout the series the most common shots included in each episode 
are those of tea drinking, steam railways mnning in the countryside, and fresh flowers 
piled in vases in rooms, interiors of steam railways look like that of the Orient 
Express. Shots of gardens with full of flowers or gardening are also frequently 
included in the production. Scenes of the Chelsea Flower Show which Poirot visits for 
a rose named in his honour, are featured in How Does Your Garden Grow, and in that 
episode key evidence is found in the garden-beds of the victim’s house. In The 
Murder o f  Roger Ackroyd even Poirot is seen working in his garden. The British love 
of gardening and flowers is thus seen in many episodes, again creating an image of the 
UK as a country of gardens.
Miss Marple series (BBC)
This is an adaptation of Agatha Christie’s detective stories, starring Joan Hickson as an 
amateur sleuth. Miss Marple. The BBC’s Miss Marple series had twelve episodes 
which were shown on NHK and later Tokyo twelve channel in Japan. All twelve 
episodes were transformed into video in Japan by 1998. Although one episode, A 
Carribbean Mystery, is set in Barbados, other eleven stories are set in Britain, in 
particular in small mral villages. Three episodes are set in the fictitious village of St 
Mary Mead where Miss Marple lives and enjoys gardening in her cottage garden. The
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village is seen as a very old and quiet village with some stone houses, thatched cottages, 
a church with a vicarage, and a manor house called Gossington Hall. Further two 
stories are set in similar tiny villages in rural areas. Thus, crimes seem to exclusively 
flourish in the rural areas and in particular at manor houses set in the countryside. In 
four episodes {The Body in the Library, 4.50 From Paddington, They Do It With Mirrors, 
and the Mirrors Crack’dfrom side to side), murders and most of the investigation of the 
cases take place at grand manor houses with extensive grounds or parks. In Sleeping 
Murder, a beautiful green landscape in the fine weather is portrayed. Seaside towns 
and villages around Sidmouth and Exmouth in West Country provided locations for that 
episode, whose main setting is a fictional town of Dillmouth in Devon. In Nemesis, 
Miss Marple participates in a ‘Historic Houses and Gardens’ bus tour for the 
investigation, bringing viewers many beautiful gardens and country houses such as 
Stourhead in Wiltshire and Blenheim Palace in Oxfordshire. Sleeping Murder also 
features an aristocratic country house with a beautiful garden with lots of flowers. 
Many scenes of the productions also contain flowers piled in vases in rooms.
Throughout the stories, scenes of tea drinking in the garden or in the lounge of a hotel, 
and at a teashop, are prominent. In the episode At Bertram’s Hotel, Miss Marple 
enjoys afternoon tea with ‘real’ muffins and seedcake in the elegant lounge of her 
favourite London hotel. The tea drinking custom is thus seen as central to the British 
way of life. There is a scene in which Miss Marple claims that what she really wants 
now is ‘a nice cup of tea’ in the episode The Moving Finger.
The Miss Marple series portrays comfortable village life and emphasise the 
importance of the tea drinking custom in the British way of life. It also can give 
Japanese viewers an impression of the UK as a land of the beautiful countryside, dotted 
with country houses and gardens.
Mr Bean (ITV)
This television production was an occasional series created by Rowan Atkinson, with 
writer Richard Curtis, and was screened between 1990 and 1995 in the UK. In total 14 
episodes of 24-minutes each were produced. By 1995 it had been sold to 82 overseas 
countries and became a worldwide hit because it is purely visual and physical comedy, 
which can appeal to all nationalities and all ages regardless of language (Dessau, 1999). 
In Japan it was 1991 when the series was first shown on NHK and at the end of 1997 all
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episodes were released on video, which had partly helped to make Mr Bean a success in 
Japan. In June 1998 Mr Bean was voted as the boss the Japanese would most like to 
work for (Dessau, 1999), and a key-holder of Mr Bean’s teddy bear became a very 
popular product in the Japanese market.
Through each episode audiences can see how Mr Bean leads his daily life in modem 
British society. Mr Bean is not wealthy, yet has his own car, a Mini, dresses 
gentlemanly-like, wearing a tweed jacket with leather arm-patches, slightly too short 
trousers, a shirt and tie, lives in a bed-sit, and sleeps with a teddy bear by his side. Mr 
Bean goes shopping at department stores to buy a television or an armchair, goes even 
to Harrods for Christmas shopping, goes to church, a library, a dentist, hospital, a school 
for its open day, a village festival, a launderette, and a barber shop. He sometimes 
spends his time going on picnics in parks, playing mini-golf or at an amusement park, 
staying in a seaside hotel, dinning out at a restaurant, and visiting Windsor Castle. He 
also rides a bus, a train, and an airplane. Audiences would, however, notice that Mr 
Bean is a deeply lonely character because he almost always goes out by himself. The 
series essentially portrays everyday life of ordinary British people including seasonal 
celebrations like Clnistrnas and New Year Eve, which he at least tries to spend with 
some friends. The very British culture and everyday life can be thus observed in each 
episode, as well as the British male’s penchant for privacy or solitude.
Some episodes contain scenes to suggest the existence of the Royal Family. For 
example, there is a scene where Mr Bean meets the Queen in the theatre foyer (Odeon) 
and it is seen that the wall of his room is decorated with two pictures of Diana and 
Charles, Prince and Princess of Wales, which are eventually cut by Mr Bean in the 
episode with a theme of do-it-yourself. Another episode shows that Prince Charles’ 
picture is also displayed as one of the hair models at a hairdresser’s. Although all 
these episodes are parodies of the Royal Family, they can give an impression that 
everyday life in contemporary Britain is still closely linked with British royalty.
The character of Mr Bean is a stereotypical British man who is dimwitted and 
awkward although he is unusually childish and vindictive. Mr Bean also has eccentric 
humour. Throughout the stories, British national characters are represented in the 
character of Mr Bean: individuality (freedom of the individual), a sense of humour, and 
eccentricity. Thus, this programme can project an image of the British people as 
individualistic, humourous and eccentric.
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7.2.3 Literary construction of the UK as a destination 
Beatrix Potter’s stories
There are twenty-three books written and illustrated by Beatrix Potter. As discussed in 
Chapter 4, she is known as a creator of Peter Rabbit in Japan largely due to character- 
related merchandising activities, such as china, dolls and television advertising, 
although Peter Rabbit himself features in only three stories. The Tale o f  Peter Rabbit, 
The Tale o f Benjamin Bunny and The Tale o f Mr. Tod. The Tale o f  Peter Rabbit was 
Beatrix Potter’s first book, published in the UK in 1902, and it has remained her most 
popular book since its first publication. The book has sold over 40 million copies and 
been translated into more than 35 different languages (Varlow, 2002). In Japan The 
Tale o f  Peter Rabbit was published together with other five stories in Japanese for the 
first time in 1971. Although in terms of her book sales the United States comprises her 
biggest public, followed by Britain (Davies, 1988), her books, especially The Tale o f  
Peter Rabbit, are very popular in Japan where over 1.3 million copies of the Japanese 
edition of the tale have been sold (Kallinan, 2002). Hobbs et al (1987) argue that part 
of the charm of Beatrix Potter’s stories lies in the extraordinary mixture of reality and 
fantasy, aided by the competent drawing of real animals, not only familiar animals but 
also unfamiliar animals to children. The popularity of Beatrix’s stories amongst the 
Japanese may be largely explained in terms of the cuteness of her little animal 
characters, especially Peter Rabbit. Her books are also enjoyed by many mature 
Japanese readers.
The Lake District where Potter spent many summers and Hill Top farm in the village 
of Near Sawrey, which she bought in 1905 became the main setting for the world of 
Peter Rabbit and his friends. Many strings of tales are based on places and things she 
had seen in the Lake District, which had been her inspiration, motivation and model 
(Davies, 1988). A quarter of the tales {The Tale o f Ginger and Pickles, The Tale o f  The 
Pie and The Patty-Pan, The Tale o f  Samuel Whiskers, The Tale o f  Tom Kitten, The Tale 
o f Jemima Puddle-Duck, The Tale o f  Johnny Town-Mouse, and The Tale o f  Pigling 
Bland) are set at Hill Top, and in the Near Sawrey village, which lies near Esthwaite 
Water.
Hill Top Farm’s house and garden feature extensively in The Tale o f  Tom Kitten. Its 
porch with climbing roses and front door and its garden with profusion of roses,
277
foxgloves, sweet peas and lupines are clearly depicted in the story’s illustrations. A 
wooden gate and wall at the bottom of the garden path are also seen in the illustrations. 
Some of the illustrations contain the house’s interior, its staircase and bedrooms. 
Similarly, The Tale o f Samuel Whiskers contains many scenes of the interiors of Hill 
Top Farm, including the old-fashioned kitchen range, the fire, the kitchen dresser, and 
the staircase, all of which are vividly illustrated in the book.
Potter also included many illustrations of lanes, houses, and gardens in the Near 
Sawrey village. The Tale o f  Jemima Puddle-Duck is set in the farmyard at Hill Top 
and contains a view from the hills above the farm. A picture of the Tower Bank Arms, 
a local pub in the village is also shown in that story. In The Tale o f  The Pie and The 
Patty-Pan, there is an illustration of a beautiful garden with lots of flowers at Buckle 
Yeat, the home of a little dog Duchess, from which Duchess picks a bunch of flowers as 
a present for the cat, Ribby. Its front-page shows Hill Top Farm in the background. 
A cottage garden in the village features as a place where a mouse, Timmy Willie, lives 
in The Tale o f Johnny Town-Mouse. The Tale o f Pigling Bland vividly shows Sawrey 
crossroads while The Tale o f Ginger and Pickles sketches the village street with shops 
and houses.
The natural landscape surrounding the village is also illustrated in The Tale o f  Mr. Tod, 
centred around the fox, Mr Tod, and the badger who live at the top of Bull Banks, rising 
behind the village of Near Sawrey. Esthwaite Water, which lies at the bottom of the 
village, can be seen in some of the pictures in that story and The Tale o f  Jemima Puddle- 
Duck.
Other natural landscapes in the Lake District provide the settings for other Potter’s 
stories. For example. The Tale o f Squirrel Nuskin is set on the shore of Derwentwater 
and includes the illustration of the squirrels sailing over to Owl Island (St Herbert’s 
Island) and the fells beyond. The Newlands Valley, which lies west of Derwentwater, 
is the setting for The Tale o f  Mrs. Tiggy-Winkle and the distant view of the valley from a 
hill is clearly shown in the book. Three popular tales, two of which feature Peter 
Rabbit, The Tale o f  Peter Rabbit, The Tale o f Benjamin Bunny, and The Tale o f  the 
Flospy Bunnies take place in the vegetable garden of Mr McGregor. Although there is 
no specific location provided for the actual Mr McGregor’s garden or Peter Rabbit’s 
garden, the stories contain many illustrations of a beautiful garden.
Together with the natural features prominent in the stories, a quite village life and the 
way of village life are portrayed in her several tales. In The Tale o f  The Pie and The
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Patty-Pan Ribby the cat invites the little dog Duchess to an elegant tea party; In The 
Tale o f  Tom Kitten, the cat Tabitha Twitchit expects company to tea; a cat invites a rat to 
tea in The Sly Old Cat, and The Fox and the Stork also takes as its theme featuring a tea 
party.
Potter’s stories and illustrations contain rich depictions of rural life in a village 
surrounded by beautiful and rich countryside. The frequent display of beautiful natural 
landscapes, gardens, old things and furnishings can signify a particular way of British 
life in which people love nature and gardens, and value keeping old things. The 
importance of tea as a social event in the British way of life is also signified, creating an 
image of the UK as a country with tea-drinking custom. Squire (1993) states that part 
of the appeal of Potter’s books lies in their depiction of English rural life which creates 
a romantic image of the UK in readers’ mind as a rural idyll away from the speed and 
bustle of modem urban life. Many scenes painted in Potter’s stories can create a 
vision of village life as an ideal existence and celebrate the quiet gentle country life for 
the majority of Japanese people living in towns and cities. With the idealised images 
of rural British society. Potter’s stories can thus project the UK as a country of mral 
beauty and countryside with gentle scenery.
Arthur Conan Doyle’s Sherlock Holmes stories
Arthur Conan Doyle produced more than sixty detective stories featuring Sherlock 
Holmes set in Victorian England. Doyle’s works of Sherlock Holmes were first 
included in a juvenile book with a selection of world literary works which was 
published in 1955 in Japan.
As seen Table 7.11 below, many of Sherlock Holmes’ adventures were set in London 
and the surrounding areas. In addition to Baker Street 221b where Holmes’ residence 
is located, there are many of the actual places and streets in London mentioned in Dr. 
Watson’s narratives which today are still easily identified. Some of the present-day 
London landmarks, such as Scotland Yard, the British Museum, Covent Garden Opera 
House, and the railway stations (Victoria, Paddington, Waterloo, Charing Cross, King’s 
Cross and Euston) from which they set out for the scene of their investigation, are 
referred to in one or more cases. Through reading Sherlock Holmes adventures, 
readers can take a journey with Holmes and Dr Watson through the London streets, 
sometimes by the Underground, and sometimes by four-wheel carriages. As Wilson
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(1974) suggests, the Sherlock Holmes stories evoke late Victorian England, including 
the gas-lit, fog-murky, London. Many stories contain descriptions of foggy, gas-lit 
London streets. In The Bruce-Partington Plans, ‘the fog hung about the dim, fog- 
draped street’, and ‘a thick fog rolled down between the lines of dun-coloured houses’ 
in The Copper Beeches. In The Red-Headed League, Holmes and Watson rattle 
through ‘an endless labyrinth of gas-lit London streets’. Although there is no smog in 
London today, Sherlock Holmes stories can still create the imagined world of ‘foggy’ 
London in readers’ mind.
Table 7.11 Main Settings of Sherlock Holmes stories 
Region (County) Story titles
London &
Greater London(25)
Surrey (7)
Sussex (6)
Kent (4)
Hampshire (4)
Berkshire (2)
Norfolk (2)
Devon & 
Cornwall (3)
University towns 
(Cambridge) (3)
Charles Augustus Milverton, Empty House, Red-Headed 
League, Second Stain, Norwood Builder, Six Napoleons 
Illustrious Client, Mazarin Stone, Three Gables, Sign of Four 
Three Garridebes, Veiled Lodger, Stockbroker’s Clerk, Yellow 
Face, Resident Patient, Red Circle, Bruce-Partington Plans 
Greek Interpreter, Scandal in Bohemia, Beryl Coronet,
Blue Carbuncle, Dying Detective, Case of Identity 
Nobel Bachelor, Study in Scarlet
Speckled Band, Solitary Cyclist, Retired Colourman, Naval 
Treaty,Wisteria Lodge, Cardborad Box, Reigate Squires
Sussex Vampire, Lion’s Mane, Musgrave Ritual, Five Orange 
Pips, Black Peter, His Last Bow
Man with the Twisted Lip, Abbey Grange, Golden Pince-nez 
Valley of Fear
Cooper Beeches, Problem of Thor Bridge, Crooked Man 
Gloria Scott
Shoscombe Old Place, Engineer’s Thumb 
Gloria Scott, Dancing Men
Hound of the Baskervilles, Silver Baize, Devil’s Foot
Missing Three-quarter (Cambridge), Creeping Man (Cramford) 
Three Students (one of great University towns)
2 8 0
Derbyshire (1) Priory School
Bedfordshire (1) Blanche of Soldier
Switzerland (2) Final Problem, Disappearance of Lady Frances Carfax
Holmes and Dr Watson also set off on many expeditions around England by railway, 
ranging from Derbyshire in the northern England, to the south-west coast of Cornwall, 
although his most investigations of cases happen in the south of England such as Surrey, 
Sussex, Kent and Hampshire. The industrial northern parts of England, Scotland and 
Wales were not frequently selected for the setting of Holmes’ problems (see Table 7.11). 
There is a mixture of real places and fictional places used in each region. There are, 
however, many descriptions of the countryside in stories which can bring vividly before 
readers specific landscapes. When Holmes and Waston are in the countryside, they are 
described as being fresh from the fog of Baker Street. In The Adventure o f  Shoscombe 
Old Place, comments were made as follows; “two weary Londoners who badly need 
some good Berkshire air”. In The Solitary Cyclist, there is a description of “a heath- 
covered countryside, with the glowing clumps of flowering gorse, seemed all the more 
beautiful to eyes which were weary of the duns and drabs and slate-greys of London”. 
In The Copper Beeches, Dr Watson describes the scenery from the window of the train 
heading for Aldershot in Hampshire as a smiling and beautiful countryside: “all over the 
countryside, away to the rolling hills around Aldershot, the little red and grey roofs of 
the farmsteadings peeped out from amidst the light green of the new foliage”. 
Dartmoor in Devon provides the main setting for two stories. Silver Blaze and The 
Hound o f the Baskervilles, and its landscape of the moor is described as a complete 
wildness and a steep curve of heath-clad land with crests of jagged grantie. In the 
same way, a description of the rolling Hampshire moors with heather and fading ferns in 
autumn is included in The Problem o f Thor Bridge. Cornwall, with its rocky coast, 
provides the backdrop of The Devil’s Foot and it is described as a country of rolling 
moors with strange monuments of stone. A flat and clean landscape around 
Cambridge described as a ‘sleepy countryside’ also acts as the backdrop of The Missing 
Three-Quarter. Weald, the remains of widespread beautiful woods in Sussex is 
portrayed in Black Peter, while the Boscombe valley with thick woods and a lake in 
Herefordshire is described as having perfect air and scenery in The Boscombe valley 
mystery. Thus many charming rural places and a variety of natural landscapes of the
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UK are introduced to Japanese readers through Doyle’s Sherlock Holmes stories.
Holmes’ investigations of cases often involve in visiting or staying at country houses 
in the countryside. Those country houses are very old and detailed descriptions of 
both exteriors and interiors of the old houses are often included in his stories (see Table 
7.12). For example, Hurlstone in the Musgrave Ritual has a splendid park with fine 
old timber surrounded the house, and its corridors have their walls largely decorated 
with trophies of old weapons. A bedroom at a very old mansion of Stoke Moran in 
The Speckled Band is sketched as having a low ceiling and a gaping fireplace after the 
fashion of old country houses. The dinning room at Abbey Grange is “a very large and 
high chamber with carved oak ceiling, oaken panelling, and a fine array of deers’ heads 
and ancient weapons around the walls”. These descriptions can give Japanese readers 
a clear picture of the UK as a country of antiquity and history.
As seen above, Sherlock Holmes’ stories can create an imaginary geography of the 
UK as a land ftill of natural beauty, antiquity, and history with peaceftil countryside and 
foggy, old yet attractive London as the cultural centre of the country.
la o ie  v . i z
Country houses featured in Sherloek Holmes stories
•  Abbey Grange, a low, widespread house pillared in front after the fashion of 
Palladio, whose dining room with carved oak ceiling and panelling in Kent {The 
Abbey Grange)
•  Baskerville Hall with heavy mullioned windows in Devon {The Hound o f  The 
Baskervilles)
•  Birlstone, an ancient moated manor on the Kent-Sussex border {The Valley o f  Fear)
•  Chiltem Grange in Hampshire {The Solitary Cyclist)
•  Gunningham’s estate in Surrey {The Reigate Squires)
•  High Gable, a large English country house in Surrey {Wisteria Lodge)
•  Holdemesse Hall of the Duke of Holdemesse in Derbyshire {Priory School)
•  Hurlstone, with mullioned window and wreckage of a feudal keep, the oldest 
inhabited building in the country, in Sussex {The Musgrave Ritual)
•  Stoke Moran, a two hundred year-old manor house set in a heavily timbered park in 
Surrey {The Speckled Band)
•  Thor Place, a grand old manor house widespread, half-timbered house, half Tudor, 
half Georgian upon the crest of the hill in Hampshire {Thor Bridge)
•  Tuxbury Old Hall, a great wandering house standing in a considerable park, with 
interiors of all panelling and tapestry in Bedfordshire {Blanced Soldier)
•  Ridling Thorpe Manor, owned by one of the oldest families in the country of 
Norfolk {The Dancing Men)
•  Von Bork’s country house in the East coast of England {His Last Bow)
•  Yoxley Old Place in Kent {The Golden Pince-nez)
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Agatha Christie’s detective stories
Agatha Christie wrote more than sixty detective novels and 148 short stories, of which 
Miss Marple appears in twelve novels and twenty short stories, and Hercule Poirot 
appears in thirty-three books and fifty-six short ones. In Japan most well known 
stories by Agatha Christie would be those featuring these two detectives, which are the 
focus of an analysis here. Agatha Christie was seldom specific about the settings of 
her stories, and her stories contain a mix of real places and fictional ones.
According to descriptions provided in the stories. Miss Marple is an elderly, spinster 
lady appeared as an amateur detective at the age of sixty-five or so. She is a provincial 
gentlewoman who think people of what she called ‘our own class of life’ to be ladies 
and gentlemen (Hart, 1997). She lives in an old cottage with an elongated garden full 
of flowers such as hollyhocks, larkspurs, Canterbury Bells, snap-dragons, sweetpeas, 
and roses. Her typical breakfast comprises tea, a boiled egg, toast, butter and honey or 
sometimes herrings. Her house is located in a rural village of St. Mary Mead, twelve 
miles from the coast, twenty-five miles south of London, and accessible by train from 
Paddington station. The village is said to be somewhere in Kent. Most of problems 
or crimes tackled by Miss Marple occur in St Mary Mead: a total of sixteen murders, the 
half of her cases occurred in that village. She sometimes goes to London to go to the 
opera or the theatre, to eat at Claridges, the Savoy, the Berkeley or the Dorchester with 
her friends, and to stay at a hotel, and makes frequent journeys to other areas of England, 
in particular to south- western England. In Sleeping Murder, Miss Marple travels to 
the south-west of England, to stay in Dillmouth, ‘a charming and old-fashioned little 
seaside town’.
One of her hobbies is gardening, and she often gives comments about other gardens 
encountered during her adventures. In Nemesis, Miss Marple takes ‘the Famous 
Houses and Gardens of Great Britain’ bus tour visiting historic buildings and gardens as 
part of her investigation. She admits that she will enjoy the gardens most, ‘looking 
forward very much to seeing some of the really finely kept gardens of the historic 
houses’. In that story, visits to Blenheim Palace where she enjoys the gardens and the 
beautiful view, and a small Queen Anne Manor House with an interesting history and 
beautiful and unusually laid out garden are included.
Tea is one of her daily events and she likes her tea clear and prefers scones and butter 
to cake. Scenes of afternoon tea drinking are included in many Miss Marple stories.
283
For example, At Bertram’s Hotel features her stays at an old hotel in London where 
astonishing number of people have traditional afternoon tea in the lounge because 
afternoon tea is quite a feature of Bertram’s and it is the only place in London people 
can still get ‘real’ muffins and seed cake like old days. Bertram’s is portrayed as a 
hotel with atmosphere of old England where people can step back a hundred years and 
have ‘a wonderful English breakfast’. Readers are also told that Miss Marple’s 
bedroom has a rose-flowered wallpaper and a bathroom with a tiled wallpaper of roses.
The term ‘old-fashioned’ is frequently used in the stories: Miss Marple herself is old- 
fashioned; St Mary Mead is an old-fashioned village; an old-fashioned afternoon tea is 
served at the old-fashioned, Bertram’s Hotel. The UK described in Miss Marple 
stories is essentially an old-fashioned country with a rural idyll.
On the other hand, Poirot is Belgian but has a British partner, Captain Hastings. 
Poirot likes ‘modem’ (in Christie’s time) things, living in an Art Deco flat in London. 
He dislikes English tea and drinks herbal teas. Poirot lives in an elegant world and 
enjoys the luxury, going out to eat in elegant establishments in London, such as The 
Ritz, The Savoy, Claridges, the Carlton, the Gallant Endeabour and the (Ye Olde) 
Cheshire Cheese, going to parties by the rich and famous, travelling first class on trains, 
taking holidays in the Devon and Cornish coasts, and staying at luxurious hotels.
His clients are mainly people of the English upper classes, the aristocracy and London 
high society, most of whom live in big houses with large grounds and have servants. 
Many murders take place in the gardens and drawing rooms or studies in big houses in 
the suburbs or the countryside. Members or servants of the upper class therefore tend 
to become victims, murderers or witnesses in Poirot stories.
Poirot stories also provide portraits of the country house life -  week-long parties, 
hunting and shooting by day, formal dinners, and afternoon tea in the lounge or the 
garden. In The Adventure o f Christmas Puddings, Poirot enjoys an old-fashioned 
Christmas at King Lacy, a fourteenth century English manor house with mullioned 
windows in the countryside. Readers are told that the traditional Christmas dinner 
consists of oyster soup, boiled and roast turkeys, plum pudding with a ring and a 
bachelor’s button, and desserts. Afternoon tea is described as “a hearty meal of scones, 
cmmpets, sandwiches and three kinds of cake” in that story.
In terms of British national character, Poirot’s partner. Captain Hasting is portrayed as 
a typical British gentleman -  honest, gullible, faithfully playing by the mles. Poirot’s 
butler, George, is also described as ‘an extremely English-looking person, tall,
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cadaverous and unemotional’. In Angean Stables, a character of John Hammett is 
described as having every quality of the Englishman due to his honest, his simple home 
life, fondness for gardening, and attachment to old possessions. In Dumb Witness, 
however, Poirot spoke of the English prejudice against foreigners such as the Argentines, 
the Portuguese and the Greeks.
In her many detective novels and stories, the setting is rural and big houses are almost 
always involved in the crime (see Table 7.13). Many murders take place amidst 
pleasant surrounding. Her stories provide an idealised picture of cosy British country 
village life of the middle and upper-class. The cosy village is an essential element in 
her murder mysteries (Fido, 1999). Her stories contain many descriptions of British 
customs, manners, and dishes, such as afternoon tea. Japanese readers can have a clear 
picture of the British way of life through reading her stories. The importance of 
gardens, tea, and the countryside for the British people is emphasised in many of her 
stories, creating an image of the UK quite like that.
Table 7.13 Main Settings of Miss Marple & Poirot’s stories 
(number of stories)
Rural setting, place specific UK locations 
(M)= Miss Marple stories 
Region (County) Story titles
Devon (6)
Cornwall (4)
Essex (3)
Berkshire (2)
Evil Under the Sun (a hotel presiding over a small island) 
Read Man’s Folly; The Flock of Geryon; Double Sin 
The Case of the Missing Will (an old farmhouse)
The Idol House of Astarte (M)
Peril at End House (St. Loo, a village on the coast)
The Cornish Mystery (Polgrawith, a small market town) 
Elephants can remember 
Ingots of Gold (M)
The Mysterious Affair at Style; Curtain 
(a village of Styles St Mary)
The Tragedy at Marsdon Manor (Marsdon Leigh)
Dumb Witness (Market Basing)
The Lemean Hydra (Market Loughborough)
Buckinghamshire (1) How Does Your Garden Grow? 
Surrey (1) The Adventure of Johnnie Waverly
285
Derbyshire (1) The Mystery of Hunter’s Lodge
Somerset (1) The Four Suspects (M)
Country/Big House setting (18)
Miss Marple:
The Body in the Library; They Do It With Mirrors; 4:50 From Paddington; The Mirror 
Crack’d From Side to Side; The Herb of Death
Poirot:
The Mysterious Affair at Styles; Hercule Poirot’s Christmas; Five Little Pigs;
The Hollow; Mrs McGinty’s Dead; The Underdog; Dead Man’s Mirror; The Cretan 
Bull; The Adventure of Jonnie Waverly; The Adventure of the Western Star; Dream;
The Submarine Plans; The Adventure of the Christmas Pudding
Emily Bronte
Wuthering Heights was the only novel written by Emily Bronte. It is, however, known 
throughout the world as a tragic love story with a memorable character of Heathcliff. 
It was published in 1847 in the UK and since then it has been translated into twenty-six 
languages and has generated five television adaptations and eight films (Jack, 1995). 
Even a pop singer, Kate Bush wrote a song called ‘Wuthering Heights’. The story is 
set in the Victorian age of Britain when it was first published. The main theme of the 
novel is Heathcliff s undying love for Catherine and his long pursuit of revenge against 
two families. The novel was first published in 1954 in Japan and it is still very popular 
amongst Japanese readers, especially female readers. The popularity has led to 
productions of a Japanese version of the film adaptation (1988), a television drama 
(soap opera), musicals (1997,1998) and a play (2002), based on the story.
The story is set in the high moorland above Haworth, a small village in Yorkshire 
where Emily Bronte spent most of her life although there are no actual locations of the 
two houses featured in the story. Emily Bronte uses the landscapes and the weather of 
the moorland surrounding Haworth to highlight the events of the story as well as the 
characters. As the name suggests, the male main character of Heathcliff, who is wild, 
powerful, evil and yet fascinating, is taken from the nature of the moorland landscape 
and weather. Wuthering Heights has, therefore, a strong sense of place which gives a 
powerful impression that the moor is present all through the story. Characters in the
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story, in particular Catherine and Heathcliff, spend a lot of their time on the moor, the 
middle of the heath above the house known as Wuthering Heights, throughout the year. 
Their rambling over the moors is described in scenes in which they climb many 
hillrocks and pass banks on the moors. The wild moors provide many scenes in the 
story and there are many seasonal descriptions of the landscape of the moorland in the 
novel. Those are natural landscapes which cannot be found in Japan and may be 
mythical to Japanese readers. Emily Bronte depicts the moorland landscape of each 
season: “ In winter, nothing more dreary, in summer, nothing more divine, than those 
glens shut in by hills, and those bluff, bold swells of heath”; “the weather broke: the 
wind shifted from south to north-east and brought rain first and then sleet and snow 
covers the ground”. In spring (April), “the weather was sweet and warm, the grass as 
green as showers and sun could make it, and the two dwarf apple trees, near the 
southem wall, in full bloom”. In summer the heath blossoms creating a sea of purple 
heather and there is “the pure heather-scented air, and the bright sunshine” and “the last 
bud from the multitude of blue-bells that clouded those turf steps in July with a lilac 
mist”. Linton’s most perfect idea of heaven’s happiness in summer is described as 
Tying from morning till evening on a bank of heath in the middle of the moors, with the 
bees humming dreamily about among the bloom and the larks singing high up over head, 
and blue sky and bright sun shining steadily and cloudless”. The weather around the 
house of Wuthering Heights, as the name suggests, is often wild; “a high wind blustered 
round the house, and roared in the chimney: it sounded wild and storming; there was a 
violent wind as well as thunder; the moaning wind shook the windows”. The 
moorland comes before readers in all moods and all weathers, inducing readers to walk 
the moor to experience for themselves the setting and inspiration of the story. Thus, 
Wuthering Heights is rich in descriptions of the natural characteristics of the moorland 
and the visual quality of the novel enables readers to imagine the world represented in it, 
creating an image of the UK, in particular of the north, as a rural country rich in wild 
yet beautiful natural landscapes.
J.K. Rowling
J.K. Rowling’s first book, Harry Potter and the Philosopher’s Stone, was first 
published in 1997 in the UK, and it soon became successful worldwide. The Harry 
Potter books have sold over 120 million copies worldwide and have been translated into
287
forty-seven languages (Blake, 2002). Harry Potter has become the most popular figure 
in contemporary world literature. Since December 1999 when the Japanese version 
was first published in Japan, three Harry Potter books have been published in Japan as 
of January 2002.
The main setting of Rowling’s Harry Potter stories is Hogwarts School of Witchcraft 
and Wizardry, a boarding school which is located somewhere in Scotland, accessible by 
the Hogwarts Express from King’s Cross station in London. Hogwarts School is 
portrayed as a vast castle with many turrets and towers standing on the shore of a lake 
surrounding by mountains and forests. Throughout stories everyday life at the British 
boarding school is vividly described through house system, classes, examinations, 
sporting contests, and seasonal events. Pupils wear school uniform, i.e. black robes 
and a pointed hat, and sleep in a four-poster bed in the single sex dormitories. Inside 
the school, there are an old hall, a library, and a long gallery full of suits of armour. 
Although stories are set in contemporary times, many scenes at Hogwarts school give 
readers the atmosphere of an old (low-tech) magical world.
Frequent references to a cup of tea or tea making, and British dishes such as roast 
beef, Yorkshire pudding, rice pudding, steak-and-kidney pie, jacket potato, sausages and 
fried tomatoes, are made throughout the stories. Breakfast at Hogwarts consists of 
porridge, kippers, toast, eggs and bacon, which can be called ‘traditional’. Whenever 
Harry and his friends visit the gamekeeper Hagrid, they are offered a cup of tea and 
some sweets. In Harry Potter and the Prisoner o f  Azkaban, there is a lesson about 
reading the tea leaves in a classroom like an old-fashioned teashop. Rowling’s stories 
thus contain many symbols that can stand for a typical or traditional British way of life.
In Harry Potter and the Chamber o f Secrets, aerial views of landscapes of the UK are 
provided when Harry is in a flying car. From the flying car Harry sees a patchwork of 
fields and clumps of trees, or neat green fields, and wild, purplish moors, and villages 
with churches in the North England. In Harry Potter and the Prisoner o f  Azkaban, 
readers are told that in a village of Hogsmeade located near the school there are little 
thatched cottages and a pub. Thus, Rowling makes great use of typical landscapes of 
the UK in her stories.
The British love of old things, traditional customs such a tea-drinking, uniforms and 
formalities are represented in the stories, creating an image of the UK as a country of 
tradition and antiquity. The British typical landscapes of green fields and moors, 
villages with churches and thatched cottage are also portrayed.
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7.2.3 Popular media Images of the UK
The most popular images of the UK created in the selection of cultural forms of the 
media analysed in the previous section are those of rural idyll or tranquility, beautiful 
countryside, gardens, scenic natural beauty, history, tradition (antiquity), royal, and tea 
(see Table 7.14) Films with contemporary setting emphasised the appeal of London 
life while My Fair Lady and Agatha Christie’s stories created a strong image of the UK 
as an elegant country full of Tadies and gentlemen’.
Table 7.14
Popular images of the UK in popular 
culture
Images of the UK History Tradition Royal Elegant Tea Rural
idyll
Natural Garden London 
beauty
Audio-visual media
Sherlock Holmes TV X X X X X X
Harry Potter X X
Notting Hill X X
Poirot TV X X X X X X X
Mr Bean TV X X
Shakespeare in Love X X
My Fair Lady X X X
Miss Marple TV X X X X
Elizabeth X X
Bridget Jones's Diary X X
Literary media
Beatrix Potter X X X X
Arthur Conan Doyle X X X
Agatha Christie X X X X
Emily Bronte X
J.K. Rowling X X X
Historic Britain
The long and rich history of the UK has left a legacy in its buildings and monuments, 
pageantry and landscape. So-called heritage films of Shakespeare in Love and 
Elizabeth, and ‘mock’ heritage film, in Higson’s (2003) term, of Harry Potter and the 
Philosopher’s Stone, and Sherlock Holmes’s and Agatha Christie’s television
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adaptations display frequently historical properties and old buildings such as castles, 
manor houses, and churches, all of which can signify the long and rich history of the 
UK as material passed down to the present by previous generations and preserved. 
Those historical buildings, in particular manor houses and castles with ancient 
architecture and interiors also create thereby an image of historical Britain of antiquity- 
old world country.
Films and television dramas with a setting of an old University town can similarly 
create a vision of the UK as an old historical country. For example, in Maurice (1988) 
dealing with a story of two male Cambridge university students, Cambridge itself 
provided the actual locations of the film. Interiors of the old dinning hall and chapel of 
King’s college, and exteriors of the green quadrangle, the college gates, and the porter’s 
lodge of Trinity college were all featured. On the other hand, Shadowlands (1993) 
based on a love story of a lecturer and famous writer at Oxford Magdalen college, C.S. 
Lewis, featured Madgalen college with its tall yellow-stone bell tower, the meadow of 
Christ Church college and Sheldonian Theatre. In the television series of Inspector 
Morse with an Oxford setting, old university buildings of many different colleges and 
ancient streets form a backdrop to many of the total thirty-three episodes.
Traditional Britain
Many influential films, television dramas, and literary works, represent some of the 
British cultural traditions, all of which are a product of the long history of the UK. 
Children’s traditional school uniform is portrayed in Harry Potter and the 
Philosopher’s Stone, while the traditional education system of a British public boarding 
school is described in Another Country (1985). Traditional ceremonies of prestigious 
Universities of Oxford and Cambridge, such as highly ceremonious dinner called the 
high table dinner and scholar’s gown to wear at official ceremonies and events, are 
vividly depicted in Shadowlands, Maurice, Inspector Morse and in Igirisu wa Oishi 
(English is delicious) written by a Japanese academic, Nozomi Hayashi.
Tea-drinking
Tea-drinking as well as afternoon tea was the most frequently featured traditional 
custom. In the film Sense and Sensibility (1996), there are many shots of characters
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drinking tea, at breakfast, at tea-time, in a tea room, in a picnic, and in the garden. In 
Alice’s Adventures in Wonderland, the scene of A Mad Tea-party where Alice helps 
herself to some tea and bread-and-butter is impressive, together with a character of the 
Hatter who seems to have obsession for tea and bread-and-butter. Although those two 
stories were written a quite long time ago (in 1865 and 1871), a more recent literary 
work, Hayashi’s Igirisu wa Oishi (England is delicious) also portrays having 
‘traditional’ afternoon tea comprised sandwiches, sweets, scones with Devonshire 
clotted cream in the terrace of the Complete Angler Hotel in a rural town of Marlow as 
a pleasing experience. All those productions can reinforce the importance of the tea- 
drinking tradition in the British way of life.
Beautiful countryside
Country houses
The UK is constructed as a country of beautiful countryside dotted with country houses 
in Sherlock Holmes’s novels and its television adaptation, Agatha Christie’s mysteries 
and their television adaptations. This image of the UK is repeatedly encountred in 
Jane Austen’s novels and their film and television adaptations, all of which portray a 
life of British landed gentry class in pre-industrial society. In the film Sense and 
Sensibility, many actions take place in several country houses and many of the scenes 
were shot in the west-southern part of England, famous for its great scenic beauty, 
making great use of existing historic country houses in and around that area. The 
film Emma is also full of scenes in which viewers can feel the delight of the British lush 
countryside dotted with country houses. All those shots were filmed in fine weather 
conditions, capturing a sunny rural splendour. In the same way, in the BBC adaptation 
of Pride and Prejudice, the scenes of exteriors and interiors of three country houses 
with extensive grounds were frequently featured, and the country houses set in the 
countryside, in particular ‘Pemberley’ of Mr Darcy’s home, were the centrepieces of the 
story. In the film Jane Eyre (1996), Haddon Hall, a medieval house with grey walls, 
battlements, towers, courtyards, and a chapel in Derbyshire, provided the actual location 
for Mr Rochester’s manor house.
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Gardens
Beatrix Potter’s stories, Christie’s literary works featuring Miss Marple and its 
television adaptation give a strong impression of the UK as land full of beautiful 
gardens. The film adaptation The Secret Garden (1993) based upon Frances Burnett’s 
popular children’s book, vividly shows the brightness and beauty of the garden with full 
of flowers in bloom, including shots of daffodils, bluebells, lilies, and roses. The 
house’s secret garden becomes a core of both the narrative as the special place which 
makes people happy and the image of the film. In Lewis Carroll’s Alice’s Adventures 
in Wonderland, a lovely garden with beds of bright flowers and fountains is portrayed as 
“the loveliest garden you ever saw”, and as what attracts the heroine Alice very much. 
His another work. Through the Looking-Glass also has a garden with “a large flower­
bed, with a border of daisies, and a willow-tree growing in the middle”.
Scenic natural beauty (nature and scenery)
The image of the UK as a country' with beautiful natural landscapes was provided in 
literary works by Beatix Potter, Emily Bronte, and Arthur Conan Doyle. The 
illustrations by Beatrix Potter in her stories present readers with beautiful natural 
scenery in the Lake District, while Emily Bronte’s novel, Wuthering Heights provides 
readers with rich descriptions of wild landscape of the moorland. Sherlock Holmes’ 
stories contain a variety of natural landscapes of the English countryside, ranging from 
the wild moorland to the green rolling hills.
Another Bronte sister’s novel, Jane Eyre, together with its film adaptation (1996) also 
contains romantic portrayals of natural landscapes. The 1996 film version portrays the 
moors or moorland with strange rock formations (Brimham Rocks in North Yorkshire 
was used for locations) as the backdrops to the story, which can offer Japanese 
audiences objects to gaze with delight and visual luxury. In the novel itself, Charlotte 
Bronte gives a detail description of moorland landscapes; “ there are great moors....
The heath. There are waves of mountains far beyond that deep valley All the valley
was full of pasture fields, cornfields, and wood”. The film The Secret Garden also 
captures the wilder landscape of the Yorkshire moorland and ends with the long shots of 
the moorland.
The beauty of nature in the UK is also signified in The Remains o f  the Day (1993)
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through sequences of the butler, Steven’s driving trip in the green countryside including 
a panoramic vie^v of the countryside at sunset. In Shadowlands (1993), there are 
impressive sequences in Avhich two characters, Joy and Lewis, set out on honeymoon to 
see the Golden Valley described as a landscape of ‘heaven’. The Golden Valley 
sequences filmed at Symonds Yat, a famous beauty spot on the River Wye, offers 
viewers a panoramic view of the beautiful green countryside. The cinematography of 
Howards End (1992) also presents viewers with beautiful natural scenery, such as that 
of the bluebell wood, and a meadow of beautiful wild flowers such as snowdrops and 
daffodils.
Rural idyllic Britain
The idealised image of rural British society and its cosy way of country or village life 
are constructed in Bridget Jones's Diary, Beatrix Potter’s stories, Agatha Christie’s 
detective mysteries, and the television adaptation of Christie’s Miss Marple with a rural 
village of St Mary Mead as the main setting. In the amiable comedy film The 
Englishman who went up a kill but came down a mountain (1996), a quiet peaceful 
Welsh village is the focal point of the film and the villagers are depicted as quaint and 
shrewd yet good, with a strong sense of community in which everyone appears to know 
everyone else. Stories about Winnie-the Pooh, a bear and his friends written by A.A. 
Milne with illustrations by E.H. Shepard, can also create an image of the UK as an 
idyllic rural country. All these stories are set in the Ashdown Forest in Sussex, where 
copse, spinney, beeches, oak, pine trees, green meadows, gorse-bush, heather, wild 
flowers, and steams are all present, and adventures of Christopher Robin and cute 
animal characters based on Christopher Robin’s toys take place. The purity of 
children and nature contained in his stories can give Japanese readers cosy and sweet 
atmosphere of the country. Similarly, both Jane Austen’s novels and the film and 
television adaptations of her novels, convey the same message because of the 
prominence of rural villages with civilised comforts as the main setting of her novels. 
Most of her novels portray an idyll of village life of the bourgeois society and highlight 
its peacefulness surrounded by beautiful nature. For example, the film Emma (1997) 
glorifies the rural beauties of the UK through shots of a picnic on the green hill, 
strawberry picking, thatched cottages with climbing roses, and country lanes full of wild 
flowers along the river.
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In Howards End, the most frequent shots are those of Howards End, a red-brick 
cottage covered in ivy and wisteria in blossoms, set in a garden fronted by a green lawn 
and located in the picturesque rural area. The picturesque cottage set in the beautiful 
countryside plays the central role in the film in which the house is featured in the 
opening and closing sequence both as the core of the narrative and as the visual 
attraction of the film. In the film there is a scene in which Mrs Wilcox claims that 
none of her family love London because it makes one feel so unstable, impermanent, 
with the houses being tom down. The scene can signify the idealised life in the 
countryside against that in the city. In the same way, A Room with a view (1987) offers 
viewers many scenes of Honeychurch family’s rural life at Windy Comer, a beautiful 
gabled house with extensive grounds where tea is served, and tennis is played. Nearby 
the house, there is a small village with a single street of many half-timbered old houses 
and the woods. The comfort of British mral life is sketched in the film.
Royal and aristocratic Britain
As seen above, the image of the UK as a country of the aristocracy and the monarchy is 
strongly created in Elizabeth and Shakespeare in Love, and partly in Sherlock Holme’s 
stories and Mr Bean. In the same way, many works written by Shakespeare convey a 
message about the UK as a country of the monarchy because his dramatic imagination 
was largely drawn to British historical subjects and events, in particular kings of Britain 
in the past, i.e. Richard II and III, King John, King Lear, Henry IV, V, VI, and VIII. 
His many plays about Kingship cover Britain’s medieval history featuring royal and 
aristocratic figures. The film The Remains o f  the Day whose story is set at a country 
house owned by Lord Darlington, also shows the privileged and comfortable lifestyle of 
the aristocracy supported by their servants.
Elegant country of ladies and gentlemen
Stories featuring elegant wealthy gentility such as My Fair Lady, and television 
adaptations of detective mysteries of Sherlock Holmes and Poirot, can constmct an 
image of the UK as an elegant country of upper-classes (ladies and gentlemen).
Jane Austen’s novels and their film and television adaptations also focus on the 
elegant world full of ladies and gentlemen behaving with decorum, evolved around
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banquets and balls. Through the scenes of hounds and fox hunting and the formal 
dinner in the film The Remains o f  the Day, viewers can have a glimpse of the elegant 
lifestyle of the British upper class society consisted of ladies and gentlemen. Howards 
End and Another Country also portray the upper-middle classes, their refined 
conversation at tea, elegant costumes, splendid buildings, décor furnishing and interiors 
of their houses, and ceremonies. All wedding sequences in Four Weddings and a 
Funeral (1994) display gentlemen in formal dresses such as tailcoat and the ladies 
wearing flower pattern dresses and big hats.
Imaging Contemporary Britain
As seen above, many influential films, television programmes and literary works are set 
in the past of the UK. However, some of the most influential recent productions have 
portrayed contemporary British society, including Notting Hill, Bridget Jones's Diary, 
and Mr Bean, all of which are set in London and included voices of the present. These 
films describe the British way of life of ordinary people as well as cityscapes of 
contemporary London which are easily recognisable for Japanese viewers. They 
convey the liveliness and activity of London cultural life. Those films’ pleasures 
mainly come from the representation of comfort and pleasant way of life in one of the 
most cosmopolitan city in the world- London.
The charm of London is also portrayed in Four Weddings and a Funeral, Brassed O ff 
(1997) and Trainspotting (1996). Four Weddings and a Funeral focused on upper- 
middle class characters conveys a pleasant atmosphere of London through portraying 
scenes of a car speeding the road along the Embankment and of the riverside walk with 
lines of plane trees on the south bank of the Thames. At the end of the film Brassed 
Off, the grand façade of the Royal Albert Hall in London and the camivalesque world of 
London’s night life are depicted, featuring an open-deck bus occupied by members of 
Grimethorpe Colliery Band to celebrate their triumphs. These sequences can give an 
impression that London is the centre of music and culture of the UK. Trainspotting 
also features London as a place where the main character of Renton works for an estate 
agent after escaping from the world of heroin addiction, and contains flashes of famous 
London sights and attractions such as red double-decker buses, the Tower of London, 
Tower Bridge, Trafalgar Square, and Big Ben, which reinforces touristic imagery of 
London for Japanese audiences.
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The two films, Brassed O ff and The Full Monty (1997) offer Japanese viewers 
representations of the working class in the UK as well as a chance to see realities of 
British contemporary society in a different way. Brassed Off, which is full of beautiful 
music, can, however, signify the depth of British culture in the narrative that even the 
working classes have a chief hobby or taste to play a musical instrument in brass bands. 
In The Full Monty, with lots of up-beat background music there are many long shots of 
Sheffield, an industrial city, including green landscapes, such as a green hill where 
characters train and play football, and the graveyard scene with a distant view of a green 
hill, all of which can give Japanese viewers an impression of the city as an industrial yet 
full of green open public space, and an attractive city.
Regional Images of the UK
In Braveheart (1995), Rob Roy (1995), Chariots o f Fire (1982), Trainspotting, and Four 
Weddings and a Funeral, the stereotypical image of Scotland as a country of castles, 
mountains, bagpipes, and kilts are reinforced. Braveheart, from the opening shots, 
shows beautiful landscapes of mountains with snowy peaks and lakes together with 
sounds of bagpipe, although much were filmed in Ireland. Rob Roy also offers 
spectacular Scottish scenery in the fine weather, entirely shot in the Scottish Highlands. 
In Chariots o f Fire, scenes of the Highland Games filmed in a valley (Sma’ Glen) are 
included, while in Trainspotting sequences in which characters take a train trip to the 
Scottish green countryside and get off at the station in the middle of a moor, shows the 
beauty of the Scottish mountain landscape. Four Weddings and a Funeral portrays a 
Scottish wedding taking place in a church of a castle in Scotland with landscapes of 
mountains, followed by a reception with playing bagpipes and lots of men in kilts and 
women in very full dresses enjoying Highland dancing.
On the other hand. The Englishman who went up a hill but came down a mountain (its 
film title is A mountain of Wales in Japanese) can remind Japanese viewers that there is 
a country called Wales with many mountains and hills within the UK through its 
narrative of villagers’ beloved mountain and many shots of green landscapes of the 
mountain.
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Popular images of the British people
As previously mentioned, in term of the image of the British people, being 
‘gentlemanly’ was the most popular image constructed in the film Harry Potter and the 
Philosopher's Stone, and both television series and novels of Sherlock Holmes and 
Poirot. There are many male characters who capture the British character trait in other 
productions or works. For example, in the film version of Sense and Sensibility, 
Edward is portrayed as a gentleman who is shy, polite, good-mannered, and loves the 
country living. Lord Darlington in The Remains o f the Day seems to be a typical 
gentleman who has refined manners and good will. In that film, there is a scene in 
which a customer in a pub states that every man in this country is a ‘gentleman’. In 
Another Country and Maurice, which portray student life in prestigious educational 
institutes, in a British public boarding school and at Cambridge university respectively, 
casts’ graceful appearances with the jacket-and-tie dress code, i.e. British traditional 
fashion are impressive and gentleman-like.
Male characters who are shy and reserved with inability to express emotion 
exemplified by William in Notting Hill, included Reginald Anson in The Englishman 
who went up a hill but came down a mountain, and Charles in Four Weddings and a 
Funeral, all of who are acted by Hugh Grant. Sherlock Holmes is portrayed as cynical 
and eccentric, while Mr Bean highlights the loveable eccentricities of the British people.
In Igirisu wa Oishi (England is delicious) one of the writer’s friends is introduced as a 
man of typical British character: he is humble, quiet, modest, faithful, shy, and an 
individualist. Readers are also told that fundamental British traits are fmgality or 
simplicity and the love of gardening. In Shakespeare’s plays, there are also many 
references to flowers, herbs and their names, which can suggest the British love of 
gardening. The heroine, Mary, in The Secret Garden, also represents ‘Britishness’ 
defined by the love of gardens and flowers.
7.2.4 Summary and Brief discussion
To summarise, the most recurrent images of the UK in the influential films, television 
productions, and literature, were old-fashioned living, the countryside with country 
houses and gardens, and the aristocracy including monarchs. In many of the popular 
cultural forms of media, the UK is represented as a land that is immersed in its upper-
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class heritage, tradition, and manners. Cityscapes of London, both old or modernised, 
are also frequently represented as locations of cosmopolitan and vibrancy. The image 
of the British people having a relaxed lifestyle is constructed in many cultural forms of 
media, in particular in those with contemporary settings. Although the popular media 
construct British identity which is both urban and rural, they seem to play a role, to a 
much greater extent, in helping develop the idea of Britishness defined by the 
countryside with country houses, castles and gardens, and its idyllic landscapes, and in 
maintaining such images in viewers’ consciousness, rather than in developing 
antithetical British identity.
In the next chapter more detailed discussion on findings from the questionnaire 
survey, the individual interviews and the analyses of BTA’s promotional material and 
popular media, will be provided. The relationships between the perceived, the 
projected, and popular media mages of the UK will be explored.
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Chapter 8 
Discussion and Conclusion
8.0 Introduction
In this chapter, the first section discusses how the findings presented in Chapter 6 and 7 
clarify the main research question and the six sub-questions which were designed to 
identify, focusing on significant findings and their contribution to the existing body of 
knowledge. This is followed by the concluding section that evaluates what this study 
has achieved and presents its limitation and recommendations for future work.
8.1 Discussion of findings
Britain’s attractive attributes for the Japanese tourists and their perceived images 
of the UK
The findings from the survey indicated that what the majority of the respondents want 
to do during their stay in the UK was to enjoy viewing the beauty of nature and the 
natural landscape, to visit villages in the countryside, to visit heritage attractions and 
museums or art galleries, and to go to the theatre. This indicated that heritage (a long 
and rich history and old buildings), scenic natural beauty including the countryside 
dotted with villages and gardens, and cultural attractions such as art, museums, and 
entertainment, were prime motivating factors amongst the Japanese respondents. 
Those attributes appeal strongly to Japanese tourists at different levels, i.e. those who 
have never visited the UK before, first-visitors, and repeat visitors. Part of the appeal 
of the UK for the interviewees was also expressed by frequent references to nature and 
the countryside. To many respondents the countryside is understood symbolically as a 
representation of ‘real’ Britain, a place where the ‘true’ heart of the British is found. 
These features are key ones which many tourists currently expect to consume or 
experience while visiting the UK.
The interviews analysed gave more details of reasons why interviewees want to visit
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or revisit the UK. Although each interviewee may differ in their initial motives for 
visiting the UK, it can be argued that they were attracted by many aspects of British 
culture including practices and displayed some of the characteristics of experimental 
and existential tourists who find comfort in another culture and sample different 
lifestyles as Cohen (1979) described. As discussed in Chapter 2, the social 
environment in which people live shapes many of their needs, wants and motivations 
for travel. Japan has recently experienced somewhat depressed years after her period 
of unprecedented economic prosperity that had led to the development of a throwaway 
society in which people buy new things rather than repair them. Many people may 
start to question whether such material affluence can add any quality to their lives and 
look to the British way of life as a desired or better alternative. The everyday 
environment of many respondents who increasingly live in highly populated urban areas 
is also becoming more alienated. The virtues of a simple rural life are also appreciated 
against the greed and complexity of city life. Their motivations to travel to the UK 
derive from such a context of increasing urbanisation and hence separation between 
nature and society. The countryside with natural landscapes and a pleasant way of life 
is a major factor in making the UK an attractive destination for Japanese visitors. It 
can be argued that the UK’s prime attributes such as beautiful scenery and natural 
attractions, and the British way of life were used by respondents to make a decision to 
visit the UK for their holiday.
As discussed in Chapter 3, tourists tend to choose a holiday destination based on the 
values, views, feelings, and images that they hold of the country as a whole. The UK’s 
attributes noted above partly form the basis of the images of the UK held by the 
respondents. In terms of images of the UK as a nation and of British people, it was 
found from the results of the questionnaire survey that respondents had a somewhat 
stereotypical image of the UK as a ‘very traditional country where people are reserved, 
formal and behave in a gentlemanly manner’. Despite the fact that many respondents 
were repeat visitors to the UK, this stereotypical image of the country and its local 
people persist. The results confirmed that it is very difficult to change an image of a 
country and its people through tourism promotion activities carried out over a rather 
short period of time.
The questionnaire survey revealed that respondents also see the UK as a country with 
attractive natural scenery or landscapes (aesthetically pleasing), and an interesting 
history and culture (heritage). The UK is seen as a country rich in natural landscapes,
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in particular rural landscapes, with the peacefulness which Japanese tourists seek, 
although in general the UK is not well-recognised as such a country. The UK was 
perceived as a destination where visitors can enjoy tourism both in the countryside and 
the urban areas, with natural scenic beauty, beautiful rural areas, and gardens, many 
historical attractions, museum and art galleries, and entertainment. It can be argued 
that the meanings attributed to the UK as a holiday destination are constructed in terms 
of aesthetic, cultural and natural values that respondents hold.
The qualitative dimension of the study identified that the respondents had a positive 
picture of the UK as a country where there are kind local inhabitants, and where they 
can be assured of safety and peace, feeling comfortable and relaxed (mentally pleased), 
based on their first-hand experiences. For many visitors to the UK, memories of the 
kindness of the British can be the most lasting ones. It was observed that when asked 
about the image of the UK, many interviewees tended to emphasise the psychological 
characteristics of the country, such as level of safety, atmosphere or mood, and their 
feelings towards the UK, rather than tangible or physical environmental features.
Many people travel to other countries basically to experience something different 
from their own country, while they may also require things that will make them feel at 
home. The high level of familiarity with the UK and knowledge about the destination 
that respondents have could contribute to the construction of the UK as such a country 
in their mind. However, what attributes of the UK do make them feel that the country 
is relaxing and pleasant? It can be argued that it is a combination of those aesthetically 
pleasing features and mentally pleasing features that the UK has, and that are not 
available in Japan or its neighbouring countries. As noted above, many people 
working in the tourism industry could represent friendliness or cross-cultural kindness 
by their behaviour and contribute significantly to the overall impression tourists gain of 
the local people and eventually of the country. It seems that such tourist contact with 
local people could result in feelings of gratitude and even happiness. As the findings 
of this study clearly illustrated, it is most likely that the more tourists visit the UK the 
more they become aware of positive aspects of the UK, such as the hospitality of local 
people, personal safety and good local food, although the British are not particularly 
renowned for either their hospitality or sociability. The results of the in-depth 
interviews thus highlighted the importance of socio-cultural elements in the 
attractiveness of the UK as a valuable part of its images. In other words, tourists 
derive most meaning from affective or symbolic qualities of a destination, the
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atmosphere and the spirit of the place. Tourists can thus obtain more enjoyable travel 
experiences of the UK by combining tangible and intangible elements (affective 
quality).
Projected images of the UK by the BTA
By the 1970s and 1980s, as briefly discussed in Chapter 4, the UK had been long 
promoted in terms of its history, heritage, and royalty. Since the late 1980s when the 
rapid growth of Japanese overseas travel was witnessed, the BTA started to project a 
feminised identity of the UK for the Japanese female market by promoting the beautiful 
countryside using ‘tea and rose’ as the symbols of British elegant lifestyle. More 
recently, since 1997 the BTA has projected a new ‘cooT image of the UK, combining its 
traditional appeal with stylish contemporary elements, while a number of promotional 
brochures featuring the countryside were produced specifically for the Japanese market.
The analysis of BTA’s main promotional guides published in the past five years 
(1998-2002) suggested that the UK has been predominantly and consistently promoted 
in terms of history, tradition, natme and scenery, and the country-side. The tourist 
landscape the BTA presents remains a very idealised one, encouraging visitors to 
immerse themselves in the history of the traditional nation with an attractive natural 
environment, and many gardens and rural areas. It was also found that the BTA still 
relied on many stereotypical or traditional icons or symbols such as London landmarks, 
kilts and bagpipes to capture the attention of consumers when promoting the UK as a 
destination in the Japanese market. The projection of a feminised identity of the UK in 
the promotional literature was no longer apparent. The attraction of the British people 
and its way of life do not feature prominently in the projected image of the UK. It is, 
of course, almost impossible to promote both an image of a delightful British way of 
life and the attractiveness of the local people in promotional publications with limited 
space.
Popular media images of the UK
The analysis of popular cultural forms of the media identified as influential in the 
survey indicated that the main themes in the popular images of the UK were again
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history, tradition (including tea), royalty, natural scenery, countryside (rural), and 
gardens. The UK is frequently represented in terms of heritage that implies continuity 
with the past, and the preservation of values and traditions.
Many of the influential media productions tend to have rural and heritage settings or 
locations. The combination of visible history and beautiful countryside is repeatedly 
encountered in the popular media, and they have come to represent British culture and 
society. They offer Japanese viewers romanticised portrayals of the countryside dotted 
with country houses, pretty villages, and gardens through the use of real locations. A 
notion of ‘Britishness’ as place could be seen in the variety and beauty of its 
countryside-the slow-changing landscapes of rural Britain. Their pleasures mainly 
derive from the beautifully filmed summer locations in the countryside. The images of 
the UK remain as aesthetically alluring. Thus, the visual images of influential popular 
cultural forms of the media strongly encapsulate the rural myth: the UK is a lovely 
country with pretty villages, peacefulness and traditionalism. The UK is essentially 
constructed as a country full of historical and traditional attractions.
On the other hand, it was also found that films and television series dealing with 
‘ordinary British people’ and with contemporary cosmopolitan voices of London have a 
universal appeal to Japanese audiences as potential tourists to the UK because of the 
strong sense of place conveyed by the films. Those films like Notting Hill and Bridget 
Jones's Diary offer realistic images that relate to everyday life of contemporary 
Londoners. In contrast, it appeared that the image of mythical foggy and ‘old world’ 
London created in the television adaptations and the original literary works, such as 
Sherlock Holmes and Poirot stories, both of which have period settings, tend to linger 
also. However, these productions in total create imagery of contemporary Britain as a 
pleasant country to live in, celebrating the British way of life, and preserving cultural 
traditions and the natural environment.
Relationship between the perceived, the projected, and the popular media images 
of the UK
As discussed in Chapter 3, there are a myriad of information sources which can 
contribute to the construction of perceived images of a destination in tourists’ minds. 
It is, therefore, very difficult to determine which types of media and information have
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helped most to constmct respondents’ images of the UK. However, the comparison 
between the perceived, the projected, and popular media images revealed that many 
similarities exist between the three images and there was no huge gap or major 
disagreement between them (see Table 8.1). Images of the UK held by the Japanese 
respondents are quite close to those being projected by the BTA’s promotional material 
as well as those constmcted in the popular cultural forms of the media.
Findings suggested that many Japanese respondents were inclined to view ‘tea and 
garden’ as emblems of the British national disposition, a scenario which has been 
promoted by the BTA over the decade. A sample of photographs used in BTA’s 
promotional brochure is displayed in Appendix H. Through destination marketing by 
the BTA the projection of images of the UK as an ideal place for sport activities like 
walking and cycling, and for sampling good local food was clear. However, Japanese 
tourists still favour passive activities during their holidays in the UK and the majority of 
them do not regard the UK as a place with plenty of active recreations and good food. 
These projected images of the UK have not been pervasive amongst Japanese tourists. 
On the other hand, the image of the British as kind and friendly held by many repeat 
visitors was not heavily promoted by the BTA. It can be argued that the perceived 
image of British people can be only shaped through actual travel experiences.
In terms of achievement of congruence between the promoted and perceived images, 
the BTA’s place-image promotion may be successful.
The projected images of the UK as a destination and a nation also match to a large 
extent the popular images. This means that the ‘influential’ popular cultural forms of 
the media have contributed to the creation of ‘ideal’ images of the UK for the BTA and 
the reinforcement of those images. The popular cultural forms of the media also play 
an important role in promoting some aspects of the British national disposition and 
behaviour, and the British way of life, which the BTA cannot promote in their 
promotional literature. They in particular emphasise the pleasant aspect of the British 
way of life lived by ‘gentlemanly’ British people. It is interesting to note that the 
images of the UK constructed in the popular media correspond to some extent with the 
image o f ‘Elegant Britain’, focusing on British ‘manner, elegance and tradition’ and that 
of ‘Tea and Rose’ representing British lifestyle, both of which were promoted and 
projected by the BTA during the mid 1990s.
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Table 8.1
Relationship between the perceived, the projected, and popular images of the UK
Ranking of the top five images
Perceived Projected Popular
As a destination
1 .Lots of natural scenic beauty Yes Yes
2.Beautiful rural areas Yes Yes
3.Beautiful gardens Yes Yes
4.Many interesting cities and towns Yes (verbal) Yes (London)
5.Many historic attractions Yes Yes
As a nation
1. Tradition Yes Yes
2. Royal Family Yes (verbal) Yes
3. Tea Yes Yes
4. Gardens Yes Yes
5. History Yes Yes
Its people
1. Gentlemanly Yes (verbal) Yes
2. Simple No Yes
3. Humorous No Yes
4. Stubborn No No
5. Reserved No Yes
Source: author’s research (2003)
It is clear that the construction of the UK as a tourist destination through government 
marketing initiatives and the popular cultural forms of the media, which are not 
concerned with tourism marketing, play a significant role in helping to form the 
perceived images of the UK held by the sample respondents. They appear to have had 
an impact on how the UK was perceived.
Influential information sources in destination choice process
There were various factors that made respondents first become interested in the UK in 
general, which may lead to an interest in visiting the UK. As discussed in Chapter 2, 
people develop perceptions, thoughts, and attitudes toward a certain nation through a 
continuous process of socialisation. The survey results clearly suggested that 
socialisation agents such as schooling (6.2 %), mass media (15.2 %) including literature 
(14.2 %), and peer group (12.7 %) were important factors generating an interest in the
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UK in the first place, accounting for nearly 50 per cent in total. It was also revealed 
that many respondents’ first interest in the UK was derived from their interest in British 
culture such as English language (13.0 %), literature (14.2 %), popular music (13.0 %) 
and gardening (4.0 %) as a result of their ‘cosmopolitan predispositions and practices’ 
acquired in the socialisation process in ‘globalised’ Japanese society.
The findings of the survey suggested the respondents’ interest in visiting the UK for a 
holiday was to a large extent increased by films, television programmes and literature 
featuring the UK. Within the array of information associated with the UK, as 
discussed in Chapter 4, the number of British-themed films and television programmes 
available to Japanese audiences has increased greatly over the last two decades. It can 
be argued that popular cultural forms of the media have become an important source in 
influencing Japanese tourists’ destination choice.
Amongst the films and television programmes identified as influential by the 
questionnaire survey, there were four adaptations of literary works by writers also 
identified as influential: Harry Potter and the Philosopher’s stone based on J.K. 
Rowling’s novel; the Sherlock Holmes television series based on Arthur Conan Doyle’s 
mysteries; the Poirot and Miss Marple television series based on Agatha Christie’s 
stories. The crosstabulation below (Table 8.2) indicated that a very high proportion of 
those surveyed with increased interest in the UK from the literary works were also 
influenced by these film and television adaptations.
Table 8.2 Crosstabulation of adaptations and original literary works
Writers
Film/TV adaptations Doyle (84)* Christie (80)* Rowling (66)*
Nr. Nr. Nr.
Sherlock Holmes series (89)* 65
Poirot series (66)* 51
Miss Marple (45)* 36
Harry Potter and the Philosopher’s
Stone (85)* 54
Note: *( )=number of respondents whose interest was increased by the production or the 
writer. Bold numbers = respondents who checked both visual and written media as influential
The findings of the individual interviews also indicated that those who enjoyed reading
a particular book tended to be motivated to see the film or television adaptation as well.
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This clearly suggests that the combination of well-known novels with the power of 
television and films have magnified power to induce tourism, as discussed in Chapter 3.
As Table 7.10 in the previous chapter illustrates, amongst the audio-visual media, the 
Sherlock Holmes series topped the list in terms of the number of respondents whose 
interest was increased by the production, and three other television series were ranked 
fourth, fifth, and eighth in the list respectively, higher than numerous films. This 
suggests that as a source of information, series with many episodes appear to have 
advantages over feature films or one-off dramas. The advantages of a television series 
include the accumulation and greater display of information about the UK, including 
landscapes, cultures, and the British people.
The findings also suggested that writers of children’s books could be influential in 
helping generate and increase interests in the UK. It was found in individual 
interviews that most respondents had encountered influential literary works in their 
childhood. Respondents are most likely to remember those literary works with 
affection and own childhood experience. This indicates that literature has had a strong 
‘sleeping’ or long-term effect on respondents’ destination choice processes, although it 
is often said that the WTitten media (literature) have been increasingly replaced by the 
audio-visual media (films and television) in contemporary society.
The results pointed out that children’s literature, especially with visual illustrations 
and fantasy-based characters, tended to have a powerful effect on Japanese readers in 
terms of increasing interest in travelling to the UK. It is clear that Potter’s illustrations 
in her own books, TennieTs illustrations included in Lewis Carroll’s two Alice’s 
adventure books, and Shepard’s visualisation of Pooh’s world are an inseparable part of 
the appeal of the stories for Japanese readers who live in a visually-dominated culture, 
with famous comic magazines and cartoon films as noted in Chapter 4.
The effect of British heritage films featuring country houses and beautiful landscapes 
on tourism was discussed in Chapter 2. The findings confirmed that British heritage 
films such as Shakespeare in Love and Elizabeth also play a crucial role in increasing 
Japanese tourists’ interest in visiting the UK.
The role of the media
The results from the questionnaire survey and individual interviews gave evidence of a
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wide range of roles of popular cultural forms of media at different stages in 
respondents’ destination choice processes. It was found, in respondents’ own words, 
that they to some extent generated an interest in the UK in general in the first place and 
to a large extent increased their interest in visiting or re-visiting the UK for a holiday as 
a result of exposure to popular culture featuring the UK. They also derived awareness, 
information and images of the UK, its national character, and various regions from those 
media at different levels of consciousness. For those who were unable to tolerate a 
great deal of real novelty, popular culture provided familiarity with the UK, giving 
pleasure of seeing something already ‘knovm’ or ‘familiar’. The popular cultural 
forms of the media also provide a framework by which respondents get to know or 
experience the UK by offering representations of the UK. The majority of respondents 
were aware of destinations or attractions associated with popular culture in the UK and 
have visited those places signified by popular culture, although many of them were not 
primarily attracted to them.
As noted in Chapter 4, there is a five-stage process that summarises a tourist’s 
decision to travel to a destination: awareness, knowledge, preference, conviction and 
justification (Graham et al, 2000). Destination awareness is seen as a first and 
necessary step for tourists to travel to a destination. However, Fesenmaier et al (1993) 
suggest that destination awareness may not always lead to an interest in the destination 
or desire to visit it. Films, television programmes, and literature seem to have a great 
ability to lead people to develop a stronger interest in a destination by providing them 
with imagery, myths, icons, and emotions or sentiments, all of which motivate people to 
travel. They have actively used them, not only just as entertainment, but also as media 
to help them to become more knowledgeable about the UK and more familiar with the 
UK, and to retain their interest in visiting the UK. The sense of familiarity with the 
UK as well as knowledge about it, which can significantly contribute to the construction 
of the UK as pleasant and comfortable in tourists’ minds, can derive also not only from 
previous visits but also from engagement in the popular cultural forms of the media.
Although images of destinations are created by various forces, such as government 
marketing initiatives and broader general media exogenous to the tourism industry, the 
popular media have played a particularly important role in influencing viewers’ images 
of the UK, working amid other influences in a total situation. As indicated in Chapter 
2, the media play a part in the socialisation of individuals interacting with other social 
and cultural influences. Some respondents developed certain images of the UK as well
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as familiarity and favourability toward the UK as a result of reading literature and 
seeing films and television programmes featuring the UK in the course of their life. 
As discussed in Chapter 4, images of a particular country represent the accumulation of 
information communicated to would-be-tourists about the country over decades or 
centuries. Regardless of the different levels of experience with the UK, survey 
respondents had similar and stereotypical images of the UK, especially in terms of its 
physical attributes such as picturesque natural landscape, beautiful scenery and rural 
areas which constitute dominant motifs in the Japanese tourist construction of the UK. 
This suggests that people are now able to construct collective images of a destination 
partly or largely based on its media representations or imaginative travel without having 
direct experience of the place. It is clear that one of the important sources from which 
images of a destination derive is the mass media, in particular mass entertainment media 
such as cinema, television, and literary works.
Originality of this study
Although the effects of popular cultural forms of the media on tourism have been well 
recognised, little empirical research has explored the issues. In particular, there has 
been little attention paid to the process and the way in which people are influenced by 
the media which they consume before, during and after their visits, from the point of 
view of the tourists themselves. Although tracing the effects of the media on tourism 
behaviour is extremely difficult (Seaton, 1998), this study has made an effort to 
investigate the effects of popular culture on tourism from tourists’ perspectives, in 
particular, to explore the roles popular cultural forms of the media play in the 
globalisation era of today in general, and in the case of Japanese international tourism to 
the UK in particular. Although the results of this study are specific to Japanese tourists 
visiting the UK, it is believed that the issue of popular media-induced tourism is 
relevant within a wider perspective. This study added to the existing knowledge by 
providing empirical evidence for different roles played by popular culture in the travel 
destination choice process. The demonstrated importance of popular culture as an 
influence on tourism may contribute to explaining why popular culture works in 
promoting tourism. This study contributes towards the better understanding of the 
highly complex nature of contemporary tourism phenomena.
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8.2 Conclusion
This thesis has been concerned with an investigation of how and to what extent popular 
cultural forms of media such as films, television programmes, and literature which are 
not directly associated with tourism destination promotion but feature the UK, have an 
effect on Japanese international tourism to the UK. The main objective of this study 
was to identify what roles the popular cultural forms of media play in Japanese tourists’ 
behaviour, with respect to their choice of the UK as a holiday destination, and in terms 
of the places visited within the UK. The overall goal of this study was to enhance 
understanding of how and why the phenomenon that tourists visit destinations 
associated with films, television programmes and literature work, focusing on the role 
of popular culture in an individual’s travel destination choice process.
This study integrated theories from social constructionism to explore in some detail 
how and why the popular cultural forms of media influence tourists by suggesting that 
tourism, tourists including their motivation and tourist destinations, are all social 
construction and attention should be paid to a range of culturally constructed attitudes 
and values and the culturally specific differences.
The results indicated that various information sources such as social stimuli (family 
and friends) and symbolic stimuli (mass media and promotional efforts of the tourist 
industry) had varying degrees of effect on respondents’ behaviour by generating and 
increasing interest in the UK. Results of the questionnaire survey have revealed that 
the causal power of the popular cultural forms of media to ‘generate’ an interest in the 
UK in the first place appears to be relatively limited. The total number of respondents 
who first became interested in the UK in general by mass media and British literature 
reached to just a third of the respondents. Such evidence is, however, sufficient to 
show that popular culture has played a minor but certain role in generating an interest in 
the UK in the first place. While popular culture had not been shown to be a primary or 
main cause of generating interest in the UK in the first place, the survey findings clearly 
indicated that films, television programmes and literature played a vital role in 
‘advancing’ their interest in travel to the UK amongst the respondents who already had 
an interest in the UK. Those popular cultural forms of the media had a greater 
influence than the media used by the travel industry in increasing interest in travel to the
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UK. The popular cultural forms of the media had a positive impact on the level of 
interest and likelihood of re-visiting the UK in the future in situations in which tourists 
already had a certain interest in visiting the UK. This indicated that popular cultural 
forms of the media featuring the UK have contributed to a high probability of selection 
of the UK as a holiday destination amongst respondents by persuading them not to 
switch to another destination.
Interviews with respondents whose interest in visiting the UK was increased by films, 
television programmes or literature have indicated the various ways in which they were 
influenced by the popular cultural forms of the media popular culture in their 
destination decision-making processes. People were encouraged to travel to the UK 
and specific locations related to the popular media within the UK by having their 
imaginations stirred and developing feelings and emotions toward the UK and such 
places. They also acquired more personal knowledge about the UK and its local 
people through their ‘active’ participation in the popular cultural forms of the media 
featuring the UK. Thus, popular culture had cognitive (to do with knowledge) and 
affectual (relating to attitude and feelings) effects on respondents as tourists.
Recognition of the socially and culturally constructed destination discussed in 
Chapter 2, helps to clarify the subjective and emotional attachments held by people. 
As noted, people tend to be motivated to visit a particular place by specific images, 
long-term memories, associations, emotional commitment or attachment to that place 
and its meanings (Schama, 1996), all of which can be created from their engagement in 
reading novels and seeing films or television dramas. Popular culture provides 
materials for experiencing the UK beyond what is available from personal experiences. 
It entertains and exercises audiences’ abilities to think, feel and imagine. People are 
moved emotionally and psychic reactions created by popular culture. Those popular 
cultural forms of the media create mythical or imagined worlds that may not exist in 
reality but can be re-created or experienced through a visit to the associated locations 
(Riley, et al, 1998). The imaginative world existing in people’s minds, and the 
meanings and the emotions engendered from the imaginative world are often far more 
significant than reality. Since people are thus concerned with what stirs their 
imaginations and raises their interest (Herbert, 2001), there is an irresistible drive to 
visit those places to which they have a more emotional link. This is one of reasons 
why people are increasingly engaged in popular cultural media-induced tourism and 
popular culture is very good at turning people’s dreams and curiosity into action, and
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eliciting an enhanced willingness to visit a particular location or country. The 
imaginative travel generated by popular cultural forms of the media and media 
generated images are closely intertwined with many processes of ‘actual’ tourism 
practices (Urry, 2000a). Popular culture’s greatest impacts on international tourism lie 
in its ability to create destination awareness, consciousness, and images leading to a 
stronger interest in the destination and actual travel to the destination. Its role in 
generating and increasing interest in a particular destination, creating its favourable 
image, and signifying a destination must be fully appreciated.
Implications
The findings from this study reveal several important implications for destination 
marketing. Previous studies on the media-induced tourism phenomenon tended to 
focus on the specific actual locations used in filming or the settings of stories rather than 
on a country as a whole. However, this study illustrated that the popular media have 
more invisible long-term effects on tourism by creating favourable images of a country 
as a whole in people’s minds, rather than just encouraging people to travel to screened 
locations within the country. In the face of globalisation, Japanese people receive an 
enormously diverse set of messages, images and ideas about tourist destinations, many 
of which come from the global media, including films, television programmes and 
literature. As has been noted, the ways in which the UK is represented in non-touristic 
media forms such as films, television programmes and literature have implications for 
the ways in which Japanese tourists define the UK as a destination and perceive the 
character or behaviour of British people.
As noted in Chapter 4, the UK has attributes that could appeal to Japanese tourists 
such as beautiful natural scenery, good shopping opportunities and cultural and 
historical attractions. The high proportion of repeat visitors amongst Japanese tourists 
to the UK (about 60 %) and comments from individual interviews indicated that those 
who previously had been visited the UK were most likely to re-visit it as they tended to 
be aware of more positive aspects of the UK such as the hospitality of local people as a 
result of direct travel experiences with the UK and as a result of their increasing 
exposure to media representations of the UK. For many established destinations, such 
repeat visitors have become increasingly important in retaining their market shares. It 
is very important to generate more repeat business, while attracting new visitors is a
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more difficult task than retaining repeat visitors. Popular cultural forms of media have 
the greater influence on retaining repeat visitors by providing different specific 
destinations within the UK, preventing switching behaviour and reinforcing or 
improving the existing images of the UK.
Although the power of popular culture to trigger interest in the UK in the first place is 
relatively limited, it should not ignore its power to alter the probability of travel to the 
UK in the future because the effects from the popular media have long term 
consequences. As discussed in Chapter 3, one of many destination promoters’ goals is 
to build up destination images conductive to travel to that destination. It is therefore 
very important for promoters to understand what influences destination images and 
know the more effective way of creating a positive image of the destination. In a 
globalising visual media dominated culture, in which seeing is believing, it is popular 
culture which exerts the most powerful influence on the images and identities of tourist 
destinations that can persist for decades through its representations. Destination 
images created by the popular media are thus cumulative, long enduring, and hence 
virtually indelible. Tourist images of a particular country can be largely fostered and 
enhanced by the long-term popular media influences. This research suggests high 
possibilities of using films, television programmes and literature for active persuasion 
or information to promote a nation to foreign tourists. This is because many films or 
television programmes and literature are generally not free of the geography, landscapes, 
culture, and national disposition of a particular country in which they are produced. 
They are replete with colourful descriptions of nature, cultural practices and behaviours 
of that country. From a marketing perspective, popular culture featuring a particular 
country can thus promote, confirm and reinforce particular images, views, and identities 
of the country as well as the national character in the long term and in a very powerful 
manner.
The degree to which perceived images of a particular country as a tourist destination 
have been influenced by popular culture is hard to ascertain. In the context of 
Japanese tourism to the UK, however, popular culture is one of the significant factors in 
creating images of the UK as a destination in tourists’ mind. Tourism marketers 
should not ignore the advantages popular culture has over conventional tourism 
promotion, in contemporary tourist markets. Potential tourists are today exposed to a 
vast amount of print and broadcast advertisements of destinations, including travel 
newspaper articles and brochures each day. In other words, more and more people are
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likely being exposed to a proliferation of potential destinations. Riley (1994) therefore 
proclaims that exposure to television spots and print advertising over a limited time is 
unlikely to contain the necessary amount of information needed to capture awareness 
and sustain the interest of potential consumers, and more prolonged destination 
exposure is needed. On the other hand, films, television programmes, and literature 
with prolonged ‘global’ exposure and the inherent capacity to stir people’s imaginations, 
raise their interest, and remain long in the consciousness of audiences and readers, can 
be a more powerful and effective tool for promoting international tourism in a 
globalised world today than conventional tourism advertising. Thus, popular culture 
functions ultimately as a vital promotional vehicle for international tourism. It can be 
used by a little-known destination to create its image and to obtain new customers 
through exploiting media associations with that destination. There are many 
opportunities for tourism marketers to learn from the way in which popular culture 
induce tourists to a specific destination and employ the power of popular culture in 
promoting their tourist destinations.
However, it does not mean that every popular cultural form of media works as a 
catalyst for tourism. As noted in a number of chapters, what places have ‘value’ as a 
destination differ in different cultures and societies because values of places and 
attitudes towards them are socially and culturally constructed. These values and 
attitudes are shared by members of society and culture, although individuals also have 
their own socially and culturally constructed values and attitudes. Films, television 
programmes, and literature are also received in different ways in different countries. It 
is, therefore, very important for international tourism marketers to be concerned with 
these cultural differences existing in different tourist generating countries and identify 
which films, television programmes, and literary works exert influence on which 
tourism markets.
Reflection of the researcher’s role in this study
An important procedural issue in this study is the researcher’s own role as an interpreter. 
As noted in Chapter 5, the data, derived from either quantitative or qualitative form, do 
not yield self-evident meanings or facts, but meanings or answers to questions are to be 
constructed through the interpretive act of the researcher. In this study, through textual 
and content analysis of respondents’ comments and the BTA’s promotional literature as
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well as semiotic analysis of popular cultural forms of the media, the researcher engaged 
in the construction of interpretations. Ang (1996) argues that interpretations can never 
be ‘neutral’ and ‘descriptive’ because they always involve the construction of certain 
representations of reality (reality is not objective but socially constructed in terms of 
social constructionism) and the subjectivity (values, beliefs, action) of the interpreter by 
simplification, selection and exclusion. The researcher’s interpretation of texts is 
based on subjective readings that depend on her own cultural contexts, framework of 
cultural references and value systems of the society where in which she lives.
In order to carry out the analyses of cultural texts, the researcher utilised her own 
position as a member of Japanese society and knowledge of Japanese people and 
Japanese cultures as well as an awareness of the social and cultural contexts in which 
respondents are located. As discussed in Chapter 2, cultures can be viewed as 
repositories of widely or more-or-less ‘shared’ set of meanings, values, customs, 
symbols, understanding, beliefs, and rules of interpretation into which people are 
socialised. In other words, people belonging to the same society and culture, tend to 
have similar beliefs and values socially constructed. Meanings are shared amongst 
people from similar social and cultural backgrounds. The researcher interpreted what 
she believed were the subjects’ own meanings of a destination and what they feel 
subjectively about a destination. Williams (2002, p i37) suggests that “ the existence 
of some shared norms, values, a common language and physical referents can allow at 
least some reciprocity of perspective between researcher and the researched”. It can be 
argued that the researcher as a Japanese had shared meanings, values and rules of 
interpretation with Japanese respondents. It was hoped that the researcher was able 
to analyse cultural texts in a way that can be treated as more than the arbitrary and her 
own subjective thoughts, drawing upon her knowledge as a member of Japanese society 
and culture.
Limitations of this study
This study has some limitations which should be acknowledged. This study was 
limited to only Japanese tourists who have an interest in the UK as a holiday destination. 
Adopting the methodology discussed in Chapter 5 inevitably means that respondents of 
the questionnaire and interviewees cannot be guaranteed to be wholly representative of 
Japanese tourists who are interested in the UK. Relatively small data sets from a
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specific sample which is unlikely to be more widely representative raise problems 
regarding generalization. Whether findings can be applicable to other national groups 
is also questionable. It is clear that a larger scope of the study was also desirable, i.e. a 
study focusing on Japanese overseas tourists in general, without limiting to those 
visiting a particular country, could increase the generalisability of the conclusions.
Content and semiotics analysis as techniques cannot tell very much about the ways in 
which audiences make sense of cultural texts and demonstrate the actual impact on 
audiences. As noted above, there is a sense of arbitariness in interpretation of the 
content and semiotic analysis provided in this study as well as the danger of 
investigators imposing the researcher’s own meaning systems rather than taking 
respondent-derived meanings. The researcher’s analysis of media texts is one person’s 
analysis and there is no check upon its interpretations. The findings have to be treated 
cautiously because there is no guarantee that the interpretations offered by a researcher 
are the same as those of another researcher, or as those of the readers or audiences of 
media texts analysed.
Suggestions for further research
It is hoped that the findings of this study will encourage further explanation and 
development of knowledge about the popular media-induced tourism phenomenon. 
There are many issues remaining unexplored which this study could not cover. This 
research project did not seek to investigate how films, television programmes, and 
literature related to the UK were read or understood in similar or distinct ways by 
different groups and according to different cultural identities. Reception of popular 
cultural forms of media clearly important areas of enquiry. Future research should 
explore in more depth, viewers or readers’ reception of particular cultural forms of 
media, and to find out whether or not there are particular types of productions that are 
influential amongst particular groups of people.
Furthermore, in order to enhance a study’s generalizability, more similar case studies, 
in particular focusing on the current most popular destination for the Japanese market, 
the USA, are needed. The USA (the US mainland, Hawaii, and Guam) as a country 
has remained the most popular destination visited by Japanese overseas tourists. Since 
the Second World War, the USA has been the closest country to Japan in terms of 
politics, economic and cultural relationships. As discussed briefly in Chapter 4,
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popular culture, including films and television dramas imported from the USA, had 
dominated Japanese culture, beginning in the 1950s and 1960s. Many of those films 
and television dramas featured the affluent life of American people, as conveyed by 
their clothing, cars, houses, and electric goods, which was obviously better than life in 
Japan at that time. Some Japanese writers (e.g. Yoshimi, 1999) suggest that those 
popular cultural forms of the media contributed to the construction of the USA as the 
ideal country for many Japanese people, and hence an attractive holiday destination. It 
would, therefore, be interesting to investigate the effect of those media on the particular 
Japanese generation who grew up with USA television programmes in that period.
An important area for future research is to investigate the popular media’s impact on 
viewers in developing countries that are also now involved in the globalisation 
processes. For example, Japan has also long been exporting popular cultural forms of 
media to other Asian countries, in particular to Taiwan and Hong Kong (see Chapter 4). 
There are already some examples showing that popular media-induced tourism from 
those countries to Japan is increasing as a result of exposure to films or television 
programmes with Japanese settings. A case study of tourists from Taiwan or Hong 
Kong to Japan would provide an insight into this issue.
Concluding thoughts
Even though findings of this study cannot be generalised, it is hoped that the study has 
improved understanding of the effects of popular culture on international tourism. 
This study has outlined the significance of contemporary popular media representations 
of destinations and demonstrated the strong interconnections between popular culture 
and tourism, using a case study of Japanese tourism to the UK. As discussed in 
Chapter 4, in the postmodern era tourism becomes bound with the production and 
consumption of images, which have become the tourists’ way of structuring travels. 
People’s encounters with popular culture may be an important site where the variety of 
meanings and pleasures of tourism are created. It can be argued that in a globalised 
world popular cultural forms of the media which have an informational and mediated 
power, will continually play a significant role in the global tourism industry, 
overlapping with ‘tourism cultures’. Effects of popular culture on tourism have been 
noticed on an international scale.
This study suggests that many people with a more cosmopolitan or internationalist
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consciousness than ever before, use popular cultural forms of the media ‘actively’ not 
only just as entertainment but also as an important source of knowledge and information 
about, and images of ‘global’ tourist destinations. People also use the ‘popular 
cultural’ markers given by the media to increase their confidence and enjoyment that 
their visits to a place bring. People increasingly seek to understand a destination 
through its media representations and link the place with specific associations with 
popular media. They may increasingly turn to films, television programmes, and 
literature to choose where they go on their next holidays, and to make an overseas trip 
to relive the imagined worlds for real, without further encouragement from tourism 
marketers. Consumption of popular culture is dynamic and experiential, through 
which people have a complex imaginative involvement. Popular culture has much to 
contribute positively to promoting tourism with the power to move audiences or readers 
‘emotionally’. The power of popular culture is thus exerted through ‘soft’ strategies of 
persuasion and seduction. Those popular cultural forms of the media act as visual, 
verbal, and sensory stimuli to induce tourism, assisting tourists in their decision-making 
processes over the long-term.
318
Appendix A
1. List of main British television programmes/series shown in Japan
Year
1953
Title
Television broadcasting began 
(NHK,ITV)
1956 The Adventures of Robin Hood 
(NTV,143 episodes)
1958 Ivanhoe (TBS, 39 episodes)
1960 Scotland Yard (TBS)
1960 Interpol Calling (KTV)
1966 Thunderbirds (NHK)
1969 The Prisoner (NHK)
1970 Catweazle (NHK)
1975 The Long Chase (NHK)
1975 The New Adventure of Black 
Beauty (NHK)
1976 Monty Python’s Flying Circus 
1979 F awlty Towers
1980s Agatha Christie’s Partners in 
Crime (TY012)
1981 The Unbroken Arrow (NHK)
1982 Dick Francis Mystery (NHK)
1983 CI5 (NTV)
1985 Adventures of Sherlock Holmes 
(NHK)
1987 Agatha Christie Mystery  ^(NHK)
1988 The Return of Sherlock Holmes 
(NHK)
1990 Agatha Christie’s Poirot (NHK)
1991 Detective Megure
1991 The Case-book of Sherlock 
Holmes (NHK)
1992 Brideshead Revisited 
(WOWOW)
1994 The Memoirs of Sherlock 
Holmes (NHK)
1995 Mr Bean (NHK)
1991-6 House of Cards trilogy (To Play
the King etc, NHK)
1996 Little Lord Fauntleroy (NHK 
education)
1990s Prime Suspect (NHK)
Inspector Morse, Wexford 
Taggart, Wycliffe 
Hamish Macbeth 
2001 Pride and Prejudice (NHK)
Other British TV productions
Hammer House of Horror (80-84, CX), 
Ski-Boy (72-73, NHK), Heidi (75-76, 
NHK), The Kids from 47A (75-77, NHK), 
Espionage (63-64, TBS), Magnificent 6 
1/2 (73-75, NHK), Orson Welles’ Great 
Mysteries 73-77, NET), The Avenger 
(66-67, NET), Glowing Summer (73-74, 
NHK), The Buccaneers (Dan Tempest, 
56-57, KRT), Gideon C.I.D. (Gideon’s 
Way, 66-67, KTV), Scarlet & Mysterons 
(67-68, TBS), Sir Francis Drake (62-63, 
CX), Man in Suitcase (67-69, TX), The 
Pursuers (62-65, NTV), Court-Martial 
(65-66, NET), The Pretenders (70-74, 
NHK), BBC Family Classics I& II (75-79, 
ANB), Colditz (73-4, NTV), Jason King 
(Department S-II, 75-6, NTV), The 
Adventures of a Jungle Boy (57-60, 
KRT), The Sword of Freedom (57-59, 
KRT), Space: 1999 (75-77, TBS), The 
Saint (63-65, NTV), World Famous
Drama series (62-4, NHK), Man oi the 
World (62-3, NET), Zero One (61-2, 
NTV), The Third Man (59-61, NET), The 
Strange Report (68-70, NHK), The 
Persuaders (71-75, NET), The Tomorrow 
People (73-76, NHK), Charlie Chaplin 
Short Subjects (76-NHK), The 
Champions (67-68, CX), The Invisible 
Man (58-60, NTV), The Adventures of 
Tom Sawyer (60-62, NHK),UFO (70, 
NTV), From a Bird’s Eye View (70-71, 
NTV), Department S (69, NTV), The 
Four Just Men (59, KRT), Randall & 
Hopkirk (68-70), Tales of the Unexpected 
(79-80, TX), Tyrant King (70-73, NHK), 
The Chifiy Kids (79-80, NHK), Supercar 
(59-61, NTV), The Secret Service (69-70, 
NHK), Shakespeare Plays (Theatre, 79- 
80, NHK), A Man Called Intrepid (79-83, 
NHK), Queen’s Bench Court VII (74-77, 
CX):
 A A /f
Source: Kinema
Kinema Junpo, a 
No.1227
Junposha (1997), 
special supplement
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2. List of major films related to the UK shown in Japan 
(as of December 2001)
Year Title
1931 Frankenstein 
1935 The 39 Steps 
1935 Bride of Frankenstein 
1939 Jamaica Inn 
1939 Goodbye, Mr Chips 
1945 Henry V
1945 Brief Encounter
1946 Great Expectations
1946 A Matter Of Life And Death
1947 Hue And Cry
1947 Brighton Rock
1948 Hamlet 
1948 Oliver Twist 
1953 The Cruel Sea 
1955 The Ladykillers 
1955 Richard III 
1957 Draculla
1957 Curse of Frankenstein 
1959 The Mummy
1959 Room at the Top
1960 The Curse of The Werewolf 
1960 The Two Faces of Dr. Jekyll
1960 Saturday Night and Sunday 
Morning
1961 Lolita
1962 Laurence of Arabia 
1962 Maniac
1962 The Wrong Arm Of The Law
1963 A Hard Day’s Night 
1963 The Pink Panther 
1963 Tom Jones
1962 From Russia with Love (007)
1963 The Servant
1964 My Fair Lady
1965 What’s New, Pussycat?
1965 Repulsion
1965 Thunderball (007)
1966 Georgy Girl
1966 Alfie
1967 Far From the Madding Crowd
1968 Oliver!
1968 2001: A Space Odyssey 
1968 Chitty Chitty Bang Bang
1968 The Prime of Miss Brondie
1969 If
1969 Oh! What A Lovely War
1970 The Railway Children 
1970 The Go-Between
1970 The Music Lovers
1971 A Clockwork Orange 
1971 Sunday, Bloody Sunday 
1971 Melody
1973 Don’t Look Now
1973 The Day Of The Jackal
1974 Murder On The Orient Express
1974 The Odessa File
1975 The Return of the Pink Panther
1975 The Rocky Horror Picture Show
1976 The Man Who Feel To Earth 
1978 The Rutles: All You Need Is Cash
1978 Jabberwocky
1979 Quadrophenia
1979 Monty Python’s Life of Brian
1979 Lady Vanishes
1980 The Shining
1980 The Long Good Friday 
1980 The Elephant Man
1980 Jane Austen in Manhattan
1981 Time Bandits 
1981 Chariots of Fire
1981 The French Lieutenant’s Woman
1982 Brimstone & Trecle
1982 The Darughtsman’s contact
1982 Pink Floyd-The Wall
1983 The Missionary
1983 Greystke: The Legend of Tarzan, 
Lord of The Apes 
1983 Merry Christmas, Mr. Lawrence 
1983 Monty Python’s The Meaning of 
Life
1983 Local Hero
1983 Educating Rita
1984 Another Country
1984 1984 Nineteen eighty-four 
1984 A Passage to India 
1984 A Private Function
1984 Dance with a stranger
1985 My Beautiful Launderette
1985 Another Country
1986 Sid and Nancy
1986 A Room with a View 
1986 Mona Lisa
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Gothic 1995 Land and Freedom
84 Charing Cross Road 1995 The Young Prisoner’s Handbook
Highlander 1995 Shallow Grave
Aria 1995 Loch Ness
Lady Jane 1995 Richard III
Maurice 1995 Carrington
Hellraiser 1995 Braveheart
Prick Up your ears 1995 Shall we dance?
Drowning by Numbers 1995 Rob Roy
Queen of Hearts 1995 First Knight
A Fish Called Wanda 1996 The English Patient
A Chorus of Disapproval 1996 Jane Eyre
High Spirits 1996 Wilde
The Cook, The Thief, His Wife & 1996 Brassed Off
Her Lover 1996 Twin Town
A Handful of Dust 1996 Carla’s Song
Henry V 1996 Go Now
A Summer Story 1996 Jude
Riff-Raff 1996 Restoration
Three Men and a Little Lady 1996 The Pillow Book
Edward II 1996 Twelfth Night:Or What You Will
Naked Lunch 1996 Trainspotting
Hear My Song 1996 Hamlet
Life is Sweet 1996 101 Dalmatians
WTiere Angels Fear To Tread 1996 Breaking The Waves
Robin Hood: Prince of Thieves 1996 Secrets & Lies
Orlando 1996 Mission: Impossible
Chaplin 1997 Under the Skin
The Crying Game 1997 (1998) Shooting Fish
Map of The Human Heart 1997 Welcome to Sarajevo
Howards End 1997 The Serpent’s Kiss
Peter’s Friends 1997 Indian Summer
Fatale 1997 Mrs. Brown
One Full Moon (Un Nos ola ieuad) 1997 Twenty Four Seven
Wuthering Heights 1997 Nil By Mouth
Much ado about nothing 1997 Bean
Shadowlands 1997 Love & Death on Longisland
Backbeat 1997 The Wings of the Dove
The Remains of the Day 1997 The Full Monty
The Secret Garden 1997 Tire a Part
The Punk 1997 Face
Priest 1997 Fairytale-A True Story
Tom & Viv 1997 Career Girls
Four Weddings and a Funeral 1997 Emma
(1997) The Madness of King 1997 Tomorrow Never Dies
George 1997 Winter Guest
The Englishman who went up a hill 1998 Hideous Kinky
but came down a mountain 1998 The Acid House
Sense and Sensibility 1998 Elizabeth
The Grotesque
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1998 Lock, Stock and Two Smoking 
Barrels 
1998 Velvet Goldmine 
1998 Gods And Monsters 
1998 Shakespeare in Love 
1998 Still Crazy
1997 My Name Is Joe
1998 Little Voice 
1998 Heart
1998 Sliding Doors 
1998 Hilary and Jackie 
1998 Wonderland 
1998 If Only 
1998 Among Giants
1998 Everybody Loves Sunshine
1999 Existenz 
1999 Notting Hill
1999 Plunkett and MacLeane
1999 An Ideal Husband
1999 East is East
1999 Human Traffic
1999 Tube Tales
1999 Lands Girls
1999 The World is not enough
1999 Martha meet Frank, Daniel and 
Laurence
2000 Billy Eliot
2001 Bridget Jones Diary
2001 Harry Potter and the Philosopher’s 
stone
Source: Ilye (2000)
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3. List of Major British writers whose works published in Japan 
(Oldest publication date of works kept in Japanese National Diet Library)
1. Archer, Jeffery (1977)
2. Austen, Jane
Pride and Prejudice (1940), Persuasion 
(1948)
3. Barrie, JM
Peter Pan and Wendy (1926)
4. Boston, Lucy
Green Knowe Children’s novels (1968)
5. Brontes, Charlotte, Emily and Anne
Wuthering Heights (1941), Jane Eyre (1954)
6. Burns, Robert, Poems (1967)
7. Byron, Lord, Poems (1908)
8. Carroll, Lewis
Alice in Wonderland (1912), Through the 
Looking Glass (1959)
9. Chaucer, Geoffrey
The Canterbury Tales (1926)
10. Christie, Agatha
The Mysterious Affair at Styles (1937)
11. Dexter, Colin
Last Bust to Woodstock (Inspector 
Morse )(1976)
12. Dickens, Charles
Christmas Caroll (1902), Nicholas Nickleby 
(1929)
13. Doyle, Sir Arthur Conan
Adventure of Sherlock Holmes (1930)
14. Du Maurier, Daphne
Rebecca (1939)
15. Eliot, T.S.(1944)
16. Eliot, George
(1911) Middlemarch, Daniel Deronda
17. Fielding, Helen
Bridget Jones’s Diary (1998)
18. Forster, EM
(1957), A complete works (1970), Howard’s 
End (1967)
19. Francis, Dick (1987)
20. Grahame, Kenneth
Wind in the Willows (1940)
21. Greene, Graham
Brighton Rock (1959)
22. Hardy, Thomas
Tess of the d’ Urbervilles (1912)
23. James, Henry
(1915),Portrait of a Lady(1950)
24. Johnson, Dr Samuel
A Journey to the Western Island (1890)
25. Keats, John (1940)
26. Kingsley, Charles
The Water Babies(1947)
27. Kipling, Rudyard
The Jungle Book (1913)
28. Lawrence, DH
Rainbow (1924), Lady Chatterley’s Lover 
(1935), Sons and Lovers (1940)
29. Lewis, CS
The Lion, The Witch and the Wardrobe 
(1966)
30. Milne, A A.
Winnie the Pooh (1940)
31. Milton, John
Paradise Lost (1903)
32. Orwell, George (1958)
33. Peter, Ellis
Brother Cadfael Chronicles (1982)
34. Potter, Beatrix
The Tale of Peter Rabbit (1971)
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35. Ransome, Arthur
Swallows and Amazons (1958)
36. Ruskin, John (1908)
37. Scott, Sir Walter (1902)
38. Shakespeare, William 
(1888), Macbeth (1889)
39. Shelley, Mary and Percy Bysshe 
(1941)
40. Stevenson, Robert Louis
The Strange Case of Dr Jekyll and Mr Hyde 
(1937), Treasure Island (1937)
41. Tennyson, Lord Alfred, Poems (1906)
42. Thackeray, William Makepeace
The History of Henry Esmond (1894),Vanity 
Fair (1915)
43. Thomas, Dylan, Poems(1957)
44. Tolkein, JRR
The Hobbit (1965)
45. Waugh, Evelyn
(1954),Brideshead Revisited (1963)
46. Williamson, Henry
Tarka the Otter (1964)
47. Woolf, Virginia
To the Lighthouse (1949), Mrs Dalloway
(1955)
48. Wordsworth, William 
(1935)
49. Rowling, J.K
Harry Potter and the Philosopher’s stone 
(Dec, 1999), Harry Potter and the Secret 
Chambers (Sep, 2000), Harry Potter and the 
Prisoner of Azkaban (Jul, 2001)
Source: National Diet Library Online Catalog 
(www.ndl.go.jpl (2002)
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Table 1: BTA Marketing activities
Year BTA Tokyo Main marketing/promotion activities 
(  italic- BTA \  world advertising slogan)
1971/2
1972/3
1973/4
1974/5
1976/7
1978/9
1979/80
1980/1
1981/2
1984/5
A film “ Ten Days in England” featuring two well-known Japanese film 
stars, Yoko Minamida and Hiroyuki Nagato, was produced for the 
Japanese market.
A second film was made largely concerned with Wales, featuring the 
same two famous film stars as in the first film. Other BTA promotion 
films were shown on television on 64 occasions.
(Britain-a Treasure House o f History)
A third film was produced specially for Japanese television. A 
workshop at which Sir Mark Hening, Chairman of the English Tourist 
Board, presided was held in Tokyo.
Promotional literature in Japanese was produced both for consumers 
and the travel trade for the first time. BTA films made for Japanese 
television were shown in 19 major programmes. A series of store 
promotions using British themes was organised.
A Japanese version of the main promotional book, ‘Welcome to Royal 
Britain’ was produced featuring scenes of HM the Queen’s visit to 
Japan. The third film featuring two populai  ^Japanese stais was made.
A seminar on the Japanese market for the British travel trade was held. 
Travel trade seminars were held in three cities in Japan in co-operation 
with British Airways. Two educational visits to Scotland and the Lake 
District were arranged for Japanese travel agents. There were 42 
showings on television of BTA films and 52 showings of films made 
with BTA assistance by Japanese television companies in Britain.
9 promotional publications in Japanese were produced. A planning 
group from JALPAK tours was sent to the UK, which resulted in 
Britrail and Coach master passes and Frames tours co-operating in their 
1980 brochure on free-time tours. In co-operation with British Airways, 
three seminars for the trade were held and a festival of British country 
house cooking was organised in Tokyo, Osaka and Fukuoka.
Two joint promotions with British Airways, Japan Airlines, Trusthouse 
Forte were held in Tokyo and Osaka, followed by 6 seminars. The BTA 
Chairman led a sale mission of major British travel interests to Tokyo.
A joint advertising campaign was carried out in partnership with British 
Airways. BTA assisted more than 20 of British fairs at department 
stores.
A series of agents’ seminars was held jointly with Cathay Pacific 
Airways and British Airways. Joint marketing schemes were carried out
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1985/6
1986/7
1987/8
1988/9
1989/90
1991/2
1992/3
1993/4
1995/6
with language schools. (  Heritage 84*)
Six travel agent seminars were held in co-operation with Cathay 
Pacific. Two groups of agents were sent to Britain to the Scotland 
Travel Trade Fair and Language School/Youth workshop in conjunction 
with British Airways. 36 journalists/photographers and 12 television 
company film teams visited Britain with assistance from BTA. There 
were 33 showings of BTA films on television. The joint advertising and 
promotional campaign was carried out with JTB/Look Tours. 
Promotions with British Airways, Nippon Express Company, and 
Pitman’s were also conducted.
A year-long advertising campaign with British Airways was targeted at 
women and included musical shows. A tour called ‘The Royal 
Triangle’ was designed specifically for the Japanese.
CBritain for all Seasons*)
A five-year run campaign, ‘Ladies Britain’ aimed at Japanese women 
was launched. A number of promotions in stores and hotels with the 
‘Ladies Britain’ were conduced. 50 journalists were sent to Britain with 
support of BTA.
‘Ladies Britain’ campaign’ was broadened to emphasise British 
‘manners and elegance’. A new campaign aimed at the business
traveller launched. Tluee travel agents proaucea Dritam-omy proauct
brochures.
‘Ladies Britain’ campaign was expanded by specially developed 
honeymoon programmes. A British all industry ‘Britain Welcomes 
Japan’ campaign launched. 114 Japanese agents were sent to Britain as 
educationals in 1989.
BTA opened a representative office in Osaka. Two annual travel trade 
missions were held under the themes of Elegant Britain and Scotland.
A week long 40 hours satellite television special on Britain in winter 
made by NHK was screened. Honeymoon fairs and tea parties for 
consumers were organised as well as Elegant Britain and Scotland 
missions for the trade. A press trip to the West Country on an Agatha 
Christie country theme was arranged.
CRoyalBritain Welcomes Visa*)
Under the ‘Ladies Britain’ umbrella, a ‘Tea and Rose’ theme designed 
to appeal to Japanese women over the age of 40 was introduced. A 
series of tea parties with media personalities and other celebrities was 
organised for consumers.
Promotional campaigns for Britain’s language school market also ran. 
BTA identified specific groups of customers, who its efforts should be 
focused. (Festival o f Arts and Culture)_______________________________
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1996/7 National Heritage Secretary Virginia Bottomley joined British travel 
trade missions to Japan. 1996 sales guide focusing on British style and 
design was produced. (Style and Design)
1997/8 A poster campaign featuring a lift-up flap under which the wilder side 
of London is hidden ran on the subways of Tokyo.
(Old Meets New)
1998/9 (^Britain : Now is the Time *)
1999/0 Walking and activities were highlighted in the 1999 sales guide for the 
travel tradQ.C Walking Britain *)
2000/1 An internet gateway site and guide to visitbritain.com was produced. 
(*Britain *s gardens * Sporting Britain *)
2001/2 Attractions of Britain in autumn and winter were featured in the 2002 
sales guide for the travel trade._________________ _________________
Source: BTA Annual reports and BTA (2002a) 
http:www.visitbritain.com/corporate/history of bta.htm(25/02/02)
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Britain Travel Club Survey
Section 1. About your interest in the UK as a tourist destination
Q1. Have you been to the UK on holiday before ?
(Please tick ONE box only)
1 .Yes □
2 .N0 □  Please go to OlO.
Q2. When did you first visit the UK?
Please specify the year .............................................................
Q3. How many times have you visited the UK?
1. Once
2. 2- 3 times
3. 4-5 times
4. 6 or more times
□  Please go to Q i
□  Please go to 04&5
□  Please go to 04&5
□  Please specify.................times and go to Q4&5
Q4. Since your first visit, how frequently do you visit the UK?
1. Once a year
2. 2-3 times a year
3. Every 2 or 3 years
4. Other
□
□
□
□  Please specify
Q5. Where did you visit in the UK?
Please tick ONE box only
1. The same destination I have visited before □  
Please specify......................................................
2. Different destination each trip □
3. Both the same destination and new one □
Q6. Which part of the UK have you visited?
Last visit Ever Last visit Ever
1. London □ □ 2. The Cotswolds □ □
3. The Lake District □ □ 4. South East England (Kent etc) □ □
5. South West England 6. Central England
(Cornwall, Devon etc) □ □ (Manchester, Liverpool etc) □ □
7. Yorkshire □ □ 8. Edinburgh □ □
9. Other Scotland □ □ 10. Wales □ □
11. Northern Ireland □ □
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Q7. On what types of tour did you last visit the UK?
1. ‘Full’ package tour visiting the UK alone □
2. ‘Full’ package tour visiting the UK and other countries □
3. Free-time package tour visiting the UK alone (air+ accommodation) □
4. Free- time package tour visiting the UK and other countries □
5. Individually arranged travel visiting the UK alone □
6. Individually arranged travel visiting the UK and other countries □
Q8. How did you travel within the UK on last visit?
Please tick main form of transport and all forms used
Main type Used Main type Used
1. Train □ □ 2. Rent-a-car □ □
3. Coach □ □ 4. Airplane □ □
5. Other □ □
and please specify................................. ..............................
Q9. With whom did you travel when you last visited the UK?
1. Friends □  2. Husband or wife □
3. Family members □  4. Boyfriend or girlfriend □
5. Alone □  6. Newly wedded wife or husband □
7. Other (please specify) □ ............................................................................
QIO How long did you stay when you last visited the UK?
1.6 days or less □  2 .7 -10  days □
3. 11-14 days □  4. ISdays or moreD
Q11. Do you plan to visit the UK for a holiday in the next two years?
1. Yes □  2. No □
Q12. Which of the following words would you associated with the UK? 
Please apply all that apply
1 .Tradition □ 2.History □
3. Royal family □ 4. Formality □
5. Ceremony □ 6. Aristocrats □
7. Masculine □ 8. Feminine □
9. Solidity □ 10. Cute □
11. Urbanised □ 12. Rural □
13. Old-fashioned □ 14. Fashionable □
15. Innovative □ 16. Tea □
17. Roses □ 18. Gardens □
19. Romance □ 20. Old & New □
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21. Other □  Please specify...........................
Q13. What one image best sums up British people to you?
Please tick ONE box only
1. Stubborn □ 2. Gentlemanly □
3. Snobbish □ 4. Friendly □
5. Reserved □ 6. Eccentric □
7. Simple □ 8. Humorous □
9. Proud □ lO.Hospitable □
11. Sophisticated □ 12. Fortitude □
13. Other □  Please specify ,,
Q14. What images or characteristics come to mind when you think of the UK as a 
holiday destination?
Please tick ONE box only for each statement
Strongly Neutral Dis- Strongly 
Agree Agree agreeDisagree
1 .The UK is a safe and comfortable country to travel □ □ □ □ □
2.The UK is a fashionable tourist destination to visit □ □ □ □ □
3.The UK offers a variety of museums and art galleries
4.The UK offers a wide range of entertainment places
□ □ □ □ □
and activities (musicals, concerts, opera etc) □ □ □ □ □
5.The UK has lots of natural scenic beauty □ □ □ □ □
6.The UK has beautiful rural areas (villages etc). □ □ □ □ □
7.The UK has beautiful gardens
8.The UK has many historic attractions
□ □ □ □ □
such as castles and manor houses. □ □ □ □ □
9.The UK has interesting cities and towns
10.The UK offers chances to enjoy sports activities
□ □ □ □ □
(golf, walking etc) □ □ □ □ □
11 .The UK is a good place to enjoy shopping □ □ □ □ □
12.The UK has good local foods to sample □ □ □ □ □
13.British people are helpful and friendly □ □ □ □ □
14.The UK offers a good choice of places to stay □ □ □ □ □
15. Prices of goods are reasonable in the UK □ □ □ □ □
16.Transportation within the UK is convenient □ □ □ □ □
17.Travelling to the UK from Japan is convenient □ □ □ □ □
18.The UK has pleasant weather □ □ □ □ □
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Q15. What will be your main areas of interest when visiting the UK? 
Please select and tick five  Only
I .Theatre, musical, music □
3. Scenery/Landscape □
5. Sightseeing in cities
and towns □
7. Historic houses/castles □
9.Gardens □
II .Literature □
13. British way of life □
15.Latest fashions/trends □
15 .Other( please specify) □
Please give details:....................
2. New buildings □
4.Museums and art galleries □
6. Hopping villages
8. Shopping
10. Walking 
12.Sports (Golf etc)
14. Local foods
□
□
□
□
□
Q16. What made you first become interested in The UKl 
Please tick ONE box only
1. Knowledge about the UK through schooling □
2. Knowledge about the UK via the media (news, magazines, books etc) □
3. There were family members/relatives/ffiends who like the UK □
4. Interest in English language □
5. Interest in English literature □
6. Interest in gardening/gardens □
7. Interest in British pop or rock music □
8. Interest in British actors/actress □
9. Interest in British products(china, clothes, food, drink, etc) □
lO.Other (please specify) □
Q17. Which information sources triggered your interest to travel to the UKl 
Please tick all that apply.
l.BTA’s brochures □ 2. BTA Internet website □
3.Travel Guide books □ 4. Travel agents’ brochures □
5.Travel Magazines (ABroad etc)D b.Advertisement/Posters □
7.Travel Documentary/show □ 8.Travel writings □
9 .Friends/family/relatives □ lO.TV news/Radio/newspaper □
11 .Magazines featuring □ 12.Books about the UK/
the UK □ British literature □
13.Films/ TV programmes 14. Travel Agents □
featuring the UK □
15.Other (please specify) □ .....................
If you tick 12 & 13, please go to Q18.
If you did not tick 12& 13, please go to Q19.
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Q18. Which of the following films, television programmes, and literature have you seen 
or read and which increased your interest in visiting the UK?
Please tick all that apply
A, Feature films (or videos)
Seen More Seen More
Interest Interest
1. Melody □ □ 2. Chariots of Fire □ □
3. Local Hero □ □ 4. Maurice □ □
5. My Fair Lady □ □ 6. Another country □ □
7. Far From the Madding Crowd □ □ 8. Howards End □ □
9. The Remains of the Day □ □ 10. Shadowlands □ □
11. Four Weddings and a Funeral □ □ 12. A Summer Story □ □
13. A Room with a View □ □ 14. A Handful of Dust □ □
15. The Secret Garden □ □ 16. Braveheart □ □
17. The Englishman who went up a hill but came down a mountain □ □
18. Sense and Sensibility □ □ 19. Emma □ □
20. Rob Roy □ □ 21. Jane Eyre □ □
22. Restoration □ □ 23. Brassed Off □ □
24. The Madness of King George □ □ 25. Shall we dance? □ □
26. The Full Monty □ □ 27. Shooting Fish □ □
28. Trainspotting □ □ 29. Sliding Doors □ □
30. Shakespeare in Love □ □ 31. Notting Hill □ □
32. Martha meet Frank, Daniel 33. Lands Girls □ □
and Laurence □ □
34. Elizabeth □ □ 35. Harry Potter □ □
36.Bridget Jones Diary □ □ and the Philosopher’s stone
37.0ther □ □
Please specify..................................
B. Television programmes or videos
Seen More
Interest
Seen More
Interest
1. Miss Marple series □ □ 2. Partners in Crime □ □
3. Sherlock Homes series □ □ 4. Poirot series □ □
5. Mr Bean series □ □ 6. Pride and Prejudice □ □
7. Brother Cadfael series □ □ 8. Brideshead Revisited □ □
9. Inspector Morse series □ □
10. Other □ □
and please specify.......
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C  Literature and writers
1. Beatrix Potter (A tale o f  Peter Rabbit etc)
2. A. A. Milne( Winnie The Pooh, The House at Pooh Corner)
3. Lewis Carroll {Alice’s adventure in the wonderland, Through the Looking Glass)
4. Arthur Ransome {Swallow and Amazons etc)
5. Kenneth Grahame {Wind in the Willows)
6. C.S. Lewis {The Lion, The Witch and the Wardrobe, The Magician’s Nephew)
7. Agatha Christie {Miss Marple, Poirot, Partners in crime etc)
8. Sir Walter Scott (Ivanhoe, Waverley, Kenilworth etc)
9. Robert Louis Stevenson (The strange case o f  Dr Jekyll and Mr Hyde, etc)
10. Arthur Conan Doyle {Adventures o f  Sherlock Holmes, etc)
11. Jane Austen {Pride and Prejudice, Emma, Sense and Sensibility, Persuasion,etc)
12. Charles Dickens {A Christmas Carol, Oliver Twist, Great Expectation, etc)
13. Charlotte Bronte {Jane Eyre)
14. Emily Bronte {Wuthering Heights)
15. Thomas Hardy {Tess o f  the d ’Urbervilles, Jude the Obscure,etc)
16. Edward Morgan Forster {Howards End, A Room with a View etc)
17. William Shakespeare(i/aw/e/, Macbeth, etc)
18. William Wordsworth {Poetry)
19. J.K. Rowling {Harry Potter and the Philosopher’s stone etc)
20. Other
Please specify............................................................................................
21. Japanese writers’ work
Please specify............................................................................................
Read More
Interest
□ □
□ □
□ □
□ □
□ □
□ □
□ □
□ □
□ □
□ □
□ □
□ □
□ □
□ □
□ □
□ □
□ □
□ □
□ □
□ □
□ □
Q19. Did you visit any specific places you had read about or seen on television or 
movies?
1. Yes □  -> Please specify the places and the books/films/TV below.
2. No □  Please go to 021
If YeSy please specify which places and which books and films/Television programmes.
Places : Books/films/TV
Q20. When you visited the places, was that the main focus or reason for the trip or just 
part of the trip?
1. Main reason □  2. Part □
333
Appendix C
Q21. What do you think the information provided on the web site of Britain Travel 
Club?
1. Unhelpful
3. Helpful
□
□
2. Not very helpful
4. Very helpful
Q22. How frequently do you access to the web site of Britain Travel Club?
1. Everyday 
3. Once a week 
5. Once a month 
7. Other
□
□
□
2. A few times a week 
4. Every 2 or 3 weeks 
6. Every 2 or 3 months
□  Please specify..............................................
Q23. How frequently do you use ‘chat-comer’ of Britain Travel Club?
1. Everyday
3. Once a week
5. Once a month
7. Other
□
□
□
□  Please specify.
2. A few times a week
4. Every 2 or 3 weeks
6. Every 2 or 3 months
□
□
□
□
□
□
□
□
Section 2: About You
Q24.Gender
1. Male □  2.Female □
Q25. What is your age group?
1. Under 18 years □ 2. 18-24 years □
3. 25-29 years □ 4. 30-39 years □
5. 40-49 years □ 6. 50-59 years □
7. 60-69 years □ 8. 70 years and over □
Q26. Marital Status
1. Married □  2. Single □
Q27. How would you describe yourself?
1. Office worker □
3. Self-employed □
5. Housewife/full time parent □
7. Other (please specify) □ ,
2. Professional and managerial □
4. Student □
6. Retired/unemployed □
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Q28. What is the highest level of education you have completed?
1. Junior high school □  2. High school □
3. Junior college/vocation school □  4. University □
5. University postgraduate □  6. Other (please specify) □
Q29. Would you be willing to take part in a further individual interview ? 
Please tick for YES □
And what is your e-mail address?........................................................
Thank you very much for your time and cooperation.
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Appendix E
A example of interview notes extract (in Japanese)
Interview date: 19 June 2002, in Tokyo
< (travel experiences to the UK) >
l i n g  : 1 9 9 6 ^  —
"79
h /k X # { t" e . \ f — V; \ y X ( Dy r ^ ^ f c ^ f c ( DX \  b/kX&-
P^V^TV^fCo 
2 img : 1 9 9 8 ^
3[mg : 2 0 0 0 ^ ( 0 7 ^  #
— ( U /!/ h y  y  ) ^ E 6 $ o  ^ / i ^ h y X ^ X l t
fC'ofCo
4 " ^  (2  0 0 2 #  0 9 ^ .  ^ 4 ^ 9 ; A # f T ^ T ^ o  $ 3 # # .  # ^ # ^ 0
< o  fc #  o  (what made her get interested in the UK in the first place) >
#tp(7AD^^T#4^(D'e. -f ^  9 9
^ÎL 'lc^'oTV ^ôÿzt^^o F 9  £ / z c - : y .3 : T ,  #
(kl. -7—7 'ix y
v^6o :A ( y n : /7 ^ ( Z ) # * ;0 ^ f ) ) .  3 y 9 / 7 7 / i / X ( D K 9
(D #'g '(D # (Castle Combe), ÿ /u  (k:Tt»l^(Dl^(D^L-CV^:t)  ( D / ^ y h
7 ^ —ÆKztc,!f^ # ^ |^ K g :9 '(D g " e ^ i:;9 ': tv \
< 4 ' ^  9 y  f/(what features of the UK appeal to her, images of the
UK)>
n > F > ' ( D # ^ # V ^ T V ^ T .
<;h/6o —: x y 7 ' - : &r # # L T < ; h , 6 7 ' — ^
( ^ 4 ^ - - : X X ^ > ^ y 9 y y z i . )  ^ # - : :6 o  N H K #W (D 4 ':3 (^9 ;:< ^g(^#$^^^X : 
V^6o : : : y d : y .  f r e ; t V ^ # E l f : 0 % / ! r , k T y # - C L ^ 9 ( D T .
f r e ; t < 7 : c 6 o  4 " : 3 r 9 ; A ^ - e ( D i 2 .  3NF^17]^v\,km9:0^
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< (motivation of overseas travel) >
(DA/ U(yL; tv \  {pTt>L;t^V''-e9 7 y ^ ; A L : ^ v \
< T  7 T  (/)#,% (the use of the media) >
/ \ 9 —X' : i : : / K4^, k ' ( D3; Af ' : i — 7 7  — 7  
; i x A - 7 T 7 .  y 7 7 4 ^ ^ ( 7 ) ,  4 '^ " e i: :# :t4 ':3 ^ 9  7 e^ m i7 # # :o  Bi*!:#
tf{ 4 :tT o fc y . \fT 'y^X o  -f :^9  7;0^^/)^6;0^6o 3:'^\cx>f)^tifct:>
y x 7 h ( D 7 T 7 l c ; t ^ y .  # ( DTi :V^6B^@j l4 :#6 j ;9KL"CV^6o ::^''7. b ^ y v  
7 .  - ^ 7 7  • îA 'yA 7 7 —A^(k'^^?#o
7 - 7 ( D y - $ / u .  t : ° - 7 - 7 l f ' y b .  T 9 7 z : ^ 6 f ^ m
- c l f T .
/ \ 9  —4^:x7 —<k "^zc—/i/X(DLUld:B^im î^^6#(::^^Bc/u;^o B^®<k^. 
i " 6 ( D ; 0 ^ k ' k ' ^ # 9 c  9 — 7 —( Dy—A4^kT.
4 ''È  y  (D^f #  ^Bî^® (Films related to the UK that she has seen)
A #  {d #  /c o  fc DP (her most favourite films)
7 ^ — b, 9 b ; i / y 7 f —, 7 7 —< > z i : y ^ 7 y , y y 7  
(Winter Guest, Billy Eliot, Four Weddings and a Funeral, Brassed Off)
A ^7)^0 7t 17m (her favourite films)
7  7 7 7 '  ' 7  7 y 7 z i , 7 Æ ^ 7 7  7,13 $/7  7  b y  7 & 7 —7 A —  
j ^ 7 7 7 < 7 / I / X , 7 i - y f ' , W : ' 9 ( D * ' ^ , ^ 7 7 — ' U — 7,:&— 9 
7 —X  • ^ 7  0 {C, b 7 X  7 7 4 i y 7 7  7 7 ' , ; $ # U2)^lf(D
: ^ 7 7 i 7 , 7 z n — # , /  y 7 T '7 7 'l : / i / (7 )A A ,+ % % ;! i^ ^ 0 # , 
m ^  g '^ x r ,7  7  ;4-y(7)#, 0 9 9 T  - ;< / '- ;% %  <k# , 7  7 T' 7  7
7 7 ' K T , # # ( D # , X ^ —Æ X - y /  b,l$/u,k ^ 0 ^ - Y 7  9 —7 7  - 7 : ] . y 7 , f 'z i .—7 ' -
7  7  ; 7 X , 7  7  y y ^ %  L T  v y c tM y z ^ ^ S  U 7t ^ '-y  7 7 ' 7  7  —,/^  9 — 7 — ^  # #
(D :0 ',n 7 b '7  - b ' y 7  7 , 7 'Y 7 y —-^(7)$}:: ^ l ; : ,7 3 :7  9 — - 7 y ;% % ( D ? E ® ,7  
7  7 x . ^ 7 / l / ^  y  b ,/TÈ;^A (7)7 i^ 7 '7
(The Remains of the Day, Shooting Fish, The Full Monty, Lock, Stock and Two Smoking 
Barrels, Snatch, Wonderland, Bean, Maurice, A Room With a View, Howards End, Emma, 
Sense and Sensibility, Trainspotting, The Englishman who went up but came down a mountain, 
Notting Hill, Twelfth Night: Or What You Will, Much ado about nothing, Jude, Career Girls, 
Sliding Doors, Harry Potter and the Philosopher’s stone, Fairytale-A True Story, The Secret 
Garden, Melody, Hilaiy and Jackie, Secrets & Lies, etc)
<  #  y  { 4 :  ^o  fd B^® (her disliked films) >
7 7 7 7 7  7 , 7 7  X 7  7 — b 7zc 7  7 '—/L K,T7  7  X 7  b y  b • —/L
b '7 7  7 , y 7 7 7 y  b &" 77  7 —7 , / f t 7 Æ X y 7 7 7 7  7  b ,®^
(Twin Towns, Among Giants, Plunkett and MacLeane)
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Appendix F
List of the respondents interviewed in Japan As of June 2002
No Gender Age
group
Occupation The number o1 
visits to the 
UK
First/Last 
visit (year)
Other foreign 
Countries visited
1 Male 40-49 Professional/
Managerial
5 times 1994/2001 None
2 Male 50-59 Professional/
Managerial
4 times 1995/2002 Many but on business
3 Female 30-39 Sommelier 12 times 1992/2001 France, Italy
4 Male 40-49 Self-employed 3 times 1993/1996 Canada, Europe
5 Female 40-49 Housewife Twice 1989/1998 Europe
6 Female 60-69 Retired/unemployed 6 times 1979/2001 Europe
7 Female 30-39 Office worker Once 1996 Europe, USA, Asia
8 Female 30-39 Office worker Once 1999 USA, Spain, China
9 Female 25-29 Loan worker 4 times 1996/2000 None
10 Female 50-59 Housewife 6 times 1980/2001 Europe, USA
11 Female 30-39 Housewife Twice 1987/1990 Canada, Europe
12 Male 40-49 Translator 8 times 1984/2000 Europe
13 Female 30-39 Housewife Twice 1991/2001 France, Italy
14 Male 50-59 Office worker 9 times 1975/2001 New Zealand
15 Female 25-29 Self-employed 3 times 1995/2000 USA
16 Male 40-49 Self-employed 10 times 1986/2002 None
17 Female 30-39 Housewife 5 times 1997/2002 Hong Kong, 
Australia
18 Female 25-29 Office worker Once 2001 None
19 Male 50-59 Professional/
Managerial
5 or 6 times 1978/2000 USA, Canada 
Europe, China
20 Male 50-59 Professional/
Managerial
7 or 8 times 1989/2001 Europe
21 Female 25-29 Office worker 3 times 1996/2000 Europe
22 Female 25-29 Part-time worker 4 times 1995/2002 '4one
23 Female 50-59 Housewife 3 times 1995/2000 Australia, Malaysia
24 "emale 40-49 Office worker 10 times 1982/2000 taly, Asia, USA
25 "emale 25-29 Office worker Twice 2000/2001 Australia, France
26 "emale 30-39 Housewife Twice 1999/2000 USA
27 "emale 25-29 Part-time worker 3 times 1994/2002 Australia, Asia, USA
28 "emale 25-29 Housewife 3 times 1997/2001 USA, New Zealand
29 "emale 18-24 Office worker 3 times 1997/2000 "ranee
30 "emale 40-49 Office worker 0 times 1975/2000 USA, Europe, Asia
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Lh
Jai
5t of the respondents e-mail interviewed in 
pan
No Gender Age
group
Occupation The number of 
visits to the 
UK
First visit 
(year)
Place of residence
1 Female 25-29 Office worker 6 times 1992 Hyogo (Kansai)
2 Female 40-49 Professional
/managerial
Once 2001 Not available
3 Female 30-39 Office worker 7 times 1992 Not available
4 Male 30-39 Office worker 2-3 times 1990 Nagoya (Kansai)
5 Female 25-29 Professional
/managerial
2-3 times 1996 Kyoto (Kansai)
6 Female 25-29 Office worker 2-3 times 1999 Hokkaido
7 Female 30-39 Office worker 2-3 times 1993 Not available
8 Female 30-39 Office worker 2-3 times 1990 Kansai
9 Female 30-39 Patent attorney Once 1988 Not available
10 Female 30-39 Office worker 14 times 1981 Kansai
11 Female 30-39 Civil servant Once 1997 Not in Kanto
12 Female 25-29 Professional
/managerial
4-5 times 1996 Not in Kanto
13 Female 25-29 Office worker 2-3 times 2000 Not available
14 Female 30-39 Office worker 7 times 1991 Kansai
15 Female 25-29 Office worker 4-5 times 1997 Not available
16 Male 50-59 Professional
/managerial
2-3 times 1998 Not available
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Appendix G
List of literary works, films and television programmes analysed in 
Chapter 7
Literature:
Austen, J. (1996) The Complete Novels o f Jane Austen, Penguin Books: London 
Bronte, C. (1994) Jane Eyre, Penguin: London
Bronte, E. (1995) Wuthering Heights with introduction by Stoneman, P, Oxford 
University Press: Oxford
Carroll, L with illustration by Sir John Tenniel (1974), Alice’s Adventures in 
Wonderland and Through the Looking-Glass, Pan Books: London
Carroll, L. with illustration by Peter Weevers (1989) Alice’s Adventures in Wonderland, 
Century Hutchinson: London
Christie, A. (1997) Miss Marple Omnibus: Volume One, HarperCollins: London
Christie, A. (1997) Miss Marple Om.nibus: Volume Two, HarperCollins: London
Christie, A. (1997) Miss Marple Omnibus: Volume Three, HarperCollins: London
Christie, A. (1999) Hercule Poirot: The Complete Short Stories, HarperCollins 
Publishers, London
Doyle, A.C. (1929) The Complete Sherlock Holmes: Long Stories, John Murray: 
London
Doyle, A.C. (1974) The Case-book o f Sherlock Holmes with an introduction o f  Snow, 
C.R, John Murray & Jonathan Cape: London
Doyle, A.C. (1974) The Memoirs o f Sherlock Holmes with an introduction o f  Amis, K., 
John Murray & Jonathan Cape: London
Doyle, A.C. (1974) His Last Bow: Some Reminiscences o f  Sherlock Holmes with an 
introduction o f  Symons, J., John Murray & Jonathan Cape: London
Doyle, A.C. (1974) The Return o f Sherlock Holmes, John Murray & Jonathan Cape: 
London
Doyle, A.C. (1974) The Hound o f the Baskervilles, John Murray & Jonathan Cape: 
London
Doyle, A.C. (1981) The Adventures o f  Sherlock Holmes, Penguin Books: London
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Doyle, A.C. (1994) The Adventures o f Sherlock Holmes, Kodansha International: Tokyo
Hayashi, N. (1991) Igirisu wa Oishii (England is Delicious), Heibonsha: Tokyo
Hayashi, N. (1991) Igirisu wa Yukaida (England is Delightful), Heibonsha: Tokyo
Hayashi, N. (1993) Hayashi Nozumu no Igirisu Kansatsu Jiten (Hayashi Nozumu’s 
Britain Observation Dictionary), Kodansha: Tokyo
Hayashi, N. translated by Shimizu, T.(2000) England is D e l i c i o u s , edition), 
Kodansha International: Tokyo
Milne, A.A. (1989) The House at Pooh Corner with illustrations by Shepard, E.H. 
Hammoth: London
Milne,A.A. (1991) Winnie-the-Pooh with colour illustrations by Shepard, E.H., 
Hammoth: London
Milne, A.A. (2002) A World o f Winnie-the-Pooh with illustrations by Shepard, E.H., 
Dean: London
Rowling, J.K. (1997) Harry Potter and the Philosopher’s Stone, Bloomsbury: London
Rowling, J.K. (1998) Harry Potter and the Chamber o f Secrets, Bloomsbury: London
Rowling, J.K. (1999) Harry Potter and the Prisoner o f Azkaban, Bloomsbury: London
Wells, S. and Taylor, G. (eds.) (1986) William Shakespeare: The Complete Works, 
Oxford University Press: Oxford
Wilson, A. (1974), Introduction, Doyle, A.C., The Return o f  Sherlock Holmes, John 
Murray and Jonathan Cape, London,pp.7-17
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Films :
Castlezone/Eastem Countries Newspaper/Goldcrest Films/NFFC/Virgin, Another 
Country (Director: Marck Kanievska)
Channel Four Television Corporation/Miramax Film Corporation (1996) Brassed Off 
(Director: Mark Herman)
Channel Four/Figment Films/Universal/Noel Gay Motion Picture Company (1996), 
Trainspotting (Director: Danny Boyle)
Columbia Pictures Inc.(1993) The Remains o f  the Day (Director: James Ivory)
Columbia Pictures Inc. (1996) Sense and Sensibility (Director: Ang Lee)
Paramount Pictures (1992) Wuthering Heights (Director: Peter Kosminsky)
Polygram Filmed Entertainment (1998) Elizabeth (Director: Shekhar Kapur)
Polygram Filmed Entertainment/Working Title Films/Notting Hill Pictures(1999) 
Notting Hill (Director: Roger Michell)
Polygram Filmed Entertainment (Universal)/Channel Four/Working Title Films (1994) 
Four Weddings and a Funeral (Director: Mike Newell)
Shadowlands Productions (1993) Shadowlands (Director: Richard Attenborough)
Matchmaker Films/Miramix Film (1996) Emma (Director: Douglas McGrath)
Merchant Ivory Productions (1986) A Room with a view (Director: James Ivory)
Merchant Ivory Productions (1987) Maurice (Director: James Ivory)
Merchant Ivory Productions (1992) Howards End (Director: James Ivory)
Miramax International (1995) The Englishman who went up a hill but came down a 
mountain (Director: Christopher Monger)
Miramax Films/Falch Film/Rochester (1996) Jane Eyre (Director: Franco Zeffirelli)
Miramax Films/Universal Pictures (1999), Shakespeare in Love (Director: John 
Madden)
Twentieth Century Fox Film (1981) Chariots o f  Fire (Director: Hugh Hudson)
Twentieth Century Fox Film (1995) Braveheart (Director: Mel Gibson)
Twentieth Century Fox Home Entertainment (1997) The Full Monty (Director: Peter 
Cattaneo)
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United Artists Pictures (1995) Rob Roy (Director: Michael Caton-Jones)
Universal Pictures Studiocanal/Miramax Film/Working Title (2001) Bridget Jones’s 
Diary (Director: Sharon Maguire)
Warner Bros. (1964) My Fair Lady (Director: George Cukor)
Warner Bros. Pictures (1993) The Secret Garden (Director: Agnieszka Holland)
Warner Bros. Pictures (2001) Harry Potter and the Philosopher’s Stone (Director: Chris 
Columbus)
Television programmes:
BBC (British Broadcasting Corporation) (1984-1992) Miss Marple 
(11 episodes: The Body in the library. Sleeping Murder, 4.50 from Paddington, At 
Bertram’s Hotel, A Murder is announced, Nemesis, The Moving finger. They do it with 
mirrors, A Pocketful o f  rye. The Murder at the vicarage. The Mirror cracked from side 
to side)
BBC (1995) Pride and Prejudice (Director: Simon Langton)
Carlton UK Production (1989-2000) Inspector Morse
{The Remorseful Day, The Last Enemy, Last Seen Wearing, The Silent World o f  
Nicholas Quinn, The Wolvercote Tongue, The Settling o f the Sun, Last Bus to Woodstock, 
Greeks Bearing Gifts)
Granada Television (1984) The Adventures o f  Sherlock Holmes
{The Speckled Band, The Crooked Man, The Blue Carbunce, The Resident Patient, The 
Greek Interpreter, The Norwood Builder, The Cooper Beeches, The Red Headed League, 
The Final Problem, A Scandal in Bohemia, The Dancing Men, The Naval Treaty, The 
Solitary Cyclist)
Granada Television (1986) The Return o f  Sherlock Holmes
{The Empty House, The Priory School, The Second Stain, The Musgrave Ritual, The 
Abbey Grange, The Man With Twisted Lip, The Six Napoleons, Silver Blaze, The Devil’s 
Foot, Wisteria Lodge, Bruce Patington Plan)
Granada Television (1987) The Sign o f Four
Granada Television (1988) The Hound o f the Baskervilles
Granada Television (1991) The Case-book o f  Sherlock Holmes
{The Problem o f Thor Bridge, The Disappearance o f  Lady Frances Carfax, The 
Boscombe Valley Mystery, Shoscombe Old Place)
Granada Television (1992) The Master Blackmailer
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Granada Television (1993) The Last Vampyre
Granada Television (1993) The Eligible Bachelor
Granada Television (1994) The Memoirs o f Sherlock Holmes
{The Three Gables, The Cardborad Box, The Mazarin Stone/The Three Garridebs)
London Weekend Television (1989-present) Agatha Christie’s Poirot 
{The Adventure o f  the Clapham Cook, Murder in the Mews, The Adventure o f  Johnnie 
Waverly, Four and Twenty Blackbirds, The Third Floor Flat, The Incredible Theft, The 
King o f Clubs, The Dream, The Peril at End House, The Veiled Lady, The Lost Mine, 
The Cornish Mystery, Double Sin, The Adventure o f  the Cheap Flat, The Kidnapped 
Prime Minister, The Adventure o f the Western Star, The Mysterious Affair at Styles, 
How Does Your Garden Grow?, The Million Dollar Bond Robbery, The Plymouth 
Express, Wasps ’ Nest, The Tragedy at Marsdon Manor, The Double Clue, The Mystery 
o f the Spanish Chest, The Theft o f the Royal Ruby, The Affair at the Victory Ball, The 
Mystery o f  the Hunter’s Lodge, The ABC Murders, One, Two, Buckle my Shoe, The 
Underdog, Yellow Iris, The Case o f the Missing Will, Dead M an’s Mirror, Jewel 
Robbery at the Grand Metropolitan, Hercule Poirot’s Christmas, Hickory Dickory Dock, 
Dumb Witness, Lord Edgware Dies, The Murder o f  Roger Ackroyd, Evil Under the Sun)
Tiger Aspect Productions/ITV (1990-1995) Mr Bean
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Best Selection 
in Britain
Britain Now is the time -2 Walking in the Lake District-4 Landscapes in the Peak District-6 William Moiris in the Cotswolds-8 
Pooh Country in South East England-JO Legends in the West Country-12 
Contemporary Design in London-15 Scottish Design-16 Welsh Design-17 
Family Pun in Britain-18 Tea for Two-20 Aroma fo r  Life-21 People to People-22
MATERIAL REDACTED AT REQUEST OF UNIVERSITY
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